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Rough Proofs 


Newspaper carrier boys who 
learned that the Daily Oklahoman 
is now delivering papers to some 
of its farmer subscribers by air 
are beginning to believe there may 
be a future in the business. 

vvwey 

“Cameron Hawley told the Copy 
Research Council that inquiries 
received do not correlate with 
Starch reports.” 

Sounds like the makings of a 
good argument. 

» 2. F 

Husbands whose wives are too 
good at writing out checks may 
be expected to go for the new 
Parker Demi-Size ‘51’, which is 
a full inch shorter than the regu- 
lar model. 
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Preston Tucker got a little extra 
dividend by letting the 175,000 
attendants at the Machine Tool 
Show have a look at some beauti- 
ful models and his new car. 

77 ¥ 

Spyros K. Skouras says film 
production budgets will be cut all 
along the line, but Hollywood will 
offer “better pictures than ever 
before.” 

One way to do this, fortunately, 
may be to cut out the double fea- 
hres. 

+. 3 

“Who puts displays in the cel- 
lar?” asks McCandlish Lithograph. 

Well, it’s hard to say, but maybe 
the dealers have found out what 
good prices are now being paid 
for waste paper. 

= = FY 

It’s interesting to note how 
widespread the influence of the 
advertising agency may be. Im- 
mediately after Hays MacFarland 
was elected a director of Zenith 
Radio, the company named three 
new vice-presidents. 
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“Buyers attracted on a non- 
price basis may prove to be more 
permanent customers than those 
obtained on a price basis only,” 
observes Dr. Charles Phillips. 

The memory of quality remains 
long after the price is nani 
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“Applicant should have a car 
and be able to arrange for office 
space at moderate cost,” says a 
publisher’s ad. 

An applicant like that would be 
wasting his time out of the real 
estate business. 

— oe 

“ITU’s president assails Den- 
ham,” reports the world’s greatest 
advertising journal. 

That’s a good way to use up 
B.t.u.’s. 

+, | F 

G. S. Kenney, who noted this 
skywritten copy over Chicago re- 
cently, “Canadian Ace _ Beer, 
Squirt, Squirt, Squirt,” thought 
the latter might be a new kind of 
chaser. 
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James Crawford, who is not in 
the radio business, rises to sug- 
gest that Coca-Cola’s “pause that 
refreshes” on the air might be a 
period of silence to replace the 
commercial. 

. 2.2% 

T. H. Keating says that Chevro- 
let is “in effect selling $10 bills 
for $7.” 

Even a bootlegger would con- 
sider that a reasonable working 
margin. 

Copy Cus. 


Spam Is ‘Safe 
Hormel Eyes 


$500,000 Kroger 
Promotion Pushes 


National Brands 


61 ‘Stars of Food | 
World’ Get Free 
Selling Whirl 


New York—tThe biggest promo- 
tional push ever given national 
brands by a chain grocery organ- 
ization gets under way Oct. 6 
when Kroger Company, the coun- 
try’s third largest grocery chain, 
launches a $500,000 “Stars of the 
Food World — Values at Kroger” 
merchandising and advertising ef- 
fort built primarily around 61 
leading national brands. 

As outlined here Thursday by 
Jacob E. Davis, Kroger vice-presi- 
dent, and William Sanning, in 
charge of advertising, the prece- 
dent-shattering sales event will 
cover an eight-week sales period, 
with the first two weeks devoted 
entirely to heavy promotion of 
national brands, a five-week jingle 
contest which is expected to gar- 
ner more than a million entries; a 
color spread kickoff in the Oct. 13 
issue of Life; complete support on 
Kroger’s three radio programs, 
and additional unusual support 
from 1,790 spot announcements. 


Greatest ‘Free Ride’ 


With blowups, reprints, 18,000,- 
000 contest entry blanks, shelf 
markers, overwire banners, sup- 
porting displays and_ publicity 
from dealers whose merchandise 
is being given away in the con- 
tests, the selling effort will not 
only be the most intense ever de- 
veloped by Kroger, but will also 
provide the greatest “free ride” 
ever given national brands by a 
chain store organization. 

Promotion for the contest, 
which features five Hudson sedans, 
five $1,400 fur coats and 1,150 
Westinghouse appliances, breaks 
Oct. 5-6 with five-column ads in 
150 newspapers, and will be fol- 
lowed Oct. 22 and Nov. 5 with 
similar ads. One half the Life 
spread will also be devoted to the 
contest, in which an added pro- 
motional feature is the direct tie- 
in of Universal starlet Paule Cro- 

(Continued on Page 102) 


Robert R. Young 
runs into opposition. 
See ‘Private Lines’, 
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New Fields 


Big Push for Chili; 
Shortening and New 
Meat Items Coming 


By S. R. BERNSTEIN 


AusTIN, Minn.—Keep your eye 
on Jay Catherwood Hormel, meat 
packer, sponsor of Spam and en- 
repreneur extraordinaire. Like 
Stephen Leacock’s hero, he is 
ready to mount his horse and ride 
off madly in all directions. 

Spam itself, the butt of every 
soldier’s joke during the war, and 
the recipient of more concentrated, 
vicious insults from the military 
than any commercial product in 
history, has not only weathered 
the storm but emerged trium- 
phant. It is the bellwether of an 
enormously expanded canned 
luncheon meat business. It out- 
sells everything in its class except 
for the too-frequent periods when 
the factory can’t keep dealers’ 
shelves filled. 

Now, with supplies a bit easier, 
Geo. A. Hormel & Co. intends to 
consolidate Spam’s position as the 
No. 1 canned luncheon meat, with 
intensive advertising and promo- 
tion. It has no doubts that it can 
do it. 


Off on New Roads 


But Jay Hormel, who says “I 
think I aspire to own some na- 
tional brands,” by which he means 
a considerable number of leading 
national brands, is already off on 
new glory roads. Among other 
things, he intends to: 

1. Make Hormel’s chili con 
carne the undisputed leader in the 
chili field, where it already is far 
out in front of all other chilis with 
beans. A typical Hormel concen- 
trated promotion on this product, 
including advertising, dealer pro- 

(Continued on Page 54) 


WITHSTANDS HEAT — A new Armour 
Star lard which does not need refrig- 


eration got this opening full-page 
newspaper ad in 50 southern markets. 
Armour & Co. also is using 1,700 24- 
sheet posters in the South, and will 
follow with a 1,000-line and two 420- 
line ads this month. Foote, Cone & 
Belding is the agency. 


Curtis’ ‘Holiday’ 
Will Take Liquor 
Ads; Others Won't 


PHILADELPHIA — Holiday, year- 
and-a-half-old “upstart” of Curtis 
Publishing Company, has led 
Curtis to abandon its lifelong ban 
against liquor advertising — al- 
though only so far as Holiday is 
concerned. 

Walter D. Fuller, president of 
the publishing house, made that 
clear Wednesday in announcing 
that Holiday will accept advertis- 
ing of alcoholic beverages effec- 
tive with next January’s issue. 
Country Gentleman, Ladies’ Home 
Journal and The Saturday Evening 
Post have not altered their policy 
in respect to alcoholic beverage 

(Continued on Page 97) 


Last Minute News Flashes 


Maps Drive for Brunswick Video Receiver 
New Yorx—An advertising campaign for the new Brunswick tele- 
vision receiver is set to break in December business newspapers and 


liquor publications. 


This set, featuring a 36x48-inch screen, which 


is being promoted as the largest on the market, is priced from $2,000 
to $3,000. Miller Stern Company is the agency for Radio & Television, 
Brooklyn, maker of Brunswick custom-built radios and television 


sets. 


Cellucotton to Run Full Pages on Kleenex 
Cxuicaco — International Cellucotton Products Company will take 
full-page space in Collier’s, Life and The Saturday Evening Post in 
November to announce “all the Kleenex you want” for the first time 
since 1942. The opening two-color ads—to be followed by half-page, 
two-color ads in other magazines—will feature “Little Lulu,” comic 


character who appears in regular Kleenex small-space ads. 


Cone & Belding is the agency. 


Foote, 


Calkins & Holden Gets American Bolex 

New York — American Bolex has appointed Calkins & Holden to 
handle advertising for its new exposure meter, which will be on the 
market this month. Campaign plans include full pages in about 13 
photographic magazines, beginning with October issues, and quarter- 
pages in Holiday beginning in December. Advertising for its photo- 
graphic equipment and motion picture cameras is placed through 


Shappe-Wilkes, New York. 


British, Irish Travel Ass’n. Starts Drive 

New YorK—The Travel Association of Great Britain & Northern 
Ireland will launch its first advertising campaign in eight national 
magazines and four business papers beginning this month and run- 
ning through May. Newspapers in 30 cities will carry copy. starting 
in February. Cecil & Presbrey, the agency, has been acting as public 
relations counsel for the association since 1945. 


(Additional News Flashes on Page 103) 


Lero to $6,000,000 
in 3 Years: Toni 
Ploughs It Back 


Record Ad Growth and 
Help-Dealer Policies 
Put Hair Wave Over 


By LAWRENCE M. HUGHES 


New York—“Some day we hope 
to spend $10,000,000 or $12,000,000 
annually,” said Neison Harris, “to 
advertise home hair - waving 
alone.” 

At the current rate of advertis- 
ing and sales expansion, the Har- 
ris brothers, Neison and Irving, | 
who own Toni, Inc., St. Paul, 
probably won’t be much older 
than their present respective 32 
and 37 years. 

They have been advertising 
Toni home hair-waving sets since 
July, 1944. Their actual expendi- 
ture in 1947, Neison said, will be 
between $3,500,000 and $4,000,- 
000—of which about $2,000,000 
will be radio and the rest in 
magazines, newspapers and point 
of sale. 

But with a new soap opera in 
the works, another evening show 
being planned, and such current 
additions to magazine and news- 
paper group lists as Household, 
Life, Parade and Puck—the Comic 
Weekly, the Harrises this month 
will be spending at a $6,100,000 
annual rate. 


Second Largest Account 


They boast of having become 
the second largest account (after 
American Tobacco’s $11,000,000) 
in the Foote, Cone & Belding shop. 
Even if FC&B’s Armour, as ex- 
pected, boosts its budget to $8,- 
000,000 in 1948, Toni still might 
be larger. 

This story happens to have a 
New York dateline because 
Neison, Toni’s president, is the 
roving brother. His “specialty” is 
dealer relations and sales. Neison 
—220-pound ex-football player— 
is rugged, direct and friendly. He 
beards the big buyers in their 
lair. 

Both graduated from Yale but 


Irving —tall and _ slender and 
serious—has a Phi Beta Kappa 
key to show for it. Irving B., 


vice-president and general man- 
ager, runs the plant and the new 
laboratory, employe relations, re- 
search and advertising, from St. 
Paul. 


Cone, A. E.s Contribute 


In the advertising he is aided 
by Fairfax M. Cone, executive 
committee chairman of FC&B and 
by account executives Leo Rosen- 
berg at Chicago and Cyrus 
Nathan at New York. Neison 
credits Irving for much of the 
success of the Toni “twin” cam- 
paign in magazines and the repre- 
sentative-user testimonials on the 
air. 

In research —and the Harrises 
continually are testing new radio 
shows, new commercials, new 
publication copy themes—Irving 
has the help, among others, of 
radio researcher Horace Schwerin 
and the A. C. Nielsen people. Toni 
is now starting tests of different 
shows in several markets—but 
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Neison would not say which nor 
where. 

The current radio list includes 
“Breakfast Club” ($1,100,000 an- 
nually time and talent) and 
“Ladies Be Seated” ($850,000) on 
ABC; “Give and Take” ($450,000) 
on CBS, and “Torme Time” 
($350,000) on NBC. A new five- 
a-week soap opera, as yet un- 
named, will start on NBC on Oct. 
27 and will cost an estimated $1,- 
200,000 annually. 


Starts on West Coast 


The Harrises will introduce Toni 
shampoo on the West Coast this 
month, promoting it on the Co- 
lumbia Pacific network, and will 


APHING 


MIMEOGRAPHING | 


“a 
<5, 


£8 


THE LETTER SHOP, Inc. 


431 5. Dearborn 8t., Chicago 5, Illinois 


“hitch” it on to the nationwide 
network shows as soon as their 70 
salesmen have developed coast-to- 
coast distribution for it—probably 
early next year. 

Irv left Yale several years be- 
fore Neison. He got into auto- 
mobile finance work in Minnesota. 
When the war came he went to 
Washington with the Board of 
Economic Warfare, later moved 
to OPA, and then operated an 
aluminum and magnesium casting 
plant in Los Angeles before join- 
ing forces with Neison. 

Neison graduated in 1936, ma- 
joring in economics. 

Within a year he had taken over 
—for $5,000—the nearly defunct 
Noma Company, St. Paul, which 
made hair-waving equipment for 
beauty shops. He concentrated on 
this exclusively until 1944. The 
profits were modest, but he left 
most of them in the business. With 
introduction of the home-waving 
kit, he was really set to go places. 
Soon Irving joined him. 

Toni sells an estimated 92% of 
all drug, department and variety 


stores. The bulk of the brothers’ 
business is through drug stores, 
especially chains. They claim to 
do today about 85% of the total 
drug store business on home per- 
manent wave sets. Only a small 
part of their current annual vol- 
ume of $20,000,000 is through 
beauty shops. 


Create Hair Laboratory 


Analyzing the success of other 
manufacturers, they found, Nei- 
son said, that some of them did 
an outstarding advertising job; 
others a better product and prod- 
uct-research job, and still others 
a better point-of-sale or dealer- 
relations job. 

They set out to do a better job in 
all three of these directions. 

This year Toni spent $120,000 
to create the “best hair laboratory 
in the world.” The Harrises in- 
tend to learn more about hair 
than anyone else. They analyze 
complaints and comments of con- 
sumers and do something about 
them. Continually, they try to 
clarify and simplify the directions 


does radio. time cost more 


after 6 P.M.? 


@ Bill newspaper space like radio time . . . and an evening news- 


paper would get a higher rate because it was an evening newspaper. 


“A” time starts at 6 P.M. Why? Because the radio people know 
that evening audiences are more relaxed, more receptive, more re- 
sponsive. So are evening newspaper readers. They’ve 
stopped hustling for the day and have time to get 


your message. 


Indianapolis and its 33 surrounding counties offer 
a market with plenty of buying power. The Indian- 
apolis News, an evening paper with the largest daily 
circulation in Indiana’s history, covers that market 
more effectively than any other. In Indianapolis the 
resultful reading time is evening .. . and the resultful 


medium is The News. 


—IN DAILY CIRCULATION 
—IN DAILY ADVERTISING 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL, 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 « JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


on the kits. They have developed 
improved plastic curlers. 

The Toni home sets (currently 
three, at $2, $1.25 and $1) first 
were distributed in the middle 
west in July, 1944, with the help 
of factory-dealer 50-50 coopera- 
tive newspaper advertising. Dis- 
tribution was extended westward 
and eastward until it reached both 
coasts in January, 1946. Spot, 
sectional and then national radio 
were employed. 

Most Toni cooperative newspa- 
per advertising, Neison said, is 
done by the big retailers—includ- 
ing some drug chains which use 
several hundred papers. “But,” he 
added, “‘we treat the little fellows 
—in this and other respects—the 
same as the big ones. The plan 
is available to all our retail cus- 
tomers. Our only stipulation is 
that the retailer be a regular 
newspaper advertiser in his com- 
munity. If he isn’t consistent, his 
advertising isn’t worth a damn. 
All told, I estimate that 8,000 drug 
stores run our cooperative adver- 
tising.” 

This year, Toni will spend about 
$600,000 as its share of coopera- 
tive advertising. In addition the 
company runs some factory news- 
paper campaigns. 

Another major item in the bud- 
get is $300,000 annually for point- 
of-sale. 


Show Similar Growth 


The Harrises see a certain par- 
allel between the steady and rapid 
growth of their business and that 
of Philip Morris cigaret. 

Philip Morris was built on ad- 
vertising—and dealer relations. 

“Many manufacturers in recent 
years ‘squeezed’ wholesalers and 
retailers,’ Neison said. “Our pol- 
icy has been a ‘livable deal’ for 
them. Our average retailer dis- 
count continues to be 40%, our 
wholesaler discount 16 2/3%. Toni 
is fair traded, wholesale and re- 
tail. We’ve had no real price- 
cutting problems except in the 
four non-fair trade areas — Mis- 
souri, Texas, Vermont and the 
District of Columbia. (And even 
when a little store in St. Louis cut 
the price a nearby major chain 
refused to.) We don’t sell to price 
cutters.” 

One Toni point-of-sale medium 
is “push money” for store clerks— 
“cosmeticians.” But this also in- 
volves a steady educational cam- 
paign. In fact, Toni salesmen— 
all of them on a straight salary— 
contact every drug, department 
and variety store every 73 days 


"| with a new and specific message 


and with various duties to per- 
form. 


Clean Up Merchandise 


To the store owner or manager 
they report, for example, on the 
growth of home permanent wav- 
ing, specifically Toni, and the op- 
portunity for the store to capi- 
talize on it. Among other things, 
they install Toni displays, re-cover 
Toni packages and clean up the 
merchandise. 

Neison explained: “We show 
the retailers not only why but how 
they should stock and promote 
the leader adequately. 

“The average life of a Toni 
window display is about six 
months, of an interior display 
about three months. Many of 
them are used several times in the 
same store. 

“We were scared of the drug 
business at first, especially the big 
retailers. But we’ve found them 
human and helpful.” 

In the past three years Neison 
| personally has met thousands of 
big and little retailers, as well as 
the company’s 800 wholesalers, in 
every state. 

Toni now accounts, he estimates, 
for 1% of retail drug sales—not 
an overwhelming proportion, but 
growing. In some midwestern 
markets it does 30% of all hair 
waving. In New York City, on 
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TRIPLE-PLAY—New Departure division 
of General Motors Corp., Bristol, 
Conn., ties in with two current interests 
—baseball and lower costs—in its na- 
tional advertising for September and 
October, with these baseball players 
depicting the “triple-play” points of 
the copy. J. M. Hickerson, New York, 
is the agency. 


the other hand, it represents only 
5 or 6%—and the company is add- 
ing car cards and subway posters 
for increased advertising em- 
phasis here. 

Most women still do not wave 
their own hair and those who do 
average only one or two waves a 
year. 

There is, the Harrises believe, 
plenty of room to grow. 


Philip Morris 


to Air Musicals 


New YorK—Philip Morris & Co. 
was hard at work last week re- 
vising its radio schedule. 

“Crime Doctor,” CBS thriller, 
will be discontinued, effective Oct. 
19, and others reportedly on their 
way out are Milton Berle, heard 
on NBC Tuesdays at 8 p.m.,, 
through Biow Company, and “It 
Pays to Be Ignorant,” heard on 
CBS Fridays at 10 p.m., also 
handled by Biow. 

Both of the two latter shows 
are to be replaced by musicals. 
Horace Heidt and his orchestra 
already have been signed to fill one 
spot, and the most likely choice 
for the other is a show combining 
the talents of Dinah Shore and 
Harry James. 


Adds New Department 

Wilson, Haight & Welch, Hart- 
ford, Conn., has established a new 
department to handle plans and 
merchandising, including retail 
activities, for the agency’s con- 
sumer goods clients. Foster Perry, 
formerly advertising director of 
R. Wallace & Sons, has been ap- 
pointed to manage the new de- 
partment as merchandising ex- 
ecutive. The agency will, some 
time this month, move to new 
quarters in the City Club build- 
ing, 10 Allyn St. 


For over 59 years 


AT LEADING PAPER MERCHANTS 


THE MARTIN CANTINE COMPANY 
— SAUGERTIES, N.Y. | 
Specialists in Coated Papers since 1888 
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| HERE’S WHERE MANUFACTURERS 


' Meet the Buyers 
and Specifiers 


OF PLUMBING, HEATING 
= AIR CONDITIONING 22288 


idd- 
ters 
em- | 
rave 
» do 
= If you have a product which has an application to the plumbing, 
ane heating, air conditioning and allied equipment field . . . 
| If you want your product information at the finger tips of those 
who control the purchase orders and write the specifications... 
And if you want to make your products easy to buy and specify .. . 
DOMESTIC ENGINEERING CATALOG DIRECTORY is the tailor- 
Co. made answer to your needs. 
Hci For 25 years DOMESTIC ENGINEERING CATALOG DIREC- 
ler, TORY has been depended upon by those men in the plumbing, heat- 
Oct ing and air conditioning industry who do the huying and specifying 
heir ... Who represent the purchasing power of this vast industry. They 
ard are the men who buy and specify your equipment when you place 
“on your Catalog data in the pages of DOMESTIC ENGINEERING 
a CATALOG DIRECTORY. 
also This Catalog Directory is the buyer’s principal source of product 
— information ... it is a definite adjunct to all his daily buying activi- 
aie ties ... it is the first place he looks when he seeks sources of supply 
stra and when he is in a buying attitude. 
one 
pice kkk Kk *& 
ing 
and @ HEATING @ KITCHENS and @ REFRIGERA- 
PLUMBING CABINETS TION 
4 @ DOMESTIC padpresigaoots 
art- @ INSULATION LAUNDRY - @ OIL BURNERS 
rd @ WATER EQUIPMENT @ FROZEN FOOD 
ail SYSTEMS CABINETS 
on- @ AIR CONDI- 
@ GAS APPLI- @ ELECTRIC 
vot ANCES TIONING APPLIANCES 
ap- 
de- @ REFRIGERA- @ FANS, @ SPECIALTIES 
a \ TORS BLOWERS @ ACCESSORIES 
1ew 
ild- | If your products come under any of the above classifications, catalog 
compilation need not be a problem to you. Our Catalog Staff is pre- 
a pared to assist you in many ways. These trained men can relieve 
ia you of all of your problems in connection with your catalog prepara- 


tion. 


xk kk 
DOMESTIC ENGINEERING CATALOG DIRECTORY is one of 


the numerous marketing services developed by Domestic Engineering 
Company for manufacturers reaching the plumbing, heating, air con- 
ditioning and allied equipment field. Among others, these include: 


DOMESTIC ENGINEERING MAGAZINE Monthly 
Complete CATALOG Preparation Service 
CATALOG Reprint Service 

Complete LIST and MAILING Facilities 
MARKETING and RESEARCH BUREAU Service. 


CONSULT Jf oe san ae ie 
Your AI DVER nisincLA\ GENCY 


OR WRITE TO 


For further information “Consult Your Advertising Agency” or 
write to DOMESTIC ENGINEERING CATALOG DIRECTORY, 
1900 Prairie Avenue, Chicago 16, Illinois. 
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‘Distribution’ Is 
Newsletter Again: 
Sold to Zelomek 


New York — Modern Distribu- 
tion, which had been published as 
a newsletter for three and a half 
years by Magazines of Industry 
and was converted into a weekly 
business paper Sept. 15, has been 
sold to International Statistical 
Bureau and will revert to its 
newsletter format with the Oct. 6 
issue, 

The Bureau, headed by A. W. 
Zelomek, president, already pub- 
lishes 14 newsletters in various 
fields. No changes in the title are 


AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI- 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 


MUNTZ 
MAKES 
MOVIES 


MAUNTI-SHORE PRODUCTIONS: 6425 HOLLYWOOD BivD 
MOLLYWOOR 28 cai 


contemplated, and most of Modern 
Distribution’s staff will be in- 
cluded in the transfer, except for 
a few people who will remain 
with the original publisher. 

Eldridge Haynes, president of 
Magazines of Industry, com- 
mented that “too few manufactur- 
ers are interested in advertising 
to wholesaler merchandisers op- 
erating at a wholesale level to 
make the publication pay as an 
advertising medium.” He added 
that the 10,000 subscribers who 
paid $25 for subscriptions proved 
the need for editorial -service- to 
the field. 


Bureau Issues Booklet 


The Bureau of Advertising, 
ANPA, has published “More 
Power in Newspaper Ads, Part 
I,” a 52-page booklet high-light- 
ing the bureau’s findings in groc- 
ery advertisements gleaned from 
the Continuing Study of Newspa- 
per Reading. The ads run back to 
the study’s inception in 1939, and 
are adapted from a _ color-slide 
presentation of the same title. 


Consumer Studies 
Start $60,000,000 
Research Program 


WASHINGTON—Long range con- 
sumer preference studies of citrus 
fruits, potatoes and cotton tex- 
tiles are among the initial projects 
approved last week under the 


newly instituted $60,000,000 fed- 


eral agricultural marketing and 
research program. 

Other studies which will be 
conducted during the next two or 
three years will outline food con- 
sumption by various population 
groups; nutritive value and palata- 
bility of various foods; and the 
nutritional status of population 
groups. 

These examples of general food 
market studies are in addition to 
dozens of projects devoted to spe- 


cial commodities: for example, 
one project studying the develop- 
ment of superior varieties and bet- 
ter harvesting and curing methods 
for peanuts. 


May. Use Retailers 


Though details for the conduct 
of the consumer preference studies 
for citrus fruits and potatoes are 
still in the planning stage, the 
Department of Agriculture may 
use the facilities of large retail 
outlets, including the A&P and 
American Store chains. 

Under supervision of the Bureau 
of Agricultural Economics, the 
studies will be designed to show 
consumer preferences with respect 
to quality, quantity and methods 
of marketing. 

Three projects involving food 
consumption and nutrition will be 
under the general direction of the 
Bureau of Home Nutrition and 
Economics: 

1. One project calls for a co- 
ordinated series of surveys of fam- 
ily food consumption looking to- 
ward data on current food habits 


the 
twain 


DID 
meet 


East is east and west is west 
and never the twain shall meet 


Kipling wrote that many years ago. But he was wrong: 


For today, people in the Far East and other areas depend 
on the west—they depend on America—for many products. 


Most important is industrial machinery —the United States 
No. 1 Export. Yes, machine tools and other équipment manu- 
factured here are shipped to all parts of the world and are 
operated by Sikhs, Hindus, Chinese, Indonesians, Latin 
Americans. Almost everywhere in the world men are build. 
ing a better standard of living for themselves with American 
machinery. 


——— MeGraw-Hill International Publications — 


And executive buyers overseas read about American equip- 
ment and methods in two authoritative international maga- 
zines — McGraw-Hill Digest and Ingenieria Internacional 
Industria. Call or write today for sample copies and rates. 


330 West 42nd Street, New York 18, N. Y. 


Branch offices: Philadelphia, Boston, Cleveland, Chicago, St. Lovis, Detroit, Pittsburgh, San 
Francisco, Los Angeles, Atlanta, Washington, London, Buenos Aires, Mexico City, Rio de Janeiro 


Advertising Age, October 6, 1947 


and adequacy of diets of repre- 
sentative population groups. Find- 
ings on food consumption and 
dietary adequacy are to be ana- 
lyzed to highlight geographical, 
income and seasonal influences on 
quantity and kind of goods con- 
sumed. Dealing first with city 
families, the surveys are to in- 
clude data from earlier studies to 
show changes in customary food 
patterns. 


New Food Uses Sought 


2. A second project, designed 
to find ways of making food more 
palatable, is expected to result in 
fresh uses for new and abundant 
foods, as well as the more familiar 
and acceptable kinds. Research 
during the first year will go im- 
mediately into both plant and ani- 
mal foods, with the priority of 
foods to be determined by the 
Agricultural Research Administra- 
tion and the Production and Mar- 
keting Administration. 

3. A third program will attempt 
to determine common dietary de- 
ficiencies of prominent population 
groups, which could be eliminated 
through improved agriculture and 
education. Tables showing re- 
quired vitamin and nutrient de- 
mands in daily food by age, sex 
and occupation will be used as 
guides for diet planning, develop- 
ing family food budgets, and guid- 
ing agricultural production and 
marketing. This project, in coop- 
eration with state agricultural ex- 
periment stations, is to get under 
way in Oregon this fall, and will 
spread to other regions later. 


Under Five-Year Program 


First of the projects under the 
Research and Marketing Act, offi- 
cially announced by Administrator 
E. A. Meyer last week, looks to- 
ward more efficient methods of 
marketing seeds of improved va- 
rieties of legumes and_ grasses. 
Other projects were announced 
rapidly in the following days after 
nearly a year of preparation for 
the five-year program authorized 
under the Research and Market- 
ing Act. 

Before adjourning last spring, 
Congress appropriated $9,000,000 
to get the marketing research 
studies under way this year. Funds 
are to increase in succeeding 
years. 


Names McCann-Erickson 


Oficina Technica Stubbins, Ven- 
ezuela, has appointed the Caracas 
office of McCann-Erickson to han- 
dle local advertising. The com- 
pany distributes products of nu- 
merous U. S. firms, including the 
Buda Company, Crane Export 
Corporation, De Vilbiss Company, 
— Du Pont paints and U. S. 

teel. 


Opens Portland Branch 

Daniel F. Sullivan Company, 
Boston, has opened a Portland, 
Me., office at 22 Monument Sq. to 
service the agency’s Maine ac- 
counts. 


CUSTOM MOLDED 

PLASTICS FOR 

SALES PROMOTION 
PROGRAMS | 


Le 


PLASTIC ENGINEERING, INC. 
8506 LAKE AVENUE 
CLEVELAND+2*OHiO 
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repre- 
Find- 


What in. the world intereite women? 
= | U wv he wlan Women “ 


to in- 
lies to 
Y food 


t 
e Every week one and a half million women read _ family, and herself. 


signed 

-more ¢ Wh > TIME! Most of TIME’s 1,500,000 feminine readers are 
sult in oy eee Like TIME’s 1,800,000 men readers, most of wives or daughters of TIME-reading men. They are 
indant them read it from cover to cover. among America’s most alert and active women, In 


miliar . . ; 
search and so almost as many women Why does TIME interest so many women so much? _a week they do more planning and discussing and 
fo im- : Because week after week TIME articles—like  ™anaging, in the home and out—more buying and 
d ani- H t : : . eee 
hy ae as men are reading TIME ° those from one recent issue shown below—satisfy ola ny recommending—than most women 
y the an intelligent woman’s natural curiosity about the o a meee. . 
1istra- world around her . . . and appeal to her personal When you can get their interest, you’ve got some- 
_ Mar- interest in how the world affects her home, her __ thing. And the best place to get it is in TIME! 
ttempt 
ry de- 
ilation 
inated 
re and 
g re- 
at de- 
e, sex 
= LAT AMERI¢ 
velop- 
| guid- 
Ne peo ARGENTINA 
coop- DICINE Little Eva 
“i a (See Cover) 
‘a - On Buenos Aires’ broad, stately Ave- 
under Crime Cure? nida Alvear last week, municipal workers 
d will 4 : pia in faded blue denim wearily hammered 
For a long time, the criminal career of together a new temporary grandstand. 
>r, Millard F. Wright puzzled the police. Be- “What is this for?” asked a report- 
cause he seemed to have an uncontrollable er. “The July 9 Independence celebra- 
am of hi to mes ey ge re geet tion? The arrival of Chile’s President?” im “s 
x of his 38 years in jail. en he stolen “Ouié ” : . “Per. , 
er the things he could neither use nor sell. The mo sag align rg te eapeelng i bE D U Cc A T | O N 
t, offi- last time the cops caught him, after a the Sefiora from her voyage. Ah, sefir, 
sivator oye 4 ee ed py you have read of this voyage? A miracle 
is apartment full of hoarded, unus A og 4 . 
ks to- including 40 suits, assorted jewelry, sev- ae eel ney, 8, Se eae as The Battle of Westwood Hills 
ods of 4 eral alarm clocks and radios, == Surely the world did. And without a Corinne Seeds looks like a mild-man- 
at whe Va ‘ - dail, i tried 7 by oe —_ , doubt, the triumphal tour of Argentina’s nered schoolmarm. She is a schoolmarm, 
pak Se sme 9 tame Sane. See beryllium-bright First Lady to the musty and she doesn’t believe in flaying naughty 
‘rasses. P! d eated him, decided that he was corners of the Old World had its miracu- children alive; but she is doughty rather 
ounced sane, and sent him back to jail. Thereupon lous aspects. For sleek, 28-year-old Dofa than diffident. She once taught Mexican 
ds his lawyer called in a top-ranking Pitts- Maria Eva Duarte de Peron was no ordi- women in a boxcar; and she has a zealot’s 
s after eg psychiatrist. Dr. Yale — _ faith in the wonders of progressive educa- 
on for off, senior neurosurgeon at Montefiore cs tion. Ever since she began putting her 
seothever| Hospital, suggested a prefrontal lobotpmy : a ae ; theories into practice in the University 
ms or Grate, ach nent > me — a aa ; Elementary School, the rolling, residen- 
r ” “psychopathic persona ity.” That was , tial community of Westwood Hills, Los 
= with the prisoner—and with the =< Angeles, Calif. has hardly known a day of | 
: _ «| court. es peace. 
spring, Last week Millard Wright’s brain op- om Se Rory The disputation has gone on for 18 
000,000 eration presented the court with a difficult “ Babb years. But Miss Seeds, no mean disputer 
gal_gusesion: Is a criminal tendenc aT © * j ae herself, also had the powerful backing of 
esearch rgery can cure? Bys F es the University of California at Los y 
| Funds , . : geles. Her pupils were to learn by doing. 
eeding ae . i They built model villages, fashioned Chi- 
oe sa nese pottery, model looms, mastered 
“ead arithmetic by running a model grocery. 
el 5 _ Lost in a Spelling Bee. Not everybody 
Akeson s ' e joi in the fun. ong those 
s, Ven- 
to han- 
B com- 
of nu- 
ing the 
xport 
aU. S. 
e 
How intensely do women read TIME? 
nch 
mpany, TIME has 1,800,000 men readers and 1,500,000 women readers. A study 
ortland, among equal numbers of TIME-reading men and women reveals the intensity 
; Sq. to of TIME’s readership, department by department, by sexes. The table below 
ne ac- 


is based upon 2400 personal interviews. 


Art..........-.+. 99 Women Milestones ....... 107 Women 

ee 115 Women MisceHany ...... . 101 Women 

Business......... 68 Women Music........... 107 Women 

Canada.......... 76 Women National Affairs .. 86 Women Pov 
Cinema ...... .... 121 Women People ........... 102 Women 

Education ........ 96 Women Pnssdacéacads 81 Women 100 
Foreign News .... 81 Women dn weg tian 85 Women 

International ..... 82 Women Religion ......... 104 Women 

Latin America .... 75 Women Science .......... 74 Women MMs 
Pee re 97 Women er 52 Women 

Medicine ........ 102 Women TD icvcxnaaas 118 Women 


; | ME The Weekly 
NEWSMAGAZINE 


...read every week by the men and women who are everybody’s Best Customers. 
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Coke Is a Brand, 
Coca-Cola Says 


WILMINGTON — The Coca - Cola 
Company. has_ scheduled large- 
space advertisements in approxi- 


| July 5 and the advertising depart- 
ment of Coca-Cola has prepared 
a booklet, “Highlights from the 
Lanham Act,” which it is making 
available free of charge to inter- 
ested persons. 

D’Arcy Advertising Company, 


Elmo Ecker Forms 
Own Ad Agency 


New YorK—Elmo Ecker has re- 
signed as a_ vice-president of 
Campbell-Ewald Company, east- 


mately 30 business papers to re- |New York, is the agency. 
mind editors, advertising execu- ——_—_ | 


ern division, to 
open an adver- 
tising agency 
under his own 
name at 1440 
Broadway. 

Mr. Ecker en- 
tered the adver- 
tising business in 
1926 as a solici- 
tor of display 
advertising for 


tives, department store executives, American Tobacco 


writers and _ other interested 
groups that Coca-Cola and its ab- Expands Video Coverage 
American Tobacco Company, 


breviation Coke are both regis- 
tered trademarks which distin-| which recently signed as sponsor 
of this fall’s football schedule over 


guish the same product. 
: WNBT, New York, has bought a 
| ’ ’ 
The company is constantly con | 138-week series of spot announce- 


cerned that Coke may become a | ments over Paramount's television 
generic term, instead of a brand | stations KTLA, Los Angeles, and 


name. Trademark provisions of | WBKB, Chicago. El Soh 
: mo Ecker the Toledo 
h Act became effective, The contract, which calls for | : 
oe Lene 2 ‘ five visual spot announcements Times, and the 


per week, was negotiated by Foote, | following year entered the agency 
Cone & Belding. |field in the copy department of 


ithe U. S. Advertising Corporation, 
GM Appoints Smith 


'Toledo. In 1931 he joined the 
| H. B. Smith has been appointed Austin F. Bement agency, Detroit, 
jassistant general merchandising 


and in November of that year be- 
“manager of the United Motors|Came a copywriter in the Detroit 
Service division of General Motors | Office of Campbell - Ewald, being 
Corporation, Detroit. transferred to Washington in 1935, 


i 
SIMPSON-REILLY, LTD. 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO 
RUSS BLDG. 


LOS ANGELES 
GARFIELD BLDG. 


and to New York in 1936. 

Mr. Ecker, while at Campbell- 
Ewald, has been copywriter and 
account executive on the Chesa- 
peake & Ohio Railway account, 
(now handled by Kenyon & Eck- 
hardt) for which he originated the 
famous Chessie and Peake trade 
characters. During the war he 
worked out the idea of “editorial 
advertising” specifically for East- 
ern Airlines, for which he pre- 
pared the full-page messages 
signed by Eddie Rickenbacker. 

He became a vice-president of 
the agency in 1945. 


President Names Gray 
for New Army Post 


Gordon Gray, president of Pied- 
mont Publishing Company, Wins- 
ton-Salem, N. C., has been ap- 
pointed by President Truman as 
assistant secretary of the Army 
under the new defense setup. 

Mr. Gray has been head of the 
Piedmont organization since 1937. 
It operates the Winston-Salem 
Journal and Twin City Sentinel 
and Station WSJS. 
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* The cheerleag worked in the space-buyin g department 


of a big advertising agency, 


HE PROBABLY ALSO LEARNED THAT 


last summer ”’ 


® The Cincinnati Enquirer has the, largest circu- 
lation gain of any Cincinnati newspaper . . . In 


the last year, and in the last ten years. 


rate in Cincinnati. 


® The Cincinnati Enquirer carries more advertising 
linage than any other Cincinnati newspaper. 


® The Cincinnati Enquirer has the lowest milline 


Represented by Moloney, Regan and Schmitt, Inc. 


Advertising Age, October 6, 1947 


Ford and Gillette 
Pay World Series 
Television Bill 


New YorK—Despite frantic ef- 
forts of Strauss Stores Corpora- 
tion to pay $85,000 to get in on 
television rights to the World 
Series, Ford Motor Company and 
Gillette Safety Razor Company 
sewed up the rights last Monday 
for only $65,000. ; 

Negotiations ending on the eve 
‘of the New York-Brooklyn series 
|also gave Ford and Gillette next 
| year’s video option rights on the 
World Series. The total they paid 
was $35,000 below the asking price 
originally set by baseball’s Com- 
missioner A. B. (Happy) Chan- 
dler, who chose the offer in pref- 
erence to a $100,000 bid by Lieb- 
mann Breweries through Foote, 
Cone & Belding. He reportedly 
preferred not to have the all- 
American sport sponsored by a 
brewer. : 

Also said to be a factor in the 
final decision were Mutual offi- 
cials—_to whom television rights 
for the series as well as exclusive 
broadcasting rights were assigned. 
They were interested in pleasing a 
good advertiser, Gillette Company, 
which also paid the bill for the 
broadcasts over 450 MBS stations, 
50 other stations in the U. S., 
Hawaii and Alaska, and 64 sta- 
tions of the Canadian Breadcasting 
Company. 

Agencies handling the contract 
for Ford and Gillette were J. Wal- 
ter Thompson Company and 
Maxon, Inc., respectively. 


Strauss Missed by Hour 


After the negotiations ended, 
Strauss officials told a woebegone 
tale of their fruitless attempts to 
sponsor the television show, ex- 
clusively first, and then jointly 
with the other two companies. 
They missed out on the exclusive 
only an hour after the contract 
had been signed by the others. 

Strauss’ further efforts over the 
weekend to see Commissioner 
Chandler and others, and to ar- 
range to become a third sponsor, 
were unsuccessful. Finally, when 
reached the day before the open- 
ing game, A. A. Schechter, MBS 
vice-president in charge of news 
and special events, told Strauss 
officials that he regretted Strauss 
Stores’ offer had not reached MBS 
sooner and that its offer would 
have been welcome. He added that 
he believed Mr. Chandler would 
have insisted on $100,000 if a 
third sponsor entered the picture. 

I. M. Strauss of the Strauss 
company said later that, although 
this year’s video audiences do not 
justify the $85,000 bid he had 
made, he felt that future option 
rights and the fact that certain 
companies are “deeply entrenched 
in the deal’ made the high bid 
necessary. 

New York’s three video stations 
shared in televising the 44-year- 
old classic here. WNBT, NBC’s 
station; DuMont’s WABD, and 
WCBS-TV, Columbia’s station, 
took turns in that order carrying 
the program. 

In addition, the games were 
Philadelphia; WTTG and WNBW, 
Washington, and WRGB, Schenec- 
tady. 


New Network Show 


The Lynden Canning Kitchen of 
the Washington Cooperative 
Farmers Association will sponsor, 
starting Oct. 18, a half-hour audi- 
ence participation show, entitled 
“Hubbub Club.” The broadcast 
will originate with Station KPO, 
San Francisco, Saturdays at 9:30 
a.m. and will use NBC Pacific 
Coast and Rocky Mountain net- 
works. The show has been car- 
ried up to now on a local basis. 
Paeificc National Advertising 
Agency, Seattle, handles the ac- 
count. 


shown over WPTZ and WFIL-TV, 


TINT 
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How’s Your 
BRANDNAME 
doing, 


these 


days? 


’ Ay + 
‘ 


For 37 years, we’ve watched fashion brands develop from their 
christening, to the full maturity of national acceptance. Many of 
America’s great fashion brandnames made their first appearance 
in Women’s Wear Daily. Were nurtured by the News and Ideas 

in Women’s Wear Daily. Were indelibly imprinted on the buying 
habits of America’s stores, through advertising in 


Women’s Wear Daily. 


Many of these fashion brand names are serenely secure in 
the public confidence; will weather any competitive storm; 


will continue to be promoted by the stores. 


But ...a return to normal supplies, a gradual leveling-off of 


inflationary trends ... face your brandname with a life-or-death problem: 


How can you make sure that the stores will continue to 
promote your brandname? How can you make sure that the 
stores will not regard your brandname as an upstart, to be 
discarded in promotions, now that the buyer’s market is 


fast returning? 


Cushion yourself against such treatment. Protect your brandname 
by making it stand for undisputed leadership . .. for fashion, for 
quality, for value. These will command loyal support 


from stores, today more than ever. 


Women’s Wear Daily is the only Daily newspaper for 17,796 
department stores and specialty shops. Reach them through 
Women’s Wear Daily... protect your brandname at its 


points-of-sale!— 


Women’s Wear Daily, The Retailer's Daily Newspaper, < 
Fairchild Building, 8 East 13th Street, New York 3 2 “ 
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PIA Holds ITU 
“No Contract’ 
Policy Illegal 


FreNcH Lick, Inp.—Printing In- 
dustry of America went on record 
at its annual convention here af- 
firming its members’ adherence to 
the Taft-Hartley Act and calling 
the International Typographical 
Union’s “no contract” policy a 
violation of that labor law. 

PIA declared the printing houses 
will try to maintain peaceful col- 
lective bargaining with their labor 
unions. 

The association also went on 
record in opposition to paper mer- 


Complete line of artists' materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314.N. Michigan Ave. Cem. 3373, Chicago 1 


chants’ and mills’ elimination of 
discounts on volume _ purchases 
(AA, Sept. 29). It urged paper 
trade associations to reinstate such 
commercial discounts for printing 
firms. Discounts still apply, PIA 
declared, on sales to publishers 
who buy in quantities equal to 
those of printing houses which no 
longer get the discount. 


Printing Firms, 
ITU Negotiations 
End in Baltimore 


BALTIMORE — Wage negotiations 
between Local 12, International 
Typographical Union, and _ the 
Graphic Arts League of printing 
houses broke down Tuesday after 
several days of negotiations “under 
the Taft-Hartley Act.” 

The local offered—with ITU ap- 
proval—to sign a contract with 
the league, after Robert N. Den- 
ham, NLRB general counsel, had 
charged the local’s leaders with 


unfair labor practice under the 
new labor law by having refused 
to bargain (AA, Sept. 29). 

Union leaders said Wednesday 
that the employer group had re- 
fused to agree to a “full contract,” 
preferring to sign only a “partial” 
contract on “economic aspects 
alone.” They instructed union 
members to report for work. 

League spokesmen said_ the 
union “persisted in its refusal” to 
agree verbally or in writing to a 
definite period during which any 
newly negotiated wage rates would 
remain in effect. 


BELKNAP ENDS PRINTING 
AS PROTEST TO ITU 
LovuIsvILLE—Belknap Hardware 
& Mfg. Company has discontinued 
its 45-year-old printing depart- 
ment “due principally” to refusal 
by Local 10 of the International 
Typographical Union to sign a 
contract with the company. 
The company employed 32 per- 
sons in its printing department, 
which handled Belknap’s catalogs 


and other material. 

Company officials said the union 
insisted on conditions which would 
violate the Taft-Hartley Act. The 
board of directors declared that 
“the work now being done by the 
printing department of the com- 
pany would be done more eco- 
nomically under a contract with 
the Fetter Printing Company.” 


Drops Servicycle; 
Adds Wenner to Staff 


Garfield & Guild Advertising, 
San Francisco, has resigned the 
Servicycle account concurrent with 
the transfer of the advertising de- 
partment of Simplex Mfg. Com- 
pany, Servicycle manufacturer, to 
the home office in New Orleans. 

Wallis Wenner has been ap- 
pointed assistant art director of 
the agency. 


Parnaby Promoted 


Deutsch & Shea, New York, has 
promoted George R. Parnaby from 
account executive, a post he has 
held for six years, to marketing 
director. 


in 1917. 


to 3200 
HP.. 


volume 
users. 
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.. and this is 


RATHBUN-JONES 


| A Pioneer manufacturer of 


Diesel engines 


Rathbun-Jones was founded by 
Toledo’ 
mayor, Samuel M. Jones, who built 
the company’s plant (later greatly 
expanded) and began the manufacture 
of gas engines in 1903. It was among 
the pioneers in developing Diesel 
engines, which it first manufactured 


s famed “Golden Rule” 


.. Rathbun-Jones specializes 


in large sizes, with gas engines up 


HP and Diesels up to 2400 


.for generating electric power, 
for oil pipe lines and industrial use, 
as well as marine Diesel engines .. 

A highly efficient engineering de- 
partment 
Jones quality is indicated by the large 


is maintained. Rathbun- 


of re-orders from present 


Vm 


x * * 


income from the 14 wealthy 


and data in detail 


Rathbun-Jones 12-cylinder oil engine 
now in use in a Portland cement plant 


the Toledo Retail Trading Area. 
the loyalty of its readers, resulting in a degree of 
city and trade territory coverage which is unusual 
among newspapers throughout the land. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


x * 


...and this is the 
TOLEDO BLADE 


.. proud of its length of service to the community, 
which prospers through the production of Toledo’s 
555 diversified industries and the high agricultural 


counties which form 
Proud, too, of 


Write for booklet ‘The Toledo Market”’ 


Church Groups 


Push Ad Plans; 
Fund Drive Starts 


New YorK—Religious advertis- 
ing assumed new importance last 
week as a potential major adver- 
tising classification. Nationwide 
promotion and fund-raising drew 
the attention of two church 
groups. 

At Springfield, Mass., delegates 
to the Ecumenical Congress of the 
Methodist Church heard the Rev. 
Dr. Paul W. Quillian, Houston, ad- 
vocate a $900,000 advertising cam- 
paign to interpret the “central 
truths and_ activities” of the 
Christian Church. 

Obviously much impressed with 
the American Heritage Founda- 
tion’s Freedom Train, Dr. Quillian 
declared that a similar campaign 
in behalf of religion would “do as 
much or more to preserve our 
cherished liberties.” 


Aims at ‘Unchurched’ 


The aim of the campaign would 

also be to reach “the masses of 
the unchurched (who) are not go- 
ing to be reached, by services con- 
ducted in a church building. The 
church’s message must be brought 
to them where they are.”’ His sug- 
| gested media: radio, magazines 
| and newspapers. 
| Meantime, the National Council 
of the Protestant Episcopal Church 
_was beginning its fund-raising 
drive, after which it is expected 
|to launch a national advertising 
campaign (AA, May 12). Al- 
though original reports said the 
Episcopal drive might be based on 
a $2,000,000 budget, AA was told 
last week that the goal probably 
/is about half that amount. 

At the council meeting last 
week, the Episcopalians agreed to 
the fund-raising drive, which will 
be concluded late in November. 
By that time it is expected that 
the presiding bishop will have 
named a governing board to sup- 
ervise the campaign, and that— 
with its appropriation certain— it 
can proceed to selection of an 
agency and media. Informed 
sources expect a decision some 
time in December, with the cam- 
paign getting under way around 
Jan. 1. 


Benson Ford Appointed 


Ford Motor Company has con- 
firmed rumors that Benson Ford, 
younger brother of Henry Ford II, 
president, will become associated 
with the Lincoln-Mercury divi- 
sion. The company did not dis- 
= what Mr. Ford’s duties will 

e. 


Chew Joins Feldon 


Bob Chew, formerly with the 
Chicago Tribune and the western 
advertising staff of Boys’ Life and 
the Youth Group, has joined the 
sales staff of O. A. Feldon & As- 
sociates, Chicago. 


Flanagan Joins Long 

John Richard Flanagan has 
_joined the art staff of W. H. Long 
Company, York, Pa., advertising 
| agency. 


the management man's \; 
preferred source of daily /S 
business news in the nation’s 
greatest industrial area 

=the Contral West. 


Chicago Pournal 
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Cosmopolitan 


readers 


are 


the JONESES* 


other people 
try to 
keep 


up with... 


* The Joneses’ house may be Colonial, 
Modern or Victorian... But, no matter 
what the architecture, it’s a warm, 
tasteful home for a family that gets a 
bang out of life. They don’t have more 
money than the Smiths, but they 
spend more freely—and have more 
fun doing it. They have the discernment 
to prefer the fine ficteon in Cosmopolitan 
...and the temperament to buy the 
products advertised in Cosmopolitan. 
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Now showing 


in thirteen Chica go stores— 


NOT MINIATURES OR PICTURES, BUT 22 FULL SIZE 
ROOMS, COMPLETELY FURNISHED AND DECORATED BY 
THE STORES AT THEIR OWN EXPENSE IN RECOGNITION 
OF THE EXCELLENCE OF THE IDEAS DEVELOPED BY 

THE CHICAGO TRIBUNE AS A SERVICE TO READERS 
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res, Inc. 


Company 


Twenty-two 
Chicago Tribune 


Prize rooms 


ictured here are some of twenty-two different prize rooms now drawing crowds six days 
P, week in thirteen Chicago stores which sell furniture. 

Each is a completely furnished and decorated interpretation of a prize-winner in the 
Chicago Tribune’s “Better Rooms for Better Living”’ competition. 


Chicago’s Home and Home Furnishings Festival 


All twenty-two were opened simultaneously for public inspection as the chief attraction 
of the Chicagoland Home and Home Furnishings Festival, proclaimed by 
Mayor Kennelly for the period Sept. 15—Nov. 15. 
As each display gives inspiration and help to the thousands of homemakers now viewing 
them, there is brought closer to realization the aims of a project launched 
by the Tribune last December. 
Long before the post-war return to the market of scarce items of furniture, furnishings, 
appliances and other home equipment, the Tribune saw an opportunity to perform 
a special service for readers. 


Real Help for Home Makers 


The end of the war found new families turning their thoughts to setting up homes. 
It found millions of other homes requiring refurnishing and decorating. To make their homes 
appealing centers of family life, these families would spend millions of dollars. 
All these families, the Tribune realized, would have the keenest interest in sound ideas 
to guide their buying decisions. 
To provide a means by which competent talent in interior design could set forth 
a wide range of the freshest and most interesting ideas in this field, the Tribune 
offered $26,250.00 in 161 cash awards ranging from $100.00 to $1,000.00 each. 


Editorial Enierprise in Action 


From more than 1,600 entries, a distinguished jury of nationally recognized authorities 
selected the winners. So that families thruout the central states could take advantage 
of the winning ideas, the Tribune then began reproducing them in full color, 
week after week, in the Grafic Magazine of the Sunday Tribune. 
Now, as the climax to this program, Chicago stores at their own expense 
have reproduced a group of the most popular prize winners and built around 
them the most extensive project of its kind ever undertaken anywhere. | 
Here is editorial enterprise in action—enterprise of the kind which 
helps to keep the Tribune out in front as Chicago’s most widely read 
newspaper and most productive advertising medium. 


AUGUST AVERAGE NET PAID TOTAL CIRCULATION: DAILY, 


Ge Se. 
Pakan Furniture Company 


The New Boston Store 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11 
E. P. Struhsacker, 220 E. 42nd St., New York City 17—Fitzpatrick and Chamberlin, 
155 Montgomery St., San Francisco 4—W. E. Bates, Penobscot Bidg., Detroit 26 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., 
FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


OVER 1,015,000 — SUNDAY, OVER 1,500,000 
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Advertising 


Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bldg., Washing- 
ton 4, D. C. (Re. 7659). European Headqvarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN JR., president and publisher, S. R. BERNSTEIN, O. L. 
BRUNS, J. H. REARDON, vice-presidents. C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, 
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Editor, S. R. Bernstein Advertising Director, J. C. Gafford 
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European Editor, F. A. Marteau 


Manager Promotion and Research, J. P. 
Dobyns 

New York: T. K. Worthington, O. O. Black, 
Halsey Darrow, James C. Greenwood. 
Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mansfield. 
W. F. Pierce. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bldg., Wm. Blair Smith, Mgr. 

Los Angeles (14): Simpson-Reilly  lLtd., 
Garfield Bidg., Walter S. Reilly, Mgr. 
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Trade Mark Registered 


Public Relations and ‘Profit’ 


Some of our lighter reading {contingencies or what-not. 
during the past few days has con- It is just as sensible to talk) 
sisted of a score or more of earn- | about “profits before deducting 
ings reports. .Usually we _ read the cost of merchandise sold” as it | 
these reports with feelings of awe| is to talk of “profits before taxes.” | 
or admiration or regret or disap-| Both the cost of the merchandise | 
pointment, without analyzing the | and the taxes are necessary, in-| 
language surrounding the dollar} escapable costs of doing business. 
signs too hard. Why, then, should we continue to, 

But last week, as we ran through let the bookkeepers and auditors, 
the Harvard report on variety and the nation’s financial reporters 
store operations, a great white and commentators, spread super- 
light hit us. In this report, as in | duper “profits before taxes” figures | 
all other reports which we recall, before the public? Has “profits be- 
there is much conversation about! fore taxes” ever been available 
“profits before taxes” and “profits | to pay dividends or build plant 
after taxes.” In other reports we | additions? Of course not. ‘Profits 
have run across “profits before | before taxes’ are the same kind) 
bonus payments” and “profits be-|of meaningless figure you get if 
fore contingency reserves” and a| you do a simple problem in mul- 
wide variety of other bookkeeping | tiplication and stop before you 
double-talk. ‘have completed the necessary 

For purposes of comparison, and 'steps. The figures may be inter- 
perhaps for auditing purposes|esting to contemplate, but they 
which at the moment are not clear | don’t add up to anything. 


TOBACCO SHOP 


—American Druggist 


"You get less nicotine with these cigarets—there are only 18 in the package!" 


_ 


To the Peepul 


Few companies, to our mind, do 
as good a job of talking about the 


meaning of the company to the) 
employe—or the public—as does. 


Union Oil Company of California. 
In a recent newspaper ad they 
traced the story of John Czar- 
niecki, who immigrated to the 
U. S. in 1902 from Poland, at the 
age of 15; in 1921 he went to 


Seattle and went to work as a. 


|No. 2891. 


Advertising Age, October 6, 1947 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any national 
|advertiser or advertising agency 
executive writing on his business 


letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11. 


Consumer Analysis of 
the Sacramento, Modesto and 
Fresno Markets. 


Consumer preference and dealer 


distribution of leading brands are 


tabulated for the markets covered 
by the Sacramento Bee, Modesto 


|Bee and Fresno Bee in this first 
/annual study issued by McClatchy 


Newpapers. 


No. 2892. Young America Films 
Catalog. 

Young America Films, Inc., has 

issued this list of its teaching films 


/and slidefilms, with a review of 
/each one. , 


No. 2893. 


First Again. 
This brochure, issued by Par- 


| ents’ Magazine, lines up the pub- 


lication’s standing in the women’s 
service magazine field as to ap- 
parel advertising linage. 


| No. 2894. New Facts on Haiti. 


‘in this 


No. 2895. 


‘in depreciation, maintenance, re-| 


| pairs and interest, 2 cents goes for | 


advertising, 1 cent for research, 
and of the remaining 35 cents 
employes get 29, and 6 cents be- 
come profit. 

Of the 6 cents, 3 go for new 
machinery, expansion of plants 
and more employment. The other 
|3 cents go into dividends (and 14 
million people own shares of 
American industry). 


Market and media data on the 
export market of Haiti is shown 
folder, issued by Pan 
American Broadcasting Company. 


Who When How Why 
What Where. 


1947 distribution of circulation 


for the national weekend newspa- 


pers of Canada is broken down in 
| this booklet. The papers are Star 
| Weekly, The Standard, La Presse 
‘and Sunday La Patrie. 


No. 2896. Farm Equipment Dealer 
Summary. 


Implement Record has_ issued 
this summary of a market study 


to us, it may be proper and neces- | 
sary to have profits “before” some- 
thing. For public relations pur- 
poses, and for plain facts-about- 
life purposes, it’s all nonsense. 
The only kind of “profit” that ac- 
tually exists is the profit that is 
left after all expenses have been 
paid, including taxes, bonuses, 


Buyers’ Strikes, Again 


Once again the news is full of 
stories of consumers organizing 
to implement buyers’ strikes in 
order to effectuate a reduction in 
prices. And once again it seems | 
pertinent to point out that buyers’ | 
strikes are a two-edged sword, a 
potential boomerang, a cure which 
is likely to be more deadly than 
the disease. 

Sensible restraint on the part 
of buyers, and a chary refusal to) 
purchase goods or _ services on | 
which prices have moved out of 
line, is a good and normal process | 
in a free economy. In a period of | 
scarcity, such restraint and re- | 
fusal to buy is the only completely | 
effective means of bringing about 
price reductions. 

But individual restraint—or per- 
haps even group-inspired restraint 
—is not the same thing as a buy- 
ers’ strike. The difference is be- 
tween reasoned action and all- 
out action without reason. As we 
have pointed out previously, the 
buyers’ strike is completely suc- 
cessful only if and when it brings 
the economy to a complete halt. 
And it ought to be obvious, al- 
though apparently it isn’t, that the 


“Profit” ought to mean what it teamster for Union Oil. 
is supposed to mean—what is left, 
after all expenses have been paid Comparable to the one he had in 


or accounted for. If we must have 1911 (he’s v maintenance me-| 
a breakdown before taxes, some- Chanic) and “he didn’t become | 


‘ | president of Union Oil Company. 
one ought to be smart enough to | Neither did he go into business 


coin a descriptive term for it for himself. He simply went to 
which doesn’t permit anyone to) 


| work.”’ 
confuse it with true “profits.” In the 36 years, his capacity to 


/ produce went up, the company 
increased tools-per-employe three 
;times, and he has more than 
‘ 'tripled his take-home pay, his 
one thing to be feared above all) hourly rate is seven times as much 
else is precisely such a condition. | as jt was in 1911, and he works 

Consumer and producer, buyer 40 hours instead of 84. Out of the 


and seller, are anachronistic words | job, he raised a son and three} 


in a civilization such as ours.' daughters; his son graduated from 


There are no true consumers or | the University of Washington, is | 


producers, no true buyers or sell- | SUPervisor of production at a 
ers. All of us, from the chairman | motor a ae ee 
: ; are married, an e family owns 
of the board to the night cleaning a 8eroom home and drives a 1940 
woman, partake of the character- jach 
istics of both. When we act im- Pretty good story, and told 
moderately or unreasonably as without most of the gingerbread 
either producers or consumers, we | so many companies seem to think 
not only hurt others, but we in- it’s necessary to embroider em- 
evitably hurt ourselves. ploye success stories with. 

We are not too deeply concerned The National Association of 
about the possibility of 100% Manufacturers has 
effectiveness of buyers’ strikes, heavily into pamphlets, and for 
suspecting as we do that rela- . a they re — articulate 
tively few human beings are made ry soak dana a. job called 
of stern enough material to im- “who Profits from Profits?” 
plement them. But it does seem Some folks think business makes 
to us that part of the job of pro- terrific profits, says NAM, but this 
viding economic literacy for the,is a slight misconception. 
public—and not the least impor-/| rials and supplies take 47 cents 
tant part—must consist of empha- | out of the sales dollar (about 35 
sizing the essential oneness of pro-|°T 45 cents of this is paid to 
ducer and consumer, buyer and | Workers for labor involved), 9 


seller, as well as the unpalatable | — Pn _ Py nga 
but inescapable fact that simple ernment employes, something to 


crusades seldom solve complex| which NAM will never become) found “concrete” achievement in| manufacturers 


economic problems. reconciled), 6 cents is peeled off 


In 1947, Czarniecki has a job) 


been going) 


Mate- | 


The four preceding pamphlets— | made amo =e farm equipment 
preceding “Who Profits from | dealers of nine western states, 
'Profits?”, that is—racked up |showing what they sell, the aver- 
combined circulation of 1,000,000. |#8€ Number of units and average 
| NAM sends a single copy to each volume per year. 


of its 16,500 manufacturer-mem- : 
bers, the manufacturers then re- No. pny i. — indus- 


order the number of pamphlets 3 
they wish for their employes, American Exporter has issued 
stockholders and civic leaders.| these two export booklets, the 
‘Cost for the pamphlets averages | first of which covers commercial 
2 to 3 cents apiece. At slight addi- exports, and the other, industrial 
tional charge, the pamphlet gets|©XPorts. Both map the world’s 
the manufacturer’s name on it. | four major market divisions, in- 
NAM’s pamphlets are brisk, | dex editorial content and adver- 
well-written, readable: they have | tisers, 1946, show circulation by 
cartoon illustrations, and they get | Countries and fields covered. 


their story across in punchy para-| No, 2875. The 138 Metropolitan 
graphs. Markets. 


There are probably a lot of i 
people who won't like NAM’s An analysis of the sales poten- 


aaa ’ .,|tials of the country’s most influ- 
aye ope Sg tay Bh ee oe ential markets is contained in this 
/point out that NAM’s basic stand study issued by The American 
‘on almost any issue has changed|0me. A special map _ section 
| little in recent years. But from a} contains = U. S. map showing the 
strictly technical viewpoint, NAM | distribution of the 188 markets 
does its public relations work in | individual maps of the most 
professional style. important markets. 


Jotti No. 2876. Food Facts. 
ottings The Philadelphia Inquirer’s re- 
When Colgate - Palmolive - Peet | port on food sales covers the city 
decided to change time on the|and retail trading area as desig- 
Judy Canova show for Halo and|nated by the Audit Bureau of 
|Super Suds, their agency, Sher-|Circulations, comprising five coun- 
;man & Marquette, and publicity | ties in southeastern Pennsylvania, 
firm, David Green Associates, sent eight counties in southern New 
| travel clocks to all radio editors Jersey and one county in Dela- 
|noting the time shift on NBC. . .| ware. 
The National Institute of Diaper 
|Services says many diaper laun- No. 2877. True Surveys the Man 
dries are installing a special horn | Who Plays and Pays. 
,on their trucks which plays| This report, issued by True, an- 
“Rock-a-bye Baby.” .. alyzes the recreational activities, 
P. W. Litchfield, chairman of|sports equipment ownership and 
Goodyear, recently reviewed the| future buying plans of True read- 
company’s first two postwar years,|ers as an aid to sporting goods 
and agencies in 
|rubber. Mmmm, rubber cement. . .| planning advertising. 
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What 


worries America £ 


With all her God-given freedom, her golden opportunity, her 
great strength, wealth and position— America has her worries! 

And the list is a long one. 

It includes such problems as world peace—and threats of 
war... high prices... housing—and countless other shortages 
...communism ... wages... atomic energy... public health 
and morals ... education . . . strikes, taxes, foreign relief. 

You will find such subjects as these, which so deeply concern 
thoughtful Americans, covered—regularly—in the pages of 
THE AMERICAN MAGAZINE. 

Coincidence? No. Since its very beginning, THE AMERICAN 
MAGAZINE has been dedicated to the task of seeking out every 
threat to the American way of life and business—and of pre- 
senting its readers with the authoritative statements of leaders. 

For example, in the October issue Fred Bailey, Executive 
Director of National Agricultural Research, Inc., says, “We feed 
our hogs better than our children’—and proves the need for 
greater public knowledge of human nutrition. In another article, 
Gordon Gaskill, writing from Arabia, gives a practical example 

. of how American business is outdoing our diplomats in han- 
dling foreign relations and promoting good will. 

This constant alertness in support of American principles 
and ideals has won for THE AMERICAN MAGAZINE a special 
character and reputation which make its audience one of the 


most responsive in the whole field of publishing. 


There is no better, no quicker, no surer way of reaching those 


who believe in America than through 


the pages of Tot AMERICAN MaAGaAzIneE! 


Where important people turn 
to say important things 


H. E. Cole 


? MAGAZINE 
333 North Michigan Ave. 
Chicago 1, Illinois 250 PARK AVENUE, NEW YORK 17, N. 


THE CROWELL-COLLIER PUBLISHING CO., NEW YORK, PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIERS, AND WOMAN'S HOME COMPANION 
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of a million 
young women 


here is something very special about a young woman 


under thirty. Her tastes, her attitudes, and her interests 
are so different from those of an older woman, that it 
takes a very special kind of understanding to appeal to 
her and to influence her. 


MODERN SCREEN is bought by a million young women every 
month precisely because it speaks their language. MODERN 
SCREEN writers like Louella Parsons, Hedda Hopper, Ed 
Sullivan, Dorothy Kilgallen, have this special kind of audi- 
ence always in mind. The exclusive interviews, the inside 
stories, the color pictures and candid photographs, the 
editorials and features of MODERN SCREEN combine to make 
it not only a fine magazine by any standards, and the leader 
in its field...but the perfect magazine for the modern 
young woman. 


Is it any wonder so many alert advertisers use it to sell their 
products to these same young women? 


DELL ooexn cxou 


Modern Screen - Modern Romances - Screen Romances 


So ob ob ob ot ob oF ob ob ob 0b ob bb tb Ob Fb Ob Ot Ot Ot tt OE bE bt ot Ob EF Ob tb Ob Ob OF Ob Ft tt Ot Ot bt OF 


Why did she collapse after completing her last picture? Why 
did people say she’d never make another picture again? In 
her exclusive MODERN SCREEN column, Louella Parsons 
tells you why everybody’s worried about Judy. 


cen ng 


a) 


triumph 


From Anthony Eden to The Belgian Minister, from Paris to 
Prague, Rita Hayworth captured the heart of Europe! Read 
the capital-by-capital story of a movie queen’s conquest of a 
continent—in October MODERN SCREEN. 
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the taming of 
gary cooper 


He was born for open skies— and 
scared of stuffy drawing rooms. Yet to- 
day he balances the daintiest teacups 
and likes it! Hedda Hopper tells you 
who tamed Mr. Cooper — and how she 
did it! A story that'll make you chuckle. 
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* * * 
. For months, Greer Garson = . 
hid in seclusion, refusing to 
* discuss her tottering mar- * * 
* riage. Now, for the first time, * 7 
he she tells the whole revealing * * 
* story exclusively in October * * 
* MODERN SCREEN. * How a girl from Scranton, Pa., became Lizabeth Scott of Holly- + 
ie wa wood, Cal., is part of the great miracle of American oppor- * 
tunity. The price for such fame is high... but this exclusive 
* * MODERN SCREEN story tells you why it was worth it! * 
* ~~ * x 
* = i * * 
Km eK mK KKK eK KKK KK KK KH KKK KK KW Ee KK Ke weKe KK KK K& 
* * * 
* BY DICK POWELL * * 
* * * 
* * * 
* * Sd 
* * ‘ * 
* * ieee * ; ¥& 
* y 3 : * a , * ie i a 
a“ ia " is 
* Lo, hb od ‘4 * WHY SHOULD * 
* Wy wife ld : LY. UTY/ 
” * ; , ’ ® 
: There are a lot of reasons why Dick Powell and June Allyson kc Cary Grant would give the shirt off his back to anyone who * 
are happily married — including some you'd never suspect. needed it— providing it was the right color! Today Cary’s the “ 
* Mr. Powell gives you a delightful, intimate glimpse of home- * Great Catch of Hollywood. You'll know why after you read this 
* life in Hollywood that may surprise you! * exclusive article in October MODERN SCREEN. * 
* 5 , * 
* * * 
KkKkKeKx *& kkk ek Km eK KKK KKK KKK kirk kx 
* * ‘ * 
* te * 
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* * HOW IT x 
* * 
* * HOW MUCH IT * 
* * * 
. * COSy * 
* * * 
x . HERE T z 
* S * W 0 * 
TT * BUY 
* " §O|WAIRA SET : mY * 
* | * ; * 
* Say a word against Frankie -- and solid citizens from Holly- * MODERN SCREENS Fashion * 
* wood to Broadway start to roll up their sleeves! They love the + Section is timely, smart, rs 
boy! You'll get a warm glow too, reading about Sinatra— and + practical ... made-to-order « 
* why so many people think he’s so swell! a for modern young women! ‘ 
oe 
e * 
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Green Rejoins Bank 


C. W. Green, formerly director 
of the public relations council of 
the American Bankers’ Associa- 
tion, has rejoined Franklin Square 
National Bank, Franklin Square, 
Long Island, as vice-president and 
director of public relations. He 
will be in charge of all advertis- 
ing, public relations and business 
development programs for the 
bank. 


Howard Rejoins WNAX 

Herb Howard, formerly produc- 
tion director of Station WLS, Chi- 
cago, and before that production 
manager of Station WNAX, Yank- 
ton, S. D., has rejoined WNAX as 
program manager, succeeding G. P. 
Loffler. 


FRE Increase reader- 

ship of your ads 
with LIFE-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
proofs No. 108. No obliga- 
tions. EYE*CATCHERS, 


10 E. 38 St., N. Y. C. 16. 


Winant Starts 


Sale of Kid Discs 
for Sponsorship 


| New Yorx—If Winant Produc- 
tions has its way, Doc Clock, Hap- 
_pity Yappity Appetite and Sip Sip 
Supper will shortly be wearing 
commercial labels. 

When the company was organ- 
ized early in 1946, it started to 
specialize in children’s records 
and turned out its first album, 
“It’s Fun to Eat,” in September of 
that year. This spring it produced 
two more, “It’s Fun to Be Neat” 
‘and “Toytime.” 

Each record or album used per- 
|sonalized characters to sell the 
ideas to children, and the com- 
pany had the endorsement of An- 
gelo Patri, Harvey Zorbaugh and 
|other educators. 

The company planned its pro- 
|motion campaign in three direc- 
tions: Publicity (Winant can 
show feature stories from news- 
papers and nearly all national 


magazines); cooperative advertis- 
ing with record shops and depart- 
ment stores, including window and 
counter displays; and advertising 
in business papers, placed through 
Jasper, Lynch & Fischel. 

Winant says it has national dis- 
tribution, but keeps secret the ac- 
tual number of albums sold, al- 
though it is willing to tell adver- 
|tisers who might want to buy the 
characters. 

Advertisers will be solicited on 
the basis of using the records with 
brand names cut in, cutting spe- 
cial records for use as spot an- 
nouncements, or using the records 
‘as premiums. In addition, the 
company has put together a pre- 
mium kit, with some 20 articles 
(place mats, combs, tooth brushes, 
bibs, etc.) featuring the personal- 
ized characters in the records. 


Names Louttit Agency 


T. Robley Louttit, Inc., Provi- 
dence, R. I., has been named to 
handle the advertising of Marshall 
& Williams, Inc., Providence, man- 
'ufacturer of textile equipment. 


IMPORTANT 


WHOLESALE TRADE 


When Arkansas cotton planters, Oklahoma 
oil barons, downstate Illinois businessmen or 
Missouri farmers go to their stores for any- 
thing from shoes to sport jackets it’s a good 
chance that a St. Louis wholesaler supplied 


the retailer from whom they 


is one of America’s GREAT distributing 
centers with 34,367 wholesale workers and 
$1,164,102,000 in sales (1939 U. S. Census 


pre-war dollars—now much greater). 


traders and 


buy. St. Louis 


= of. Louis.5 
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THE ST. 
STAR-TIMES 


One sure way to sell to families of busy 
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LOUIS 


workers among the million and 


a half people of BIG St. Louis is through 
The St. Louis Star-Times. Over a half million 
readers are contacted by The Star-Times 
daily; 175,000 evening circulation is 84.5% 
profitably concentrated in the compact, easily 
covered St. Louis ABC retail trading zone for 
better results at lowest cost. 


For A Complete Selling Job 
In Big St. Lovis You Need 


THE ST. LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 


| 
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Advertising Age, October 6, 1947 


George J. Stritch, mgr. of the Detroit district of the automotive, 
aviation-and government sales div. of B. F. Goodrich, completes 30 
years with the company this month. . . Jack L. E. Reynolds, of Cri- 
terion Service, spoke on “The Wit and Wisdom of Voltaire” at the 
opening meeting of Chicago’s Boswell Club Sept. 24. Pres. of the 
club is Ted G. Remer, who heads the Visking Corp... . 


First meeting of the season for the Pittsburgh Adclub, over which 
Herbert Briggs Jr., Philadelphia Company, is presiding, heard Jen- 
nings Randolph, assistant to the pres. of Capital Airlines, talk on 
“Aviation and World Peace.” . . Harry Coleman, head of the Chi- 
cago public relations firm bearing his name, is on a tour of Alaska 
to investigate the possibilities of statehood for the territory. . . 

About 50 of his associates honored Francis J. Connaughton, re- 
cently salesman with Parade, at a luncheon on the eve of his de- 
parture for Seoul, Korea. He’s been named adviser on home affairs 
for Korea. . . 

E. M. (Ted) Dealy, Dallas Morning News publisher, who went 
whitewing hunting in the lower Rio Grande Valley, told in a by-line 
story on his paper’s sports page why his first experience at this 
thrilling sport would be his last. He didn’t think much of being 
one of 165 hunters blazing away in a 10-acre grain field... 


TROPHY WINNER—Tom Brogan (right), art director of Campbell-Mithun, 

Chicago, receives the A. George Miller trophy as 1947 golf champion of the 

Chicago Artists Guild. Making the presentation is Alex F. Yaworski, president 
of the guild. ; 


Don Severn, talent buyer of Kenyon & Eckhardt, New York, is 
back from a Massachusetts vacation. .. Ann Stahlman, daughter 
of James G. Stahlman, publisher of the Nashville Banner, was 
married to George de Roulhac Hill Sept. 23, in Nashville. .. 


John S. Garceau, manager of advertising and sales promotion of 
Farnsworth Television & Radio Corp., retiring chairman of the 
advertising committee of the Radio Manufacturers Association, re- 
ceived a surprise gift of a Martin outboard motor at a meeting of 
the committee in New York... 


At the season’s opening meeting of the Chicago Federated Adver- 
tising Club, Wes Nunn, ad mgr. of Standard Oil (Indiana) and last 
year’s pres. of the club, was given a dufflebag, and Chester Price, 
the club’s treasurer for many years, was given a pen and pencil set 
—tokens of the club’s esteem. . . Allan Preyer, chairman of Morse 
International, New York; is on a speaking trip through the South 
on behalf of the AFA... 


Nathe P. Bagby, exec. v.p. of Leche & Leche, Dallas agency, will 
instruct an evening class in advanced copywriting at Southern 
Methodist University. .. Friends and business associates of Elbert 
Antrim, business manager of the Chicago Tribune, honored. him at 
a testimonial dinner Sept. 24, marking his 30 years’ service with 
the paper... 


Thomas J. McHale, ad mgr. of the Dallas Chamber of Commerce 
magazine, Dallas, has been reelected a national director of the 
Army Air .Forces Association. .. Stanford U.’s course in advertis- 
ing procedure is being conducted by David Botsford Jr., of Botsford, 
Constantine & Gardner, San Francisco... 

John Dobson, ad mgr. of Borden Farm Products, New York, has 
been kept busy explaining that he’s not the John A. Dobson recently 
appointed director of advertising and sales promotion of the Maltex 
Company. . . Robert Wood, operations mgr. of WCBS-TV, New 
York, and Mrs. Nancy Gould Eriksen were married in New York 
sent. 25... 


Art Timmerman, production mgr. of Campbell-Mithun’s Chicago 
office, is the new pres. of the Walter Dill Scott chapter of Alpha 
Delta Sigma at Northwestern U... An evening class in advertising 
layout and design at the Academy of Applied Art, Chicago, is being 
taught by Art Thaler, art director of Schwimmer & Scott... 

John B. Ottley Jr., ad dir. of the Atlanta Journal, has been 
elected to the board of trustees of the Greater Atlanta Community 
Chest. . . Arthur L. Winter, of South Bend, who covered Iowa, 
Illinois, Wisconsin and Indiana for Diamond Match Co., retired 
Oct. 1 after 38 years’ service as salesman for the company.. . 

Bob Martin of the sales promotion staff of WBBM, Chicago, has 
been enjoying three weeks’ vacation in Arizona. .. John Mason 
Potter, v.p. of Robert Playfair & Associates, Boston, is lecturing on 
aviation public relations at the Aviation Training School, one of the 
agency’s clients. . 

Sid Herzog, San Francisco sales mgr. of Foster & Kleiser, has 
retired after 32 years with the company. He plans to enjoy life 


puttering around his garden in Atherton, Cal., and doing some 


traveling. .. 
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JEWELRY STORE ADVERTISING 
Philadelphia Daily Newspapers. Six days only (exclusive of Sunday) 


LINES IN THOUSANDS 


= = 
S = 
ox = 
bated S83 
a. 
<= 
a. 
= 
=| |% 
~_ e 
PA 
Z 
~ 
“2 
= 
1c 
8 F=% g 


ierg3 


Ley 


sean 
ARAN 


4 


a 
Ss 


x 


TT 
4454 
asi8 


“4 
4, 
« 


1" 7 MONTHS 


1° 7 MONTHS 


1947 


1937 


Aap 


4 


ness 


ical may contain news of busi 


iod 
changes and shifts that can alter your entire marketing p 


icture. 


s facts and figures always at hand 


In Philadelphia today’s data shows THE INQUIRER has made 


> 


It’s vital that you have today 


Think. This very per 


ing FAR OUTSTRIPPING 


1S 


lation and advert 
ALL OTHER PAPERS. It is today the most PRODUCTIVE 


gains in circu 


’s 3rd market 


ica 


Amer 


newspaper in 


PHILADELPHIA 


rice, 


yer- 
last 


set 


orse 
uth 


will 
1ern 


bert 


n at 
vith 


erce 
the 


™ —_ 
a 
—- om 
= - 
a 
oad \- ¥ a. 
u § = 
— “ 
oe 
. f=) 
= <= 
hae 
so 73 - 
= =m 
a 
i. ems ve 
= _ 
” 
- 2 ~< 
— 
>- = at 
= & = 
a 
Lud io 
—. 2a 
- oom oo 
oOo 
= = 
ses = 
So 
— 
fog 
SS ae 
ka 
- Ot 
-_ ka 
bebe oo 
— e 
> 
oOo 
iS) 
” 
a = 
; oO 
| ii 
Es 
°s i 
— 
» = + 
oo _ 
2 
” 
” 
— 
=z 
= 
oO 
=z 
S2s3 3862 ae 
oa eS ae .* sag 


ms ay " mf o ot re ioe _ ea ie. iy Sl! ts - >) ilies : “3 
| rs 
as 
ie 
iS, 
gee sf ae (ag 
2 Per. : “te 
3 ot Rs. sees we 
oy SSR E 
E er ees 
Sl aaa eee 3 ‘ 
= 3 re B'? ase = 
Ss ek x 
"00%. faites . 3 ss a‘ rat 
ae ae . 4 as oa pa 
yee, eet adytal: < co 
vie” way AX, oi 
ve. vie AAA Rh e 
’ PORTS oS set \N wei Teg te 
30 ir oY, Pe \ 
7 BK : ; 
aes- - * 
rl- eats. -2% = NS 
f . . « ~* 
the of er Ss 
‘  — /, - = + . 
the Se aS SS 
vd . ~Y 
- \ : 
. 
ich A 2 
’ _— 4 . 
n= x ~ ett 
\ 
on ~~ 
: \ 
hi- SY 
: RAS. ss) : 
" * 
ska “> 
te 
’ ‘ N 
a ’ 
GAA) = 
re- SRS) y 
SN hr 
Je- ESS “3 bad 
: CWS 2 = 
urs “SAA es | ; 
Cork es F 
sears ac ‘ 
sae NS » = 
reawencs NN We \ 
ALSO SN , * 
ent wan Reee ass’ YS SSA ’ . 
‘ seenee “OSE PRs, we 
. ASenernae sy CA a OF 
ne “Sheena Sees N oe ed : 
1 \anunnearecss Stee ~ or “ges 
SEY \ anaes > cece SAS SN sie gett aa 
h Wa ee Se | a p00 E a 
1S MARWAN Sc aeuee! “oe Side ai 
; AO eee i hh Ws rites a 
ing ~ Reeneye:  RBBEre, Cees NN SS ke Bh 
Sian anew ec ee wos 2 
sBennee a Shh ea o =~ . ~~ J vee 88 ae 
WWecckeeccss See SN ws i 
. q ua j | 
ET Sea NSS OT ~ Pe aa ae Oo 5 
BAe stare, “RTS QA an At 7 
a Ae et ee SSSAQ Ra Tate . 
; Waves Osea Ree SNe SSN “ : ” ae’ » « 
wh. seustune ce! Ow wee “IY a. ry DOs - -§! f 4 
AAO Oe on a SY oe ge Coa °° ee » 
Stee ces aves Ts fee in 8 COOK. S . 
x eee wept: * °. aa N oo se 2, 4 > 4 SAIS, A AEE ar . 
ESRC OL Oa NR woe 7rd - 2a - 7 
SE EEN & Qorw oot ¥ a 
VS wee et Oe eS “ew 4 Pm) é - “ee : a 
Se BBanweeec....* > 29 a ‘Seems oe a ° © 
Be eecate- «..% 4 te \ , e +S R is oe a 
eae Mae -¢ ~* “ < ae ‘ 4 “4 a ed J 
QS EE =. x SS ~ ch Tel Py ~ Be one 
ees SESS ~S te a “ty eee : 
Amesssqee TS SASS . : why .' . Wy 
: Sa SSS SS RP Se 
ROSY oy ceeee* SG + eS - re fel 1 v : 
We”. eee PLY ccs OSES \) os ee 
Se Pg eae ade : 
. SER ERE RO REE foe \ SY» 
gf REARS OOOO Og es Ho s*s BY Aes 
" ” DUNO at igegans \] * Lue Ae 
PR | | \\\ SRN | 
“ree saber eel ‘ ‘ mae. | (* UE GAS . 
a: POE WA POL RY ES SAY] » 1 
sinh SP 43 eter oe es 868 Se yeas paset \ oe * i) fa 
tis 2 «Ste ee yate Dea Ne SLY Y ree OY Ae 
Ed Se Sakae DT ‘ee gge sie ot BSS F oe ‘M7 
Bee: ' MT EE bibs aos "ieee 
oieae ee MANDY ASSN aes. 
Beas; Si SM Set nail . 
a ‘ Bron’ | wees . i 
a ates Bk OE a ak Vy] els Tae 
Le poverty YY Ve 
ete + 4 sa Chae ey 
ag alien ena yee . a 
ae ies ‘ tee Bee 
ae oe b a 
ee i = wens , - 
ie ral oP etteecsteeats~ 5 + pry Serz ; 
~ \ all ‘ ee. See e ete setts le < eee 
ee: Oo. ae ES 
‘ag ehh. cSReee ee Ree oa «ee eee es 
‘= SD AREY @)p SEE ee ve 
x ow Peete ReLE eR S ELUTE REELS Gane: se : 
as “fer sax 7 & SAS Orr aN BMT ees See Os Oe 
SS f o “ epee 3 
: 23 FEE - 
3 jer etme ete eee ee sonnet ie aee snl waseureni= ts * ae 
Be PN (lreeyaneeaauteess bance Beason: eee 
eo rey Rit trrrtt tr Pree ea RP RC on 
= gush (Neen ee eatteeanattcaae ccs - 5! eres cues cee : 
F vas NANA eee ueeyyyae eae fy SoS ee : 
oe VANGSS AAS SRN ate ee Ceca) Secon toe: cane wes 
2 Os JSS Rl SE 
z 4 Ay fr 4 ar “e y a. OO y 
Fou hy HAR teehee re ats. Saecoesee cee . 
i ss MNsanteuetaaanescney (tues iseeemicciecee 4 a 
& ; oe 0 WAARSeae St eeeke Baer Ne iat WS seee ener A sa 
= Z mY me Rae R har Re A tes see eens OY 
a OC oehiwalitean\Steaene fen Siseees (SERN CS 
tg “4 SPARSE) Wie dtoassses: we 
. PO SAM Neaa tee Sees Re el Sse 
y wes Seaeteastteete eres S6.°%') Sueneeenns’: 
aan NRE waNtteashtsen, se mnt! veel AS ae | : 
/ VRSSEEAY E SSSSe 
thun, ‘ Ls sy “ “S ° “~ ee SSS eet. a ’ sar 
‘ TR ANSanalitean BPAY ant MAAN mae 7 
; . v Se ity xy rt | ee oy aS . 
the ’ . SEAS AY e SASSO.’ se Whee 
Deandtvagiitaaesectt® Wi. So +o es 
dent SN Mattar sscoete 8. SBA AS ace ae 
NatBarrttease sete 88 BELOIT, J. Ss ae 
dVAWORPMRRAAARS eee tse). | GRSO ONS SNS es, oe 
AR ASSL MISSIONS eee Ban 
REA ee S| RNAS a 
. i Jp la by o Fi - 
ASS at me" RS Seceuave: Soe a fies 
i WAS Ot SRS | — 
a LOCA OAS A ae swSeeceuer ccen 
> 1s Pelt Via A ee Seeeseune:. oe 7 
TSR SSS ES 
ater y Ravenearges ~ oe SSS 
LAAT Pea ks ~ere vi kaa SSS eae 7 
ohana heasy eee” MaRS eene 05" SaR ; 
CH Ban ay i $3 We enne +3 Se b i 
was SSRSeeESS SESS oe 
N SS ORS IE Ramee ates ole Ad 
’ AE . AAS EES a he 
; A YAAL iY yaaa ?  'gaseeur eee 2 a 
seh a anttragnt’ e CADIS SSS ee e 
1 of 5 CAA "ANI ES See SN 
| N ROA han @AEANEs.-”-3 SES 
ats Lik yw 3 ae BAN v +8 eee i 
the . BSE og SSCS ; 
: Se owe: 
| RSS RGSS os 
re=- . \ TAA TSS ee oe 
. . . eS -= as 
ISAS TUSSINEE ad 
4 of ASAE EAS HSI a 
ats . . a ee Pose 
Whew A 20 7 
SS ese SS 
, Preaek } SAN o~ PS es. 9 ~ 
WAS HDDS LSS 
\ ws Ws SS oS eae 
MAES ‘SLES 10 
ratr 4 OOS 
LNs SA “SN SSS 
. daha 8a SARIN Tee 
| VASA J Awe, oe 2 SERN 
ahha wat? RP weer OS 
VQhaahvagtty AOS: SAS 
Mahan xa! oSSean-.:. SEA 
|_| AAA Heese cee STS 
AREAS PR AS | 
‘A SS ie . NY ENS a 
BR BRS SN ~ 
SA m ASSIS ‘ 
7 SANS ~ a “a -. sy Ses m7 | nob tes 
i ARS oe Ps Ss ee 
Aa AS Si fs Se aNRN ey 
Pe SS ?e2a5 | eo me 
aos) OO) A ROS SS ato Sse 
eotGuueta, °°. Lesa lS Se 
Pewsey eee. <7 Oat «' ore Cae A 
ose SY N we PAREN Sc) yy = S. ~ oath i 
o Pease ‘el 3. fe ~ senna ers 
Qe ‘ ~~ Co eee a ~ hae 
we Saks wo ’ DORN. SS wanes . ia 
| SWS ae: Aas Sess? ney 
a. a Pe ea . Oey ~ . . 4 ” is: 
7 ES | WSS ' a 
ry Ava Ses 4 Of sees eS 
RATT ALY Wk te te ow NANA eS 
p Waa _ te Sess eee 
AAMAS wey eS S F 
waa Seat ee eR : 
‘ ’ wae *. sae , 
ASS PS Se , i. 
SST BESS — " 
. wks feee: ; ~ ' 
sens SSS ey » ade Be TIS st 
AY re Pee escent ; K 
atest few ee SoS | = 
sseansar, ’ "LODdd + oo AANA a 
Aly wy PDs ee wean ie _ 
“Bata —h ABS nee. ce Reeae 
. PASSO . SON ee. eenuns : 
rus “SINS ftsse SSS ae 
ord SRS eS pa a 
: ’ SSS: JARS OSS iar 
oS eA =. asses SS, ay ee 
us saat = MPI i aS 
Soe Sse STS = 
has SE Aes : 
PINS . eee ess seE Ss . ee 
ntly SENSNS wee asttin oe 
l SAS Pee a 
ltex iene oe, , UES SSI SESS e ! 4 os ee 
* ¥ - * . ve 
New aS ee he 
eS ig tetas. othe = ve 
fork CS oN ass ae Senses : ee 
a WA \ an es aye 
- .y Bee 
=a wen mee CEO es pe sO ee 
lpha | a 
sing ; 
eing ‘ 
&. 
2 as = . Sei * — . wi bd ‘ 
. : a : : ; v4 ‘ : x ; ‘ i 
: i : y S 3 : Ki A 5 a : XN 
Pi ; ‘ ‘ 


MORE CUSTOMERS 
FOR YOU 


Six Months Circulation 
for period ended March 31, 1947 


* 
EVENING 


705,156 


SUNDAY CITY 
AND SUBURBAN 


1,001,393 


SUNDAY TOTAL 


1,242,266 


“a aft || Lea 


—— 4 jee. 
pu sf 
poe ee 


AeA GE tin Caanaee nee eet trom I ae I REP Ps castig) URS ae «Meee ce ME PE & AO a Me aie a eae ae | im ge Pb dR gee ts: A iy Wiggly cea ; ee 5 Ronse SE Ne Mea gate eee 
Miers Fk ee way Riga cl os ect’ Dae veh sn ; ise: ete re ae : sp ieee ee Po sell Se SOR i eens 27 ond og Seco Bi cestias (eas go i) OE aera a od 9 aes Sats 
Lan Fe ee cy eh ak ae ye m am a a t Satie : f a St at oa ate > : iy a aie ee oe a rat 7 I = gr x . * a 
pa, nak F — ——————— seemeeninenteniiateeiaemaaieaeaiaaiaaiaii 
' 
+ fits 2 a otal om : ‘ : Ne es — we is : me Sha wre ee ie ae a eee f ig ae asa your ee nee Ser Panes mo opine: + he - ee ees a deat eae i; bid _ =, = a 
2 leat Se oe! ay meg - OE i atan pane ae ae Fg Raat ye Ta ee pe, at =y other iy ak react oe aang a eae ae Ren, ath coe 5 oe Oe ag 
See. aie Dy Qe aes em oe es Satay ee eee e 
: et ee iRaea tt a ai3 . ae S “6 Se. 2 NS Oa 3 Ses PR at ae st Pity LOL SPUR Ok er ae erate ar el gion ava ira: , 2 Eee epee eae ot 
a a ee Se te ls an, eg Cees er I er ee ee EN bee ois aR Te ae Mareen we 
. ee a — Fn Og i ge ae ae 7 - ree ome Cine hy fi.) =. Bete ene ie a “Seleales ty fee ic é aids F See ea ee Ala nett NCE ogee aa hk ee 
ae : yee ae SU nses were ec alo eel. ee ermces a oo eae ie a oa ee oe a ae GN My pac hen VE) 5 ae are ees A ay eee ate ee a fe ene 
ay Bee ees es a eee Se Yih a MEA ’ Beer i. eee i a eae se . 2 5  iees Se 8 shia teen iy meet ae TiS it Sebi Sn A ee iy SK ee 
i ° DSI A tet sah gt akc ES ee te coe : ~ a re : ea Nac 1 NaS Sa eg ie eM eso MN Se Me Prete Sk ee Re 1, Beran. <: kee et RES een 
ie Bea ek St meme oe: ee ep ete ea pees Rees 2 os ese ee tem SS ee a eto ~ ee 12 Sa oan RS eee) 
a7 ae a le : mer : i elles: Se ; oe ee : aoe ee Be 4 Oe Se et : a ke fi pais Gay ra Dare aks eh as 2 Ee eS eee 
Xe poe : = : a pe ee oar, Bis 2 aes tae, 4 Bee reg se aa cox 
re 2 Bei Nae See oo ae Se eee |S SS Seeger * — Zee iets iii Sy <= 3 di a) ae a ss 
ma : Wma see : ee eS ic ee we : Pe Ge) tha) Sal ge Een eee 3 ae Sea ee oe oe Keer. 2) Sie a 
4 ee aS eee ee ame 
ae Pte le no ee ae ee Seas | see ES <0 Un 7 Sa i ie 7 ay aa Ct Se Wa tec Eee Ore Ps Barns) ls ey, vm es Ls 
Bee ee ema ene as ne ice ae ¢ re ot a 
sat miata iii vie! me es abs hed eee ey A OAS eet se nie ; 
fa a -~ es . - Pa wes, 
in ; “ges Sates Ee a. oT - : tos, a oemtre) : 7 ie ee eee See aes aa eee - pave iieexs © 
= : io eee ie er ms a 7 ee : vie — a —— 7 — : ed pie alo ate " 7 Py or 
ae oc eee Speen fee ve en ee ee ieee ees : ' ae 
ee ae ¥ 50 rp 1 ufag aoe 1 : Brae : 5 —— 
se ge land ght a 7 4 oe : a is a ie . ; Ney ay y ay ae 
ies (a ae bee ae : ' i" ea 4 ‘ i r ee ace at 5 Ca 
~ C2 St Sort Pas ; , : ‘ : a nal aes . See oe “ - ms ae BL, 3 
"% anata stdieliad ey et gf ee 3 oie ms 2 eae as eee ft a ap AES ee 3 ne ‘ ied 
Samar) enema i , iM re ere ¥. 7 Weal tip age Bi tea) ye 2 r a . 
a = oe : F 51a a meee 
~ oe 7 iro < % e is vate 
. : P : i ery oases _ E ‘ : : ee SORE ee eee ze ree ie “ _— . 
sf . ‘i hs pone aie ve aes a See ae 
: rs i ty Heke oe ish 4 : ie ne : ih aeteamnmamnics 
; : i : \ : : c : ve bi ; i ies oa - 7 
., ne 4 ; = $ 3 a : d 
: oot res . = 7 eee eae : e. 
Z rs ee i j ae " eae er. 
i Catal 28 * nen 7 § ia a f is : ey Sra 
S os +: : z al f Pa Ey - te > cae 
: ioe “ ' ; ee Fi ae ne uy a % #2 a, pe Es ; 
ne Ga te ee Me je oa ee Ss shige 7 ae gua *. ey ee ah : 
re Net ge ee ee is: ae pe ee 7 : Bi ie Lb ie oi =a » fray 
i eae i peg sey Raise na mm hae a ds ida. he, 3 eae eS re pa a, 
mae sda aun carr ae. er 2 ee ey ee is a8 ee Res eviiese mio ae pis mae 
ae oe Sam ery ie BROAD. poo he i ae aie - ie i a. “ = 5 ne pee ee ed Petes 
Sega es. ues : sic pee eth e St apa ile ae aeas a eee = ae a3 a Bh os ee ea z es ee ree “Te be “Eee on! eae ee: see 
3 . Pen : at ee ag ig 2s Ee MRIS DSS Ria mes eid ae Cal. 3 er aia ae epee lee 5% jy Brees pee eae a ‘i 2 Aaa Oo, ee : = Ra ees oh ae og ie dea 
< i 3 : Ak Sates i ER ia ees, eo ee res Re an oe ni eae . : 
; ; : ibs eek Ree ee ee Se ee oe See Ss  cakpmemenenen tS, Ce J eca ie sae ™ r heen ee ee Te Se terete a ote ee 
site a pei ie ae Hi ete epee ear a eee ~ lt Le ia Se Nie ee mayest es oem On ay = alee = ee me A a en eee “iy ea 
en Fe oe i a ae ee ge ee re Me Le : SNe Se i, pes ee = eee SL  — as olee SS ee ey aE me RRA = Ba E Po : sae eagle Pe 
neers jail ve oa nae aan ia oa ene ES " a ai ia = i alia oe ey. _ me ee —— lai Dies SS eee 
id . 7 el recom) 7 
* ; ic 
as a Fors 
a 7 aN 
eke = be $e 
a : a ee SP 
we oe ee J “aie 
a : Pi te <p RM eR eS ee yc ie. Aas 
vo os : a pag mi Magee et ty ae : oe 
ea iS ai Sees Rie eee 7 ah ae a Gea Spee | ey a + = ees 
at ee. eee eee a Giger 2 eae le - Sy: . ie ie 7 +5 Pera 
me Yi et. oy wisps, ‘ , = ae oad hie q Ba ae Ss aa Fe ase wg em We a a 
Pe hy ; Sat = i eet ei hegre ie Be ae aie ae le eee 
7 7 /. ie a a 7 : aN 3 ie i “F 
d ; . Ya +% : + Bei =: 4 
: . % # y ; -  F 
; * < . 
: & i a = 
%s — 7: 
ie 3 Se ae aa ‘ AS 4 coy i Soe eee 2d _ Tee 
: ee een ee seus * a phe et * oe) Se Dart tie, tie. t eed 
: = Se ee =, Sic: . ny a aie may oh ae e ae Tee ee an 5 4 - ie — 
Sets ee eT ee ee jeje — ae aaa ce ae | ii Ta ae — Te ees a ee Bi cs ae Bes ai esaveee 
(ey Abani fale iets ee 7 ee, Seale : sa a es al spc i ee te eG pS og SS eee an ate es lh Sua bas cae x 
a ae . ae wails * tke F 
’ - - as as es = % Ps ve at 
a) a 4 ae gare’: Be aS Bini icon Somer one Sahara sea 3 ee . : Bec seis | 
ee — ay ial ga: a sae Se Neepawa Wa aes! ay ee Seer eae, ei % s 9 ea ao 
be oe ee phe a Te # + hee b es es ig ‘Sines pa ieee i ol es, ; a ——_ ; 
2 pees a lanl ae, > pe Sa eS aie , é a eee sii, : a x — a 
E"  *% = ae tials : sme. i Oe ae 5 = ee ie : ” hee ae : e tie a 4 4 nee eae bet. pe e 
a ae ae 3) See Fh fe pe pal Fee Roe Gee mead Ase aoe See hor et eee ae ate i =. * : oe 
f he an Bees iso Se ; ise ee 4 a a ian 3 ere spr oe: prs ee iste ees ae bas * “ a ¥ ‘ae 
staan age < Aaa eS . Same SRS Gah, 5 i a a i Oe dd » Big cei So ealeetlaae iy s aes Coen pee mn ae ae $ Se 3 e 4 
, ee ae’ , ia , a ag ; ee # Neca SI a cl ie 1 eee 6.) ae a ’ ee “ : * ue 
neve i> ge ee ee * “_ - * laa |. gee ii = Perso aes ia) ae = Pe . pe 
Pa ; le ae a 2 ee : ; Bis Were tie iil A : Ree sa 
ore i . e 7 ide ES “ Pane RDA BP Bs a 
: ° ? a poe 
: ok Re aia a : Pa : oe ae ar 5. 
nat 4 ae ee _ ; stiles ae LA sey : ae ; 
ee i ‘ ° J 7 == #5 ‘a a - ep Le ee 7 to if Kia peal. " * ie by dn :, Se ie 
erty . f Stl hae | a tia eta ee ee ee eee ee ee ee es 12 meet ya et Oe, 
ao E 5 Ret oo tn al is Te PH eaoree ia ania ee o Says aa sealed eg eee ss wae ae . Saae e | hae igen ‘ ergy ti le i : eo ae 
J Pee 3 SS Soe eS ee iar. ees Biota SER ee wens ek zi RTO. Ae eae vege oe Te Se ae . 3 ®, ct ae a 
: s ~ os ie. > Ghee ¥ - re ig eae ee ie = oscil ae AG 3 bs oa =. ae oe cS a if pre th pee a ict sey ae coe: 4 : ms 3 oie fo ce it 
me : Y ti eae ae 2. heigl oiesaibioiadie eee Vo a ee a eS oe ee ag AER eee. ee ae er afi Pe ~ : W : 3 ag? or Pele 
“ss a * Sita oe: 7 Sere ay) SA Sia sa, SRR ie Jal eee ay, eee, Bs 3 ‘pet gleam si, oR es ay etna , _— . ie... ee , 7} ES ff Ad 
ay j _ - : aw ~ Ui ceed ame | Hh Aa ieg ee ok Sov LY: 5 Ne te eee z ‘ + 3 ae 4 Pa 
oo a * a . eed, cee) Nair 1 i cena mn (a a cata e's ol | eam - a Td # ss » ee ef 
oie ie a. es ee ee Py erertne oe” . —.. « ae de 
” = . ae ee age * ” ? ar ea Re ee a ad tee : F a. me: & a de ¥ - £ 
2 : , rae 2 pee ORs Sas tae age ae ti i es al , f 
ve 3 4 . =e Sg 1 ay sa oe ee Ca eee ee " pe . ss si - # 
ie i ¥ cf Se aa = apo ee See Stl §. eae: ve cee ten — +: fea Ay ty 
“7 a ree ee a ee oe f Abe = a 
i « co oe sen. oe ta eee 7, 4 i me 3 , a Sas 3 eeereceeennencacenncesiceanteaiitittt somos 
- ae ee “ so ee an Lae. F ‘ aaa 
a , 4 : siege Bee alleen ale Paes ‘ Ah ‘uted ae Ce. ean 
a Me Fs . — > a ef a ee Siete cg Deeds gt By Sas. Pi « itp ae pedckis ee eo an eee Pee Se ee 
“Ves Ss ere. be .) i oi eal 2 ah ep ae ee meee ie ee ye pa Beek Pr Seating ean ae clin tne hos ae ae ee ern e 
: a i oe ae : a eee ———<, ee oe 
ae * ‘ ao See , = Bie os 2 eee ‘ ees ool ee enn mNer ut 
2 ar es Pie eee are Ca a, cc eS EE AE ge ee eee) Ps >) 
- Ae We Sa oa : J on 2 bets aa. ea : ae ee 4 : NS a ee One Be eee ee 
a : men * Bs ne ? i : “ ~~ - , a’ oat we Jae ‘ ae ie a : 
ee eS; i a oe ‘ et Ng A Pe en rei ‘ oe “ 4 pov Pe yaa ; ep ae * ptt 
ie ee ee Seg ae & = a : oe rene er “ea 
. te ay. ae -* es ae a . . ES _ aM Sth ts 9 Sy nat See ; © " a oe (ae ee es acs he a a oat . 
= Be seg Ste Be ; aan ne eo hee ii i. es ieee ee ‘ 4 er ai 4 eae * af ae Tee i F > a ail b — 
@ ee ee. * Re ees J *. hn ae es a a and meet Sem = 2 ter Me eg a $ $i ite Fe Sore a tf £4 a 
a: > eee ae =. po. ame his oe ae } Eee | ee Be , Seven ie seme e ERA: +. : ‘ ‘tag 
= Ee aL. ait Meisel “oe a : . A ii pot ‘ : aie me i > 
if % ; Bet Da ee 3 € a be ‘A ‘ 4 = i ‘ooommeethantanenasauns We 
% ere eae 7 | om ; —m | ATS ee xe if 8 
i Se eee ace ' a ' Bes : =~ ‘ ,. ee £ a “ é ») 
sais Be E +e ‘ Oe én ala a a te ha gt rR 4 ial we es 1 We eS 
To = —— ; Se So ‘ bi pe Fas +3 Se ne aaa ea ; Ns ace 3 aN ae 
a SD ee 3 7 ‘ ‘3 7 a f “te yr iG iy? 4 pis sie a es, ae 
; | Qa | Bn: Wel Eh | ANSE Ty oe 
7 ia - ie 3 ele wi ; e i _ if Ss eB a eee hy i oe Pt eee 
5 levies ee : i 7 2 aw ae : ae ae ye ne De Soe ie 
: on AOR = ; | cia EE a ae é 7. 3 a c) e's ; _ a a 4 % )/ Pm ; sed i, a ; ni: Z Hf ¢ fs 7 ? ze i - oe ue 2 
er Bo ee 2% 9 a i ae a eee ie ee Pee. Meier 4 ot oe Pe. > ees. 
a ae a Pe ee ee. eee ae P ‘ . eee 2 beret : ok ee 
: nila ee es on a ® ind (3 eee Renee “ENR ao fi ee TZ 
i Pe es Pe = a a MP Mee wee a ee Lt ah \ _— se = J 
é ss yes” | 5 tea aee te ae pct yels + ee eo eee ee en ii 4 ay zee Sli eas a 
ae a ee eo lamin oa tae ex ee An Sierra pases ea Pes a ide A BI ac ny 
ake ‘soa ee ee eee ae; ow UMD oe Fgh nn ia ea en, is - ee. = 
Payee ee A EN so a PRR eros _ Poe Ee Te ag mies ; i 
in - vis ua . ss Be Mac aa ae aes oo i fer = ee 1: bln “ss al ae a ine Ail “eo eS Dee 2a . = aie 
ae a | RS eet Ue eters ak 4 Ne . ae a we ? Pak Vimar - ae * a ae 
eC — EIR OCC E haan 2 te . bbw _ 4 Ree ho Set Sa od See 7 “ 
a eZ a eo? Sg, oo oc oe ae ieee il = Ora : : eh vg , et eee ne er ers °°. MMOINE eae aul cage 2S NE ewe a 
a : ‘ ae : eo ae ee Te es me re a 20k Bow pe nc lg rls is oe Palys = ca 
wee . hal sees ete oe Sh Se a aa Aga oes RMT cr Ski ee One. 2 mea Sa ee tee A= 
ie x — Br a een 2 Rg nae See on a ea Bove aaa ‘ . Pe er 
aN ee —— Rr ee a ae nae! ee fey ne a eee te a i a mats 
= oe — nes: cet See os . rare : TOI = a ire burg 6 aa oe eee SRR te Ss (eos 
y i a ‘ preg ge id PONE ae = ie. * “Ee ey en, oo 
* i “ee i a cf TSE. eee Ma CM eer ee : 
He - aa : ‘ * 2 : he Fie wae Pah ~ es 
=; . et, “ea ; : pe ; on ai ee Col a EE ee ei . 8 
Brace, e ne ah Stes & a - ss i te eae 2 tn * 4 #4 
‘co a ° ee FES cine ae sae & j a ee ’ 9 oe 
in. ae ee a Ss Aer re =& . . FSi, : 
he <a iris ; > We ee \ ; FS . % gi ee RS oa : 
ena a ete a , ee : 2 A \\ r Nie) ine aS ~~ i a 
x , : Sa a. ee a ; i Pox... 
ge 9 . is — a .™ ~ at cod on * : at 
3 cs Se 5 So 2 bi Ree oH 2 2 
mie es ie. Sa "3 se eS 3 : ' . ere et 4 ¢ : : 
sis ae . ie — tie ck ee L ~ a & ey , ay ee a ee Ss 
a ie ae ee #& * ES Bon = ate eae - , 7 7 € Se 
Es oe — 2. 7. ee ¥ ’ BE. au = 
ees si ; ae i me * 7 eee I as 
e a — 4 2] ee . = a i] = 
ae : ; — . oe : F aA FeO mee 34 * j ae 
ie % eee a & - 
Ne eee a 3 a 4 ‘ te, pe aaa re Fd ai Pe 
ae %: a ee. 2 4 ; ? v . ere hg i a. %  ] , ~- ¥ 3 as 
i ae a ae 2 pies ‘i i WW Bes 
x ae e = ts ad “se hd _ f s 4" oom 
" Be: _ | . oem S14 d Cra x 
tag. 1 4  — 3 e =a eS Siig eo. t eee ae 
ae ; “4 bg : eS eee Se at Gt aS tee ; Res 
- : — —V . /  - — SER ' ‘ye fe —— 
‘ ae r i is Poh Ue oe f 4 2th) - ag 
; ra — ee : Veta, ea eee ee he . a SS 
pe Dine. er Sa ieee “<a oy | A a ; : ‘ a 
fs } ae = . = a fe ee” . ibs calenecam od ee ie Rh J ‘ Rew BS 
4 ne “_ oa + ee r ‘ ae . Te a Lies, ‘a = Ks oo 
: “ , ee ey Se wh te Sa ‘ 7a in, eee = ; : a 
“ 3 | A s a ue i rr a saree : . /~ : 2 
a ¥ oo pe eae ee ’ ‘ ag ieaeeial bea Pitas Be oR ee : = 
aa : a she : ¥ ia : 6S noe Pe x s be 
os ie a ew eee z 4: ins a oe , rae Pn ey, ae ee geod = : ae 
es 6 Sb, tage Pigg ae ve ay saad a a - " z i tte ae oe . i eae 
4 be “a es 2 oe em # > { i be % _ ‘ . > Z - he 7 oo ae 
F “4 : a ee es 95 eae a ¥ ee ‘ : $e the ee hee “ae Be care 
Ss pe : ae a 2 : the _ ee > me ie <n : ee cae eee . ant Sete ae sas ts 2" ay —— k 
a a Many pa as ee ee i, wee he ag” rs i ae te 
‘ : Be gs ase ee Pe oS a eS sor he ae ice ae % * = ~~ ‘ ate ea ¥ ae Re ORY ie 
isi - nit Re eS ok ae ; Si Bie < 5: e fe P Ber ~*~ ~- Tet Se x ue es ae a ¢ wens 7 4 
3 a pe bias. 3 age Gee Pigs Fe were — a an ete, eg Pees a* = ‘es Me Me PCE ee oS 4 a 
ee ES eres ecg aa, Lee ee 8 8 (ORS d 
ae fe ¥ 7 5 age % a / a ¥: Be ey 3,7 A re a * , Ps 
"9 : : : oe 5 tng age e i Oe ee eee oi are ‘ oe 
i : Fay 3 ee Bek Ah tee 2 : ss Restart ge igen Se raha Rae -y as aes a 
- ie a eas 2 ‘i: eee <8 ee ores eee ‘ ee ot ws : ee Cpe & OS re Sol ae te oe * St Fs 2 io % a 
4 ¢ sete i - % : SAO Si 8 ee Fe tN Siakatoe ee 1 Se NT RE es SRO, re Sty A ax a. Se Ra . eae 
: ee F oi oe Oe a ge ed ss gh Et ak eae ee a A SON SN a ‘ ae rt, ee oe a FES Ps Sa eee pie tS ee PE ee ag , 
: ‘ oe oe ON AES ee Mg Se Ae eR ; RE ee aS Saat SEE TP) a ea OF GN omy Se SS RA aN hs ROR oe ; 
“70 ae ae SON Pt ee Caer Pecan ere ae ee oe: OR We Mate a ee a AR NR OSE a, ned 
¢ : Bs GG ee ee as RON os age es tan oar iM Oe fi ven te” meting. Sp a had ots oe fae Pye Ne ae oe hy RT ye Hd 
est ; ae . eg tt Pins 5 A ke <<, eR AR se 9 a ar 4 Pr, ia ry, ‘ es * - ae ies. F 
5 ¢ : m oe _ MG se: ea x Oh ie ens ‘ * # ’ 2 i ; 
~ 
c ’ ; : : . + bal z # 7 S 
A la 4 - * ‘ s Te ony : ? . - cP ig » : a 4 . A 
mS y oi oe : —- ( 5 ans nd, * $ 25 ra 
fi 2 r . eke - - + c 


makes Journal-American families 
the first choice of New York 
retail food advertisers 


HERE is no surer proof of a newspaper’s selling power in 
the home and among women than the degree in which . 222,909 
retail food advertisers use it. : 


Food advertisers dependent on quick stock-turn for a_ profit Retail Food Linage 


must have complete, thorough coverage of the home market ow VeskBeectantt 
. . . as does any advertiser interested in volume sales. For the a ae 


wellspring of all consumer demand is the home. First Eight Months 1947 
In New York for the first eight months of 1947 retail food 


merchants used more advertising in the Journal-American 
than any other metropolitan newspaper. In the same period 
the Journal-American. published 44% of all evening news- 
paper retail food linage . . . and more linage than the entire : 112.084 
morning field put together. 108,621 : 


Unquestionably, the best customers in the New York area for 
retail food advertisers are Journal-American families. First, 
there are more of them . . . more than the second and third 
evening newspapers combined. Second, they are modern, 
active families . . . reached in the home at a time when they 
are most responsive to sales suggestions. 


It is an ideal combination for food merchants . . . and all 
advertisers who want a volume-buying audience. 


YOUR STORY STRIKES HOME IN THE 4th 3rd 2nd —s Sournal- 


Journal 2 
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Schaefer Names Knowles 


D. D. Knowles, formerly adver- 
tising manager of Diamond Iron 
Works, Inc., and Mahr Mfg. Com- 
pany, has been named sales pro- 


motion and advertising director 
of Schaefer, Inc., Minneapolis, 
maker of ice cream and frozen 
food display and storage cabinets 
and Pak-A-Way home and farm 
freezers. 


| FROM IDEAS TO 
FINISHED PRODUCTS 


Convention exhibits and trade 
show displays designed, pro- 


duced and installed. 


AMERICAN 
DISPLAY 
STUDIOS 


179 N. WELLS ST., CHICAGO 


Call DEArborn 1278 


Dion Joins Lavin 

Virgil L. Dion, formerly art di- 
rector of Harold S. Chamberlin 
Advertising Agency, St. Paul, has 
joined Barney Lavin, Inc., Fargo, 
N. D., as head of the agency’s 
newly created art and creative 
plans department. 


Appoints Ritter 

Robert A. Ritter, who has main- 
tained his own office in New York 
as management and _ production 
counsel to the printing industry, 
has been appointed executive vice- 


president of Magill-Weinsheimer 
Company, Chicago. He will divide 
his time between New York and 
Chicago until he closes his own 
office. 


Heads Publishing Firm 

Hugh A. Scott, assistant repre- 
sentativé of the Seattle Chamber 
of Commerce in Washington, heads 
a new corporation which has 
bought the Herald and its job 
printing plant, Pasco, Wash. Rob- 
ert F. Philip and Glenn C. Lee 
are other associates in the pub- 
lishing company. 


IF HYGEIA ADVISES 


plailful supplies of- baby pasncsals 


MOTHER COOPERATES 


There’s a certain inevitability about the way mothers accept the health advice of | 
HYGEIA. Written and edited by the members of the profession whose counsel 
mothers daily seek, respect and pay for, HYGEIA carries conviction in its editorial, 
pages and in its advertising. 


Read by tens of thousands of family subscribers, and by almost three million waiting | 


patients every month in doctors’ reception rooms, HYGEIA speaks directly and con- 
vincingly to The Baby’s Purchasing Agent. 


If you want to move into a receptive markt for infant foods, garments and toiletries, 
nursery supplies, or kitchen equipment, place your campaign in the magaziné mothers 
believe in.... 


Do You Know That 


rates per thousand sub- 
scribers in HYGEIA have 
decreased substantially 
since 1941? Today your 
advertising dollars will 
buy 36 per cent more in 
this health-minded mar- 
ket! 


Ths 


eia.. 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN - CHICAGO 10, ILLINOIS 


HEALTH MAGAZINE 
OF THE 


Advertising Age, October 6, 1947 


Canadian Groups 


Examine Proposal 
for Ad Council 


Toronto—Prospects for a Cana- 
dian Advertising Council appeared 
distinctly brighter here last week. 

While no definite plans have 
been formulated, the idea is at- 
tracting increased interest from 
the Canadian Association of Ad- 
vertising Agencies, the Associa- 
tion of Canadian Advertisers, and 
the National Federation of Sales 
Executives, Marketing reports. 

Alex Miller, general manager of 
the CAAA, has prepared a brief 
on the question of an advertising 
council, to be studied by the as- 
sociation’s directors. Commenting 
on the proposal, Mr. Miller said: 
“After all, what better way is 
there to cope with the knock- 
down-and-drag-’em-out tactics of 
labor? The answer lies in giving 
people the facts about our eco- 
nomic system and how it works. 
Understanding will follow infor- 
mation.” 

The proposed council “will be a 
live issue” at the annual ACA 
convention, promised Athol Mc- 
Quarrie, general manager of the 
group. “Our directors have for 
about six months been consider- 


|ing the possibility of cooperating 
|in the launching of a group com- 


parable to the Advertising Coun- 
cil in the States,” he said. ; 

Hall Linton, president of the 
Canadian Advertising and Sales 
Federation, said that while the 
problem had not yet been dis- 
cussed by the federation’s board 
of directors, it will be approached 
with an open mind. 


No Haste Evident 


While interest in the project is 
increasing, there is no haste evi- 
dent. The various groups which 
would participate in the Canadian 
Advertising Council are asking 
searching questions, including the 
reason for continuing the U. S. 
council after the war, how it 
works in peacetime, how informa- 
tion is channelled to the public, 
and what sort of setup might be 
effective for a similar organization 
in Canada. 

Marketing reports three main 
concepts which tend to make the 
general approach one of caution: 

1. The folly of blindly lifting a 
U.S. project into Canada. 

2. The need for making any 
proposed council broadly repre- 
sentative of sales, advertising, 
business, radio, publishers and 
other groups. 

3. The prohibitive cost of 
launching and operating the coun- 
cil if only a few groups agree to 


| support it. 


Form Albany Agency 

A new advertising agency has 
been formed in Albany, N. Y., by 
Tedford L. Woodard and R. David 
Fris, with offices in the Waldorf 
building. Mr. Fris was formerly 
national advertising manager of 
the News, Charlotte, N. C., and 
Mr. Woodard was advertising 
manager of McManus & Riley, 
Inc., Albany. 


“THERE'S PLENTY OF 
BUSINESS IN 
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our advertising gets more readers 


per thousand circulation in POPULAR 
MECHANICS because our readers—hav- 


ing the P M. Mind—read ads deliberately. 


TO SELL ANYTHING MEN buy... 
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Presents the Most 
esponsive Audience of 


Men Available Today... 
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More and more manu- 
facturers of men’s products are 
turning to the pages of SPORTS 
AFIELD because they have found 
that this unique magazine will 
bring volume sales from a quality 


audience at an incredibly low cost. 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats not only own 40% more automobiles, but 
actually drive them 36% farther—fwo reasons 
why Pontiac is a regular advertiser in Sports 
Afield. To sell automobiles... sell Spend-o-crats. 
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Appoints Clatford 


Kenneth W. Clafford, formerly 
assistant to the president and ac- 
count executive of The Advertis- 
ing Corporation, has been named 
assistant advertising promotion 
manager of the Chicago Herald- 
American. 


Appoints Hagan 

Genevieve Hagan, formerly as- 
sistant director of advertising and 
sales promotion of Munsingwear, 
Inc., Minneapolis, has been named 
publicity director of the Minne- 
sota Apparel Industries, Minne- 
apolis. 


TOP paid circulation 
and TOP PULL 

in the $500,000,000 
Radio Serviceman 
market... oxeorsshs 


give you 
ie" ee 
for it today. 


will 
all the 
Send 


BOLAND & BOYCE INC., PUBLISHERS ) 
(Sie Se RNR cance 


460 Bloomfield Ave., Montclair 4, N. 


4. 


Post-Sale Home 
Demonstration for 
Lewyt Vacuum 


New York — The Lewyt Cor- 
poration will introduce this fall a 
post-sale home demonstration plan 
for its new vacuum cleaner, by 
which it hopes to help every pur- 
chaser use the product efficiently 
and easily within 48 hours after 
the sale—regardless of demonstra- 
tions made at the point of sale. 

The plan, to be known as the 
Lewyt “Demo-Call” plan, is de- 
signed to build enthusiastic own- 
ers who will serve as springboards 
to additional sales when they sup- 
ply names of neighbors and 
friends. 

The idea itself, while not new 
(for more than 30 years public 
utilities companies have been dem- 


the home after sale), is said to be 
the first time such a plan has been 
adopted by a manufacturer in the 
vacuum cleaner industry. 


| 


<O sell the QUto 7 
_ service indy. 
your bes; by 


The Largest Paid Circulation in the Automotive Industry 


Reserve Space Now for the Inquiry Pro- 
ducing , January ASI Show Review Number— 
The 1946 Issue Produced over 8,000 Inquries. 


- 100,000 Paid Circulation 


le 
ing 


onstrating electrical appliances in | 


The factory will provide a train- 
course and will issue a 
monthly newsletter giving infor- 
mation on the experience, plans) 


|and programs in the field, as well | 
as suggestions sent in by distribu- | jllegitimate operators in the used 
|car industry were roundly con- 
It will’ also make available, at|demned at the recent convention 
of the National Used Car Dealers 


tors’ “‘Demo-Call” supervisors. 


small cost, customer record forms 
'and other operating material. Fac- 
tory district managers will con- 
tact distributors’ supervisors regu- 
larly to assure proper follow- 


trained as 
sales. 


transportation, but 


ceipt of call reports. 


Acquires 2 Publications 
Benn Brothers Ltd., London, 
|England, publisher of trade and 
technical journals, has acquired 
Fire Protection & Accident Pre- 
vention Review and Fire Protec- 
tion Year Book 
Erskine & Co. The October num- 
ber.of Fire Protection will be is- 
sued under the Benn _ imprint, 
with Basil H. Tripp, editor 6f the 
Electrical Trades Directory and 


‘Begins Door Chime Drive 
_ door chimes, has launched a cam- 
paign in business papers, Ameri- 
|can Home, Better Homes & Gar- 
dens and The Saturday Evening 


| Post for its Edwards door knockef 


| chimes. 


‘Appoints Cavender 


*| Kay Cavender, who has been 


|public relations lecturer for Macy 
| stores throughout the country, has 


! | joined the public relations staff of 


through. | 


from Lomax: 


Advertising Age, October 6, 1947 


Used Car Dealers 


Urge Fair Dealing 


St. Louis — Unfair tactics and 


Association here. 


Members of the group were told 


of a proposed drive to inform the 


| 
| 


| 
| 
{ 


‘ 


| 


Edwards & Co., Norwalk, Conn.., | 


public on problems facing dealers 
under present market conditions. 
More than 5,000 women will be| They were asked to do everything 
instructors who’ will] in 
make the “Demo-Calls” on dealer licensing laws and otherwise, to 
Dealers will pay the in- eliminate unfair operators. 

structor for the demonstration and | 


their power, both through 


Unanimously adopted during 


distributors |the meeting was a 10-point pro- 
will credit the dealers upon re-/| gram providing for transfer of na- 


tional headquarters from Wash- 
ington to Detroit; circulation of 
national price-guide books; oppo- 
sition to rationing and price con- 
trol programs, and cooperation 
with the National Safety Council 


drive to force unsafe cars from 


the highways. 


Frye Appoints Two 

Frye & Co., Seattle meat packer, 
has appointed William Adams as 
sales manager and G. S. Easson 


/other Benn publications, as editor. as associate sales manager. 
| i: | 
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opy Preparation \ 


Cut your composition costs to the 
bone, but get just-like-type reproduc- 
tions by using VARI-TYPE service. 
Ideal for presentations, folders, house- 
organs, etc. Perfect for stencil or 
planograph work. Write or phone for 
specimen sheet of type faces and 
quotations. 


Preparation 


|Lewis & Gilman, Philadelphia. She 


will serve as club contact and 7 ee 
women’s relations adviser. 


WE INTERVIEWED SQ 
3,000 FAMILIES FoR YOU 
You need this factuo! consumer analysis to help you accu- 
rately plan your 1948 campaign. Learn where your product 


stands with the consumer as well as competition in the St 
Paul Market. Write for your free copy today! 


It will be helpful if you make your request on your business letterhead 


National Advertising Department 


ST. PAUL DISPATCH-PIONEER PRESS 


St. Paul 1, Minn 


RIDDER-JOHNS INCORPORATED 


342 Madison Ave., New York Wrigley Building, Chicago Penobscot Building. Detroit 


GST. PAUL DISPATCH-PIONEER PRESS# 
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Madison Papers 
Offer Folder on 
Layout Procedure 


Mapison, Wis. — Well-prepared 
newspaper ads do not just “hap- 
pen,” but a folder on “Layout 
Procedure,” prepared by Louis E. 
Heindel, advertising director of 
the Madison Newspapers, is de- 
signed to help make their occur- 
rence more frequent. 

Mr. Heindel, who is chairman 
of the typography and printing re- 
production committee of the News- 
paper Advertising Executives As- 
sociation, has sought to include in 
the brochure hints for advertisers 
which will help improve the typo- 
graphic appearance of newspaper | 
advertising. 

The attractively designed file- 
size folder makes no pretense of 
providing instructions as to how 
ads should look (“You are the 
architect; the composing room, the 
contractor’), but offers pointers 
on the specifications which should 
be included with ads in order to 
achieve the desired effect. 

An insert lists type faces and 
point sizes available at the Wis- 
consin State Journal and the Cap- 
ital Times. The information has 
been offered to all NAEA mem- 
bers with the suggestion that each 
newspaper prepare a_ similar 
folder. 

Copies are available from the 
Newspaper Advertising Service of | 
the Madison papers, 115 S. Carroll 
St., Madison 1. 


Jaques Names Pierce 


Quentin D. Pierce, formerly di- 
rector of sales and advertising of 
Consolidated Royal Chemical Cor- 
poration, has been named sales and 
advertising manager of Jaques | 
Mfg. Company, Chicago, maker | 
of K C Baking Powder and K C'! 
Mason caps and lids. 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 


TODAY 
SOO O22 C8 ea aa er I 
1 Advertising Publications, Inc. 
Div. 922 
1 100 E. Ohio St., Chicago 11, Ill. 
1 Gentlemen: \ 
Please send me —— copies of ‘Successful 


I Sales Training.” Enclosed is $————. 


j Name SaGuah baa nedeunenTeeeik ea beh ee wees 1 
REG Reb iicsishcarctstbenecpiaetvabuares 1 
! Company jebacenees J 
j Address rated es hotere ved siePeahenseenasees iF 
Sere Zone...... Bicieus ! 
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GIVE-AWAY—Leonard W. Glenn, vice-president, and W. A. Cassin, executive 
vice-president and general manager of Central Grocers Cooperative, Chicago 
(at left), exhibit one of the 23 cases of food to be given away each week on 
the new “To You, Milady" series on WGN, Chicago, Central's first major radio 


venture. 


At right are Albert H. Scherb, WGN, and Paul Saliner, narrator on 


the program. 


by the second jewelry publi- 


Schedules Radio Spots 


The Borden Company, 


will break a spot radio campaign 
for Instant Mix (hot chocolate) 


New | starting Oct. 13 in Troy, N. Y., 


York, through Young & Rubicam, ! and Grand Rapids, Mich. 


CFRB Appoints Holden 

Waldo Holden, formerly direc- 
tor of sales of Station CKEY, To- 
ronto, has been appointed sales 
manager of Station CFRB, To- 
ronto. 


McCoy Joins Stewart 

H. A. McCoy, formerly account 
executive of Walker & Downing, 
Pittsburgh, has joined James A. 
Stewart Company, Carnegie, Pa., 
in a similar capacity. 


* *& & & & ONE journal reaches regularly 


Pee 3 


NJ reaches monthly EVERY 
Retail Jewelry store in the 
U.S.A, listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 


cation —a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 


NATIONAL 


CHARTER [ay MEMBER 
CHICAGO * NEW YORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


Because jewelry stores spe~- 


‘quality’ articles exquisitely 
designed for personal or 
home use — durable articles 
representing not only the 
ultimate in artistic design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores. 


A Sales Rule... 


for Shifting Markets! 


Statistics show that the shift in population that was 
speeded by war is continuing after war. That means a 
shift of markets also ... and calls for sales planning to 
meet this situation. Trade Mark Service in the ‘yellow 
pages’ of the telephone directory is of special value under 


For further information, call your local telephone business office 


these conditions. 


When people move, their buying habits may change 
... but it’s a national habit for them to use the ‘yellow 
pages’ for their daily needs. The trade-marks and brand 
names displayed over lists of authorized outlets tell 
shoppers everywhere where they can buy the advertised 


goods they need and want. 


You can buy this Trade Mark Service in the ‘yellow 
pages’ of telephone directories covering the country from 
coast to coast. It will direct people to your outlets in 


thousands of communities. 
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‘Financial World’ 
Best of Industry 
Awards Revealed 


New YorK—Final ratings for 
“best of industry” awards in al- 
most 100 industry classifications 
have been announced by Financial 
World, which this year conducted 
its seventh survey of annual re- 
ports. The study is based on 1946 
annual stockholder reports. 

Gold, silver and bronze “Oscar 
of Industry” trophies will be pre- 
sented for the best all-industry 
reports at a banquet at the Hotel 
Pennsylvania here Oct. 10. Francis 
Adams Truslow, president of the 
New York Curb Exchange, will 
officiate as toastmaster. 

More than 1,000 business and 
industry leaders and advertising 
and public relations executives 
are expected to attend. 


OFFERS ANNUAL 
REPORT FORMULA 


New YorkK—The editorial de- 
velopment division of Charles 
Francis Press, Inc., points out in 
a new booklet, “Opinion-Forming 
Annual Reports,” that increased 
use of annual reports will be man- 
agement’s ‘most important opin- 
ion-forming device for ‘“develop- 
ing public economic literacy and 
intelligent actions in support of 
our capitalistic system.” 

The company presents a formula 
for simplifying the financial re- 
port so that laymen can see, in 
picture and text, the breakdown 
of financial figures, parallelling 
six “basic ingredients” or “costs’’: 
(1) idea, plan and direction (hu- 
man energy) furnished by man- 
agement; (2) efficient manpower 
(human energy) furnished by em- 
ployes; (3) equipment and tools 
of production furnished by stock- 
holders; (4) goods and services 
bought from other business; (5) 
favorable regulation furnished by 
government, and (6) payment for 
all costs of corporate operations, 
furnished by the customer. 


Two Name Meyer Agency 


G. Willard Meyer Company, 
Milwaukee, has been appointed to 
handle the advertising of the Mil- 
waukee Lace Paper Company, 
manufacturer of Milapaco paper 
doilies, place mats, cups and 
other items, and Simplicity Mfg. 
Company, Port Washington, Wis., 
maker of gasoline-powered gar- 
den tractors and attachments. 
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To Launch New Sterling 


International Silver Company, 
Meriden, Conn., will soon intro- 
duce a new sterling flatware pat- 
tern called Northern Lights, the 
first new sterling pattern it has 
offered since 1939. 


Dana Opens New Offices 


Dana Perfumes, Inc., and its 
affiliated company, Consolidated 
Cosmetics, have opened new gen- 
eral offices and showrooms at 430 
N. Michigan Ave., Chicago 11. 


Accepts All Size Ads 


Effective with the October is- 
sue, Transportation Supply News, 
Chicago, will accept advertise- 
ments of all sizes instead of the 
one-ninth and two-ninth page 
on which have been its stand- 
ard. 


New York Agency Moves 


Advertising Ideas, Inc., New 
York, has moved to new and 
larger quarters in the Cadoux 
building, 7 E. 35th St. 


Jacoby Appointed 

Philip J. Jacoby, on the faculty 
at College of the City of New 
York, where he administers a 
sales training course, and recently 


sales development director for 
Muzak Corporation, has joined 
American Direct Mail Company, 
New York, as sales manager. 


KSFH Appoints Hurd 


H. R. Hurd, formerly general 
manager of Station KFJB, Mar- 
shalltown, Ia., has been appointed 
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manager of Station KSFH, San 
Francisco FM outlet, which will 
go on the air this month with a 
power of 15,800 watts ERP. KSFH 
is the first of a proposed string 
of six West Coast FM stations 
which the Pacific Broadcasting 
Company plans to operate. 


Ayer Names McVickar 


Eleanor G. McVickar, formerly 
head of advertising of Dorothy 
Gray Ltd., has joined Harriett 
Hubbard Ayer, New York, as di- 
rector of advertising. 
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FREIGHT OPERATORS rely heavily on the advertising pages of 
Business Week. For example, the Erie Railroad System has 


been a Business Week advertiser for fourteen years. 


Many others in this category have been with us for periods 
up to ten years or more... American Trucking Ass’n, Inc., 
Ass’n of American Railroads, Chesapeake & Ohio R.R., Chi- 
cago, Burlington & Quincy R.R., Great Northern Railway, 
New York Central System, Norfolk & Western Railway, North- 
ern Pacific Railway, Pennsylvania Railroad, Southern Rail- 


way System, Union-Pacific Railroad, United Airlines. 


LOOK AT THE BOX SCORE 


In 1946, under the classification *Freight, Business Week car- 
ried nearly TWICE as many pages of advertising as any other 
general business publication . 


than any general news weekly! 


MORE “PULL” PER DOLLAR 


Per advertising dollar, Business Week reaches more 
Management-men than any other general business or 
general news weekly. 


.. Many more pages 


advertiser 


as manager of the San Francisco 
office of Abbott Kimball Company. 
His future plans have not been 
announced as yet. Blaisdell Gates, 
vice-president in charge of the 
Los Angeles office, will supervise 
the operation of both the San 
Francisco and Los Angeles offices.. 


Laureat Fabrics to Lyon 


S. Duane Lyon, Inc., New York, 
has been named to handle the ad- 
vertising of Laureat Fabrics, Inc., 
New York and Paris. Glass maga- 
zines and local newspapers will 
be used. 


In Cleveland the 
National ~ 
Advertisers’ 
“Market: 
Place is 


SHOPPIN 


WHEREVER YOU FIND IT, 
YOU FIND A MANAGEMENT- 
MAN ...WELL INFORMED 


*Based on Publishers’ Infor- 
mation Bureau analysis of 
1946 advertising. 


~ NEWS 


During the first 6 months of 1947, 

forty-nine national accounts 

placed 56,583 lines of advertis- 
ing in Shopping News —the 

twice-a-week, home-delivered 

buyers’ guide for 270,882 

Cleveland families. 

A few of the products advertised 
and sold in the Shopping News 

“market place’ are: 
Birdseye Frosted Foods e Chiffon Soap 
© Climax Cleaner ¢ Creamettes ¢ Drom- 
edary Dates e Dromedary Mix e John- 

son Glo-Coat e Keyspray e Posts Tens 

e Kool-Aid ¢ Lux e Maxwell House 

Coffee Minute Potatoes @ Perk  Rin- 

soe Robin Hood Flour « Lucky Strike 

© Postum e Salada Tea e Wheatena 

© Sutho Suds e Posts Corn Toasties. 


5309 HAMILTON 
LEVELAND 14, OHIO 


_ Represented aathoaulle 


JAMES A. COVENEY COMPANY 
501 FIFTH AVE. ~ NEW YORK 17, W.Y. 
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THE medium covering 
the new $100,000,000 
business and industrial 
photographic market 


Our brochure will give you all the 
. send for it today. 


details . . 


eee 
(BOLAND & BOYCE INC., PUBLISHERS ) 


460 Bloomfield Ave., Montclair 4, N. J. 
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Walgreen Presents 
Local Mat Service 


Cuicaco—A new mat service 
designed to adjust each Walgreen 
drug store’s ad campaign to its 
individual market highlighted a 
recent district managers’ meeting 
here. 

Local store managers will 
henceforth be able to combine the 
regular mat service with the new 
replacement mats to achieve mar- 
ket flexibility and increased ad- 
vertising efficiency. 

President C. R. Walgreen Jr. 
told the 135 delegates that the 
drug chain’s sales for this fiscal 
year will set an all-time record. 
With reference to increased avail- 
ability of merchandise during the 


coming year, especially in the 
popular price bracket, he pre- 
dicted even greater sales during 
1948. 


Carries Color Borden Ad 

On Sept. 23, the Chicago milk 
division of the Borden Company 
ran a full-page, full-color ad in 
the Chicago Tribune, the first 
newsprint color advertising car- 
ried by the Tribune since 1943. 
Young & Rubicam, Chicago, is the 
agency. 


Joins Personnel Agency 

Porter Caruthers has joined 
Larry Terzian in the Collegiate 
Personnel Service, New York, 
placement specialist in the adver- 
tising, publishing, marketing, 
sales promotion and public rela- 
tions fields. 


‘McCall’s editors 
know how to implant 
these mental pictures 
that so compellingly 
influence the shopping 
expeditions of women 
in 3,600,000 homes. 


McCall’s Magazine, Adv. Dept., 
444 Madison Ave., New York 22 


When a woman shops 

for gleaming modern 
appliances to lighten 

her household tasks... 
her mind goes far beyond 
chrome and glass, 
thermostatic controls 

and automatic switches... 
because, you see 


She has a picture 

in her mind... 

a dual picture of 

more delicious meals 
and of precious minutes 
saved for leisure use 

out of her busy day... 
both inspired by 


her favorite magazine. 


Advertising Age, October 6, 1947 


Britain Leads in 


Video Programs, 
BBC Chief Says 


New YorkK — Maurice Gorham, 
BBC television chief, thinks Eng- 
land is ahead of the United States 
in video programming, but he is 
much impressed with the postwar 
television equipment he has seen 
in the U. S. 
England, which began telecast- 
ing in 1936, now beams an aver- 
age of 28 hours weekly through 
the BBC station in Alexandra Pal- 
ace, outside London. Most of this 
is live studio entertainment. It 
is this experience, gained through 
the presentation of at least two 
dramas weekly since the station 
resumed postwar operations, that 
gives his country the edge in pro- 
gramming, Mr. Gorham believes. 
In the United States on a holi- 
day, the BBC video official has 
been observing television opera- 
tions here. ‘ 


Video Sets Snapped Up 


He said the most recent avail- 
able figure of 21,300 television 
licenses for Britain is probably 
low. Sets—which cost from 52 
to 128 pounds (present exchange 
rate is $4)—are sold as fast as 
they reach the market. 

Currently Great Britain — with 
no sponsors to help foot the bill— 
spends approximately 1,000,000 
pounds annually on _ television. 
BBC plans a network of six sta- 
tions to be connected by micro- 
wave. Equipment shortages are 
delaying the opening of the first 
of the new outlets in Birmingham. 

Although television was being 
shown in some British theaters be- 
fore the war, there are no movie 
houses carrying video now, he 
said. This phase of television is 
somewhat “confused at the mo- 
ment,’ Mr. Gorham stated, “be- 
cause of statements attributed to 
Mr. Rank.” 

J. Arthur Rank, British movie 
magnate, reportedly ordered a siz- 
able amount of television equip- 
ment during his recent visit to 
America and was quoted in the 
press as saying—soon after he re- 
turned home—that he would be 
ready to show video soon in his 
theaters. 


Appoints Johnson 

Harold A. Johnson, formerly 
sales manager of the St. Louis 
division of Purex Corporation, has 
been appointed general sales man- 
ager of the Southwest Food Prod- 
ucts Company, Long Beach, Cal., 
manufacturer of Dude Ranch 
brand preserves, jellies, syrup and 
apple butter. 


Van Auken Joins Bercker 


John Van Auken, formerly de- 
signer and layout artist for E. F. 
Schmidt Company, has _ joined 
Frank H. Bercker, Milwaukee ad- 
vertising art counsel, to specialize 
in layout and design. 
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35 DE WITT STREET, BEAVER FALLS, W. . 


cost. Write 
low your 


REE ua op hae ei ea pee Ph oD oe ED ae ute fice oe oie : Bet Seo eal ES ENO Ta Ale. rao amie ee memes Ree : 5 ae 
JONES SI gage Pee eee Nong gee a Br ci n ai epee A nie i de fa a CN Ge eee ot, eR ee ee 
aye Tee ere seal as Sehr aes ee" ms bela Be PAE See ern Mckee 5 a Ree Te ee ee is hen Naa cr 
28 ' 
| ee | 
: 1 
ee a | | 
; = ~A | 
ee | 
a > aa 
F | 
‘ a) 
aN e |e 
’ HG 1 %.../ aa 
“a Pe ei. Hy 
~ hl 4 4 : “ i , 
a a4 
——- aa ie . 
_ , 94 a : | 
a oe # ok! ; 
SS 
| 
| 
ONS SE Eta cl EE ear ET 
— a . . : ; ‘ ¥ P va rl a.) ee a, . 
nes ae ; , si a” wren 
zs ge a " . ia nar ose oman . 
ny” ei . i © A : ae W 
ie _ : as a pA 
7% = ‘ay % a Bh : 7 pS 
nh (a4. Foie sHO 
' ver ¥ ae & ‘a oa “ats Be * a ae eae 
" ; ve xs ' ie > — Ao © ; i ‘oe a 5 
j ries ‘ q Pam. . we fe a a 
: — ~_ { 4 io Bt Se ae fi . | ; oe : y a _ 
es ae _ ES PES 7 ‘ " “§ : a | 
i: 1. Sa a de te . = i i | wes ' oa a | 
= 4 Be: gy eae ees ae he 4 a “ = te a : Hig Bue i‘. \ . “ie ut % | 
Po = ag a. Maleate: GS by Ty ie eS ees | HN SSS , = 
‘a . “theo ca [ as Z aa sd he eer a 1 il A. is tian 4 . | 
a F j ~ , iow o | 
a ee a | 
“ pa  aneiee ie ) (% = a | 
ts me 5 ee de oa on eect 4 ; ; % wl ve « ‘s Brig cs: | 
Ao SNL oa | — 
ae ae Se eee : aii j a rH As | 
en seein \ csshemmle bell - HE 
pay r ieee te wen “f i Ss RE 
. : eS F 
| ae , A TU 
. grjsdvdires ie IN pic yy 
Jes i fe E 3 ; N 
a 7 co \\ <7 ER MI 
ae e-  e ‘ eal 0 itt Ree me er" 8 — 
“2% é ie baer ; 7 ” . ? oii? a a) siemens 
, =) " = k i . . ne ° ae te ¥ i calla a ‘we Me. re a 
=z ee 
s Lo — ™ Ba rl 
3 *3 , : “3 . e . ‘ . : es ‘ oe a —_ . 
ek i gio. ie icze anes 4 2 aed 
 .-- aes > er 
bs i Rs ce Sad 20 oe - it - sa es aie os : 
ee — ae ae - Cees 
ee ee es woe * : a 
mee ee is OO em —. he 
ee pe aes Se. a ee eh) , i 7 Meee 
<a et RK $ . Ree eae ar : . bed 7 oe 
oo iat acon |e OM 
Pied eee mes ae oe : 
| ts La | 
ae, ae oe _ my wf PO ab : ye ; . 
“a Fae oe aa i 
c=. > * , ] RVE 
> ia. “ae J PROTECT AND PRESE 
oe _/'. . ie Le _ your saris 
i , A . gi “ ta) % a r iA ; work e pHoT 
ere gai ’ de ART HOTOSTATS . PROOFS " 
es ge Ps S) pit CARDS + RECOR 
E : Ane oe a r . PRESENTATIONS ° ” 
a A F , a oe b> ie i. * \ +e] f val a % : ; —_ . dali . Save 
eB e ~~» WI z 7, ge 
a... . oe ae 4 * : A - 
¥ v- aay al _ \ v : OB | 
. Me , ; . ne a as ij “a , ‘ is nn ; 
| 
‘ 1 


> ad- 
alize 


MICHIGAN’S GREATEST 


ADVERTISING MEDIUM 


©. B. $. 


THE GOODWILL STATION, 


G. A. RICHARDS 


Pres. 


HARRY WISMER 
Asst. to the Pres. 


jit 


50,000 WATTS 


Represented by 
PETRY 


IN C., risher soo. DETROIT 


OWEN F. URIDGE 
V. P. and Gen. Mgr. 
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Sales Federation 


Starts Expansion; 
Opens NY Offices 


Program Will Stress 
Selling in Economy 
and as a Career 


New YorK—The National Fed- 
eration of Sales Executives on 
Oct. 1 formally transferred its 
headquarters from St. Louis to the 
Hotel Shelton, New York, and 
embarked on an ambitious ex- 
pansion program under President 
Gene Flack, Sunshine Biscuits, 
Inc., Long Island City, and Robert 
A. Whitney, who has been named 
executive director succeeding 
George Marklin of St. Louis. 

The program will emphasize 
the importance (1) of selling in 
the national economy and (2) of 
selling as a career. 

With appointment of several 
new committees, the federation 
will expand its services, Mr. Whit- 
ney said, to the profession of sell- 
ing, to the club administrations, 
and the sales executive members. 


Five Clubs Join Group 


At the same time he announced 
that in the past month five clubs 
have joined NFSE: the Baltimore 
Sales Executives Council; Eastern 
New York Federation of Sales Ex- 
ecutives, Albany; Elmira Area 
Sales Executive Club, Elmira, 
N. Y.; Sales Executives Club of 
Quincy, Ill., and Utah Association 
of Sales Executives, Salt Lake 
City. 

The federation now embraces 
75 clubs with estimated member- 
ship of 8,000, representing about 
2,000,000 salesmen. Included are 
eight clubs in Canada and one in 
Mexico City. Membership in- 
quiries have come from other 
countries, including Argentina 
and India, Mr. Whitney said. An 
international director would be 
appointed for each five foreign 
clubs that join. NFSE works with 
the Incorporated British Sales 
Managers Association but is not 
affiliated with it. 


CED Units Invited 


Among the nuclei of prospective 
member clubs are the local organ- 
izations sponsored during the war 
by the Committee for Economic 
Development. Committee chair- 
men appointed include Herbert 
Metz, Graybar Electric Company, 
New York, and Philip Salisbury, 
Sales Management, on “selling 
selling”; Harrison Matthews, Elec- 
tron Equipment Corporation, Los 
Angeles, and Art Hood, Vance 
Publishing Company, Chicago, 


4 CHICAGO 
NEW YORK 
LOS ANGELES 


who have begun a campaign to 
include courses on “selling as a 
career” in schools and colleges; 
Alfred Schindler, St. Louis sales 
consultant, legislative; J. C. Asp- 
ley, Dartnell Corporation, Chicago, 
CED cooperation; George Rumage, 
Young America, New York, work 
with Junior Achievement groups, 
and Paul Heyneman, San Fran- 
cisco sales counsel, employment 
standards, including a “salesmen’s 
creed.” 

Arthur H. (Red) Motley, pub- 


lisher of Parade, New York, heads 
a committee to supervise a na- 
tional essay contest among high 
school students on “The Value of 
Selling in the American Econ- 
omy,” and Prof. Albert Haring, 
University of Indiana, and Art 
Hood, Chicago, head a liaison com- 
mittee with other business groups. 


Poetzinger Directs Service 


A new service on a sales film 
bureau and index for club ad- 
ministrations will be directed by 


Floyd Poetzinger of Poetzinger & 
Decker, Chicago, and a new 
speakers’ bureau committee by 
Loring Hammond, Moe Brothers, 
Milwaukee. 

Royden Barbour, Saturday 
Night Publishing Company, To- 
ronto, is club administration 
chairman; George Jones Jr., Ser- 
vel, Inc., Evansville, Ind., awards 
chairman, and James’ Walsh, 
Chamber of Commerce, Boston, 
club programs chairman. 

Frank Mansfield, Sylvania Elec- 
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tric Products, New York, will 
supervise a study on salesmen’s 
compensation; Brooks Smeeton, 
Notre Dame University, South 
Bend, Ind., an educational survey 
in connection with the “careers” 
program, and G. H. McGreevy, 
Textileather Corporation, Toledo, 
hotel and travel. 

Mr. McGreevy’s committee has 
met already with representatives 
of the American Hotel Associa- 
tion in an effort to get better 
service for salesmen. It was 


1. As every advertiser knows, there are upwards of 
40 million families in this country. Through the use of 
enough media, it is possible to reach all these families at 
one time. But as every advertiser also knows, this would 


not mean all would buy. Why? 


What makes a 


(A Question Advertisers have been trying to Answer for Years) 


2. Is it a matter of buying power? Buying power is im- 
portant—but it is not enough. It has to be backed by buy- 
ing desire or it is useless. And—as every advertiser knows 
— it was not necessarily the wealthy who bought the 


first radios, the first electric refrigerators. 


3. For the answer, watch any really new product come 
on the market. A dishwasher. Television. A home freezer. 
At first, most people—regardless of income—are cautious. 
They want to “wait and see.” They prefer to have some- 
body else do the pioneering. 


4. So new products move slowly until the early-buy- 
ers spread the word. These people who start buying waves 
are generally the intellectually curious—the folks whose 
hunger for facts and ability to assimilate information 


cause them to seek and try the newest and best products. 
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pointed out that 80% of hotel 
guests stop only one night a year 
and spend at hotels less than 
$10. Salesmen, of course, are big- 
ger customers. 

On the other hand, the federa- 
tion will suggest to members that 
they hold company sales and 
other conferences at hotels in the 
period from Friday afternoon to 
Sunday night when the business 
of many hotels is relatively light. 

The legislative program under 
Mr. Schindler, former Assistant 


Secretary of Commerce, will be 
carried on both at the national 
and local levels. An _ industrial 
relations chairman will be ap- 
pointed soon. 


Making Surveys 


Currently, Mr. Whitney said, 
the federation is launching a sur- 
vey among member companies to 
chart the “route” to the top taken 
by their major executives and to 
ascertain the proportion of com- 
pany heads who followed the sales 


route at least part of the way. 

Another survey currently in the 
NFSE mill is on the use of sales 
training material. It will be made 
first in the New York City area. 

Throughout the entire program 
the federation intends to empha- 
size that “each salesman main- 
tains 33 jobs” of other workers, 
and that adequate training, stimu- 
lation and compensation of sales- 
men are vital to the maintenance 
of the national economy. 

NFSE intends to work more 


closely with other groups, includ- 
ing the CED, American Manage- 
ment Association and Association 
of National Advertisers. It has 
just joined the National Industrial 
Conference Board. 

Robert E. Hughes, of the New 
York headquarters staff, has be- 
come editor of the monthly ‘“Fed- 
eration News.” 


Appoints Dr. Franzen 
City College School of Business 
and Civic Administration, New 


person 


~~ ‘Yn 


5. You don’t need special copy to intrigue the people 
who read SCIENCE Illustrated. But you can feed them 
more facts about your product and keep them more interested 
than you can just a general type of audience. In short, if 
you’re looking for sales, don’t overlook SCIENCF Illus- 
trated. Have you seen the latest issue? 


On Sale Now At All Newsstands— 29 


Science 


want to buy? 


ui 


TOTAL CIRCULATION: 
485,000 


GUARANTEED: 400,000 


NEWSSTAND: 35% 


A QUICK SUMMARY OF FACTS 


READERS PER COPY: 2.6 
COLLEGE EDUCATED: 52% 


TOTAL MONTHLY AUDIENCE: 
1,000,000 plus 


of 50%) 


A McGraw-Hill Publication 


£ 
£ 


READERSHIP BY SEX: 
62% men—38% women 


HOME-OW NERS: 58% 


LIFE INSURANCE 
OWNERS: 91% 
(Against a national average 


C 


* Ulustrated * 


CIRCULATION SOON OVER 500,000! 


31 


York, has appointed Raymond 
Franzen, consultant in market re- 
search, to teach classes in market 
research and advanced market- 
ing. Dr. Franzen recently received 
an award from the American Mar- 
keting Association for “outstand- 
ing a accomplishment in market- 


ing 


NBC Promotes McFadyen 


Robert McFadyen, with the net- 
work since 1939, has been named 
research associate in charge of 
the management division of NBC’s 
research department in New York. 
He replaces John Coleman, who 
resigned to join General Foods 
Corporation. At the same time, 
Howard Gardner was appointed 
research associate for the ratings 
division and Willard Zurflieh re- 
search assistant in the circulation 
division. ; 


In Horse 
Racing 


means: Win, 
Place, Show 


But IN DALLAS 
—FORT WORTH 


Ne 


STATION 


WFAA 
FREQUENCIES 
820 - 570 


NETWORKS 
NBC - ABC and 
Texas Quality 


@ It’s as easy as 1-2-3 to 
SELL the DaLLas-FortT 
WortH MarRKET with 


WFAA 


radio service of the 
Dallas Morning News 


Represented Nationally by 
Epwarp Petry & Co., INc. 
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think about 


On the left you see LIFE’s former audience plus its new 
readers—total readers now, 26,000,000. 


On the right you see, reading from top to bottom, The 
Saturday Evening Post’s former audience, plus its new 
readers, plus Collier’s former audience, plus its new 
readers—total audience of the two combined, 24,850,000. 


These figures, which show LIFE has more readers than 
Post and Collier’s combined, are from report No. 8 and 
the forthcoming report No. 9 of the Continuing Study 
of Magazine Audiences. 

Further weekly magazine audience statistics, includ- 
ing regional, state, and local figures, are being sent to 
interested advertisers and their agencies as they be- 
come available. 


NOW 26 MILLION READERS EVERY WEEK 
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Price Maintenance 
Costly, Retiring 
Economist Warns 


Potential Demand 
for Goods Reduced, 
Col. England Says 


WASHINGTON — Few men know 
so many facts about the growth 
of the American industrial econ- 
omy as Col. William H. England, 
who retired last week after 
40 years as a 
top government 


economist. 
Since June 6, 
1908, when he 


became a special 
agent of the old 
Bureau of Cor- 
porations, en- 
gaged in devel- 
oping “Teddy” 
Roosevelt’s _his- 
toric anti - trust 
assault on Stand- 
ard Oil, Colonel England has been 
in the thick of the fight for “free 
markets and free competition.” 

A member of the original FTC 


Col. W. H. England 


staff, his investigations cover 
grain, utilities, motor vehicles, 
steel, aluminum, pipelines, agri- 


cultural machinery, lumber, bread 
—to name but a few. 

As FTC’s chief economist, Col. 
England had a tendency to judge 
each new fact against a burning 
conviction that “the basis of all 
economic progress is our ability 
and willingness to pass on to con- 
sumers savings from reduced pro- 


duction and distribution costs.” 


Reduce Potential Demand | 
On retiring last week, Colonel | 
England told ADVERTISING AGE | 
that one of the most dangerous, 
elements in the current meee | 
situation is the unwillingness of | 
most business to pass these savings | 
on to consumers while the present | 
seller’s market exists. 

“When buyers pay more than 
the fair price, they are deprived 
of the opportunity to buy other 
things that they need and want. 
Potential demand is reduced, and 
the day of serious adjustment is 
brought closer.” 

Since 1939, Colonel England has 


a . 
REACH THE 


Active 
HALF 


It’s the active, buying 


half of Cincinnati that || 
reads The Post. Number || 
of families reached?57%! |. 
Get the facts on this | 
profitable market now. 


incinnati 
Post 


CINCINNATI 2, OHIO 


_ 


sponsored a series of compre- 
hensive studies of distribution 
costs, including a special survey 
of advertising as a cost in nearly 
100 different lines. 

He has long been a foe of retail 
price maintenance, arguing that 
the public is entitled to the bene- 
fits of competition all down the 
line—competition among retailers 
as well as among producers. 


Hits Prewar Views 


Col. England is fearful that too 
much of today’s business planning 
is in terms of prewar markets. 
Asserting that business’ today 
needs “men with imagination, not 
men with hindsight,’ he recalls 
that it once seemed fantastic to 


talk of an economy with 60,000,- 
000 jobs. ‘“‘We have such an econ- 
omy today, yet many business 
leaders talk in terms of 1939, 
when we had a great deal of un- 
employment,” he adds. 

One of the most important cur- 
rent needs, Colonel England be- 
lieves, is “an exhaustive” eco- 
nomic and engineering study of 
the steel industry from ore to pig 
and fabricated steel. 

“For national defense, if no 
other reasons, we ought to know 
whether our steel capacity is ade- 
quate, and whether the industry 
faces a geographic relocation.” 

Like others of today’s top gov- 
ernment economists, Colonel Eng- 
land is worrying about “admin- 


istered prices’—situations in 
which companies exert sufficient 
economic power so that they can 
dictate the price for their com- 
modity. 


Says Public Action Needed 


He feels “someone” must exert 
some power over these “dominat- 
ing” corporations in behalf of the 
public. “They must not be per- 
mitted to increase or decrease 
their production to maintain their 
price,” he declared. “They ought 
to be required to produce so long 
as they can obtain a price ‘equal 
to a competitive price.’ ” 

Despite the increasing problem 
of “price leaders” in various in- 
dustries, Colonel England is sat- 


= 
i. 
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isfied that the public has bene- 
fited from anti-trust activities 
during the 40 years he has been 
watching the economy. 

With the dissolution of Standard 
Oil in 1911, many new firms were 
able to enter that industry. Where 
one firm controlled 85% of the 
refining capacity in 1911, it takes 
more than 20 firms to account for 
that percentage of today’s oil in- 
dustry. “The price of gasoline, 
despite taxes, is only half of what 
it was 20 years ago,” he points 
out. 


Lauds FTC Investigation | 


Colonel England considers FTC’s 
utility investigation from 1928 to 
1935 “one of the greatest public 
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services ever performed by a gov- 
ernment agency.” 

From it came the Securities and 
Exchange Act, the Natural Gas 
Act, the Federal Power Act and 
other legislation which tightened 
capital organization to eliminate 
wasteful practices which entered 
utility rate making. 

“T know of no other commodity 
whose cost to the consumer has so 
steadily declined,” said Colonel 
England of electric rates. “These 
lower rates opened the way for 
appliances—refrigerators, washing 
machines, fans—labor saving 
equipment for the housewife, and 
job creating opportunities for 
business.” 

Colonel England agrees that “a 


Lnew awareness of its social re- 
sponsibilities” on the part of busi- 
ness has done much to alleviate 
some of the conditions which 
might otherwise lead to legislative 
remedies. 


Recalls IH Price Policy 


He refers proudly to Interna- 
tional Harvester’s efforts to hold 
prices of farm machinery, despite 
the temptation of the seller’s mar- 
ket. “Following FTC’s investiga- 
tion of farm machinery prices, we 


farmers $40,000,000 in the next 
three years. And these prices held 
through most of the war. 

“T think International Harvester 
will benefit in the long run from 
the good will that will accrue from 
its policy.” 

At 71 he has no definite plans 
for the future, other “than to re- 
main interested in public ques- 
tions’”—of which there are still a 
good many these days. 


Universal Pix Moves 


had some frank talks with Inter- 
national Harvester in 1936,” he 
recalls. 

“Shortly afterward, they volun- 
tarily announced price reductions 
and policy changes which saved 


Universal Pictures Company, 
New York, has moved to its new 
headquarters in the Universal Pic- 
tures building, 445 Park Ave. 
United World Films also _ has 
moved to that address. 


J. David Stern 
to Buy ‘Seattle 


Star’ Facilities 


SEATTLE—J. David Stern, for- 
merly publisher of the Philadel- 
phia Record, has banked “a sub- 
stantial sum of earnest money” 
toward purchase of the plant and 
equipment of the recently sus- 
pended Seattle Star, according to 
Howard W. Parish, Star publisher. 

Negotiations for the purchase 
will be completed Oct. 13, Mr. 
Parish said. 

Mr. Stern’s son, David Stern ITI, 
negotiated last summer for pur- 
chase of the Star through Sheldon 


RAILROAD 


ME. 


UNION PACIFIC 


Go Pullman 


THE MAGAZINE OF 
NEWS SIGNIFICANCE 


a @ Scan these pages. What do all these names have 
in commonP 


They’ re railroads, yes—and railway services. They’re 
all part of the steel web spun out of man’s desire for 
greener pastures . .. the lure of distance .. . the 
urge to carry his wares to a2 new market place. 


But these names are here for another reason, too. 
They are companies with vision. Vision to see the 
value of selling the ‘‘top 700,000”’ first. For they all 
consistently advertise in Newsweek. 


And no matter what your line—be it household 
equipment, securities, food, or whatever—you can 
profit by their experience. And that is: It pays to 
reach the ‘“‘top 700,000’’ American families first. 


For these are the people with buying power. These are 
the pace-setters . . . the people others follow. And these 
are the people who regularly turn to Newsweek for its 
unique, three-dimensional treatment of the news. 


For Newsweek—and only Newsweek—tells you what 
happened, why it happened, and what’s likely 
to happen next. 


Now, knowing the past, present, and future of the news 
is important. But it’s doubly important to these 
“top 700,000’ —including the greatest concentration of 
leaders in business, industry, and government! 


The moral is obvious. In the coming competitive 
slugfest, every advertising dollar must work. And every 
penny of every dollar works when you advertise in 
Newsweek and sell the ‘‘top 700,000"’ first! 
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F. Sackett of Coos Bay, Ore., who 
held an option on the paper. When 
the option expired, the Seattle 
Times, only other afternoon paper 
in the city, purchased the Star’s 
newsprint contract and subscrip- 
tion lists, and took over most of 
its comics and syndicated features 
(AA, Aug. 18). 


Signs ‘Land of Lost 

Bosco Company, New York, for 
Bosco milk amplifier, has signed 
as sponsor of “Land of the Lost,” 
children’s fantasy program for- 
merly heard from 1943 to 1945 on 
ABC. It will return to the air 
Oct. 11, and will be heard Satur- 
days at 11:30-12 a.m., EST, over 
ABC. McCann-Erickson is agency 
for Bosco. 


WMaAL-TV Names ABC 


The spot sales department of 
American Broadcasting Company 
has been appointed national rep- 
resentative for the Washington 
Star’s television station, WMAL- 
TV, Washington, D. C. American 
also represents the Star’s AM out- 
let, WMAL. 


The : Best Buy ‘in 
Central lowa 


KSO 


The station 
People LISTEN to 
in a market 
Where They BUY 


* 


Write for availabilities 

on KSO... the station 

that SELLS lowa’s 
TOP market 
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Woods to BNF Board 

Mark Woods, president of Amer- 
ican Broadcasting Company, has 
been elected to the board of di- 
rectors of Brand Names Founda- 
tion, New York. 


An Advertisement About an 
October 


20 Advertisement 


In two weeks this or an 
adjacent page will carry 
an announcement about 
the ‘“‘WEALTHIEST AND 
MOST-INFLUENTIAL 
MARKET OF ALL,” under 
the heading ‘Sell the 
People who Influence 95,- 
000,000 Buyers Weekly.” 
Whatever your product or 
service, we believe you'll 
be interested in reading 
this advertisement. Please 
rs put a note on your memo 

pad to do so, in two weeks. 


And, Thank You for Looking! 


| 


Members to Elect 
Two New Audit 
Bureau Directors 


Cuicaco— Two new directors 
representing the business paper 
division of the Audit Bureau of 
Circulations will be elected at the 
annual meeting to be held here 
Oct. 16-17. This results from the 
simultaneous retirement from the 
board of Kingsley L. Rice, Power 
Plant Engineering, whose two-year 
term expires, and Howard Ehrlich, 
McGraw - Hill Publishing Com- 
pany, New York, whose retirement 
from the publishing business 
leaves one year of his two-year 
term unfilled. 

Mr. Rice, whose publication has 
been succeeded by two magazines 
which will be circulated on a 
controlled basis, probably will be 
succeeded by P. M. Fahrendorf, 
publisher of Department Store 
Economist and Jewelers’ Circular- 
Keystone, New York, Chilton pub- 
lications. James H. Blackburn Jr., 


circulation director of McGraw- 
Hill, is expected to be elected to 
_serve the unexpired portion of 
| Mr. Ehrlich’s term. 

| Since the ABC was established 
in 1914, one of the directors has 
traditionally been a western busi- 
ness publisher, but it is reported 
that no candidates from this area 
have been offered as successors to 
Mr. Rice. 


Campbell Joins Parsons 


Murray Campbell, recently with 
Hazard Advertising Corporation, 
New York, and before that an as- 
sociate editor of Fortune, has 
joined the New York staff of Dud- 
ley L. Parsons Company, public 
relations counsel. In addition to 
serving general public relations 
accounts, Mr. Campbell will spe- 
cialize in public relations books. 


Spectrome Appoints 

Spectrome Company, New York 
manufacturer of highlite Canvo 
board and sketch tablets, has ap- 
pointed Hanson, Gerber & Shaw 
Advertising Agency, Inc., New 
York. 


Pricing Factors 


for More Profits 
Told by Hillman 


| New York — Six steps to take 
|the “guesstimating” out of pricing 
|policies to insure maximum 
profits were cited recently by 
Murray Hillman, research direc- 
tor, American Management Coun- 
sel Company, before the New 
York chapter, American Market- 
ing Association. 

These steps, he said, include: 

“1. Determine how important a 
role price plays in the sale of your 
product. 
| “2. Use the by-product of this 
analysis for managerial guidance 
and direction in the expenditure 
of energy and effort for sales max- 
imization. 

“3. Segregate the market into 
significant sectors and determine 


Day by day, 


the popularity curve of the set-up box is rising far above that of 
all other competitive packages. Attractively designed, the set-up box 


FOR 


INFORMATION OR 


XS, 
MVitts 


commands more attention at point of sale. Rigid and durable, it 


assures your product greater protection from your plant to 


the consumer's home. Then too, its compactness facilitates handling, 


shipping and storage. With a versatility not possessed by any 
other package, this container is economical too, offering you 


more for your money. Make the set-up box an important part 


of your plans for ’48 and watch your sales curve rise. 


AND COOPERATING SUPPLIERS 
Liberty Trust Building, 


NATIONAL PAPER BOX MANUFACTURERS 


Philadelphia 7, Penn. 


SERVICE ® CONSULT YOUR NEAREST SET-UP BOX MANUFACTURER 
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'empirically the demand elasticity 
|of each market segment. 


Three Techniques Available 


“4. In the empirical determina- 
tion of the requisite demand 
curves try to employ all three 
techniques: The controlled ex- 
perimental, questionnaire, and 
published data methods. 

“5. Construct an empirical cost 
curve from internal records. 

“6. Combine empirical cost 
curve with empirical demand 
curve for maximum profit.” 

“Price engineering,” Mr. Hill- 
man explained, “is now possible 
for most large or medium size 
business organizations.” Before 
engaging in it, however, he added, 
a company should determine the 
relative importance of price in 
determining the sales volume of 
the product. 

Among factors influencing sales 
volume are basic market require- 
ments for product; price; promo- 
tional dollars spent; size and qual- 
ity of sales force; size and quality 
of special market for which prod- 
uct is intended; income level of 
prospects; degree and nature of 
competition; competitive differ- 
ences in product, and psycholo- 
gical and sociological factors. 


Tells of Recent Study 


| Mr. Hillman cited findings in a 
|study his organization has just 
completed for a large eastern 
manufacturer. . 

“In the process of reconstruct- 
ing ‘demand’ for the base period 
(prior to 1940)” it was shown that 
“three self-determining factors 
accounted for 98% of the varia- 
tion in sales of the company’s 
products. These were: (1) dollars 
spent on promotional activity; (2) 
number of papers published in in- 
dustrial literature, and (3) num- 
ber of salesmen assigned to pro- 
mote the line.” 

By substituting estimated values 
for these three activities into a 
demand - estimating equation, a 
sales estimate was reached which 
“almost coincided with actual 
sales for the year 1941. 


Can Budget Ahead 


“The same demand - estimating 
equation proves extremely valu- 
able in budgeting for any future 
year. Through its continued use, 
the management of this company 
can determine in advance the net 
effect of varying amounts of ex- 
penditures for advertising, and for 
sales-force enlargement, etc., upon 
its sales without having to make 
a commitment and then observe 
the performance.” 

“Although business in general 
has recognized the importance of 
the relationship between price and 
volume,” he emphasized that its 
efforts in this direction have been 
essentially “intuitive.” 

“Business has contented itself 
with a price system which has re- 
sulted in reasonable profits and 
losses as differentiated from maxi- 
mum profits and minimum losses,” 
he said. 


Names L. W. Mercer 


L. W. Mercer, vice-president of 
the Square D Company, Milwau- 
kee, has been named general sales 
manager in charge of the com- 
pany’s reorganized sales depart- 
ment. 


* YOUR DIRECT MAIL* 


the day you want it 
the way you want it 


e@ee 
Direct Mail Specialists 
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®@ Multigraphing @ Mimeographing 
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@ Addressograph Lists 
@ Varityper Composition 


CALDWELL 
LETTER SERVICE 


8 WEST ONTARIO STREET 
{re 8154 Chicago 
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Philadelphia facts-1947 | 


What’s in It? 


A detailed study of buying habits, ownership of appliances, consumer 


brand preference and dealer distribution in the following fields: 


FOODS COSMETICS AND TOILETRIES 


SOAPS : ELECTRICAL APPLIANCES 
DRUGS HOMES AND EQUIPMENT 
AUTOMOTIVE TOBACCO PRODUCTS 


IN PHILADELPHIA—NEARLY EVERYBODY 


Tix SECOND annual analysis of consumer 
preferences in the Philadelphia market is 
ready for distribution. This 1947 study is * 
an even more up-to-date comparison than 
last year’s report on what they’re buying in 
America’s third largest market — and where 
they’re buying it. 


It is a fact-crammed, scientific, detailed 
survey of buying habits. It supplies accurate 
figures on preferences among more than 
4000 brands of products — from baby foods 
to spark plugs, from washing machines to 
baked beans and cosmetics. If you are sell- 
ing or planning to sell consumer goods in 
this market, you will find the book full of 
information you can get nowhere else. 


Interviewers personally called on over 
5000 families from the seven great sales 
areas of the market in the preparation of 
the report. More than 140 questions were 
answered on the brands of grocery, drug 
and other household products Philadel- 
phians buy or own. 


Nowhere in the country has such a 
detailed consumer study been made of a 
market as large as this. It is free to adver- 
tisers or advertising agencies. Just use your 
business letterhead. Address: Advertising 
Department, The Evening Bulletin, Phila- 
delphia 5, Pa. Ask for “‘The Evening 
Bulletin 1947 Consumer Analysis of the 
Philadelphia Market.” 


Other Markets 


Consumer Analysis Market Surveys are 
now available from nine other markets, 
in addition to Philadelphia. They are 
standardized in every way, so that ac- 
curate comparisons can be made. This 
standardization of procedure further 
enhances the value of the reports for 
manufacturers and agencies. 


READS THE BULLETIN 
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‘Wholesalers Are 
in a Precarious 
Position: Reed 


WASHINGTON — Vergil D. Reed, 
associate director of research of 
J. Walter Thompson Company, 
told the Women’s Advertising 
Club here last week that the 
“evolution” in distribution now 
under way is “so rapid and far 
reaching” that only the “excel- 
lent” will prosper. 

Wholesalers as a class “are not 
in an enviable position,” accord- 
ing to Dr. Reed. “In spite of the 
fact that their absolute dollar vol- 
ume has kept up—increasing in 
fact—the wholesaler’s share of 
the total volume moving from 
manufacturer to consumer has 
decreased in most goods, and de- 
creased greatly in many.” 

Chain stores, supermarkets, mail 
order houses, industrial com- 
missaries, department store syn- 
dicates and retail-owned coop- 
erative wholesalers have taken 
business away from the conven- 
tional wholesaler, by-passing him 
to deal direct with the manufac- 
turer, Dr. Reed explained. 


Can Wholesalers Adapt? 


“How far this trend continues 
depends upon the  wholesaler’s 
ability to adapt himself to new 
conditions and new competitors. 
When they had to do so, many 
conventional grocery wholesalers 
found they could streamline their 
operations and compete success- 
fully with retailer-owned coop- 
eratives. 

“If these conventional whole- 
salers can perform the wholesale 
functions cheaper than anyone 
else and still make a profit, they 
will survive and thrive. If they 
cannot, there is no place in a com- 
petitive free enterprise system for 
them.” 

Dr. Reed sees an increase in the 
number of manufacturers’ sales 
branches, “even to the extent of 
competing with their own dis- 
tributors and selling direct to re- 
tailers.”’ 

The population trend to the 
suburbs of big cities makes it 
possible for manufacturers to 
“skim the cream off the market” 
with a few strategically located 


gOINT-OF-saLe 


Showm 


Spaulding 1600 ts 


branches, where the line is suffi- 
ciently broad and the market con- 
centrated, he explained. 


Unhappy Picture 


Agents and brokers “are faced 
with a particularly unhappy pic- 
ture in most lines of trade,” Dr. 
Reed prophesied. Except for a 
“boom” in new products during 
the next year or two, he predicted 
the agent will “find it hard to sur- 
vive.” 

Turning to retailing, he noted 


| the most definite trends toward ; sumer selling will continue to 
self-service, a breakdown of old | claim about the “same size slices 
| Store classifications, and increased | of a larger retail pie.” He re- 
/use of vending machines. /ported that increased costs and 
“The days of presents, bribes! sales taxes “have killed the five- 
and tips for retailers and their | and-ten - cent - trade, mortally 
clerks for the privilege of buying wounded the twenty-five cent 
are over,” he said. Better selec-| trade, and made bad dents in the 
tion, training and supervision of | dollar linés.” 
employes is a widespread need. | 


Rapid turnover will be a “must.” | Searching for Better Margins 


Dr. Reed believes chains, inde-| 
pendents, department stores, con- 
|}Sumer co-ops .and direct-to-con- 


The limited-price variety store | 
has already shortened its name to | 
variety store. 


“Variety stores sell | 
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j merchandise in which mass sales 


at popular prices can be made, 
but popular prices change with 
the times and purchasing power of 
dollars.” 

In discussing the breakdown of 
traditional store classifications, he 
reported “‘the search for merchan- 
dise with better margins is causing 
new goods to appear in strange 
places. 

“The rule seems to be ‘If you 
can find any new product you 
think you can handle, grab it be- 
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fore a competitive outlet does.’ ” 
Over half the total drug store 
sales are non-drug merchandise, 
ranging from lunches to alarm 
clocks, electrical appliances and 


. glassware. 


Druggists Seek Stopper 


“Strangely enough,” he con- 
tinued, “druggists in some areas 
are trying to get discriminatory 
legislation passed forbidding 
supermarkets, department stores 
and grocery stores from selling 


drug and proprietary items. Con- 
sistency, thou art a jewel.” 

Over half our grocery stores are 
carrying such items as aspirin, 
tooth brushes, shaving cream, 
sanitary napkins, stationery, razor 
blades, light bulbs and furniture 
polish. Filling stations and ga- 
rages run the gamut from soft 
drinks and candy to fertilizer and 
lawn mowers. 

With 60% of food sales already 
being made through supermarkets 
and super-ettes, Dr. Reed esti- 


Reread 4 


|mated, these stores, both 
_pendent and chain, will continue | 
| to grow. 

| Specializing originally in stand- 
‘ard brand packaged groceries, they 
are now selling frozen foods, cos- 
metics, proprietary products, 
meats and many other items. Some 
operate their own bakeries, candy 
factories and doughnut machines. 
Many rent food lockers. Others 
operate lunch counters and soda 
‘fountains. “Less than a third of 


| the business of some of these mar- 


inde- | kets is now in the lines which they 


originally specialized in handling.” 
Super-ettes carry as many as 
3,000 items. 

Dr. Reed predicted that with 
increased volume of manufactured 
goods, the number of stores will 
quickly equal and then exceed 
prewar numbers, except for 
chains, which are turning to 
larger units. 

He sees difficult times ahead for 
some retailers who enjoyed war- 
time prosperity. “Some have 


Prevails Again... 


I. started three years ago. With little capital and lots of pluck, 


Mrs. Gertrude Crawford, of Mattoon, Illinois, launched a new business 


in her home. She made a few pairs of infants’ shoes, which she sold to 


fine stores by mail. 


And the stores demanded more. 


Mrs. Crawford 


enlisted the aid of her sister, Mrs. Helen Scott, in an effort to keep up 


with the ever-increasing demand. 


Last year, these enterprising women headed a business that 


turned out tiny shoes worth $350,009 —at wholesale. Today, with 


70 employees, they operate a plant producing 2,000 pairs of infants’ 


shoes per day. And they are getting set for further expansion to meet 


a demand that’s still increasing! 


story” in the old tradition. 


Here we have a modern “success 


We, at Chilton, feel that such pioneering—accomplished without 


the dole, without government help—should be cheered by all enthu- 


siastic Americans, because Mrs. Crawford and Mrs. Scott have proved 


that given resourceful men and women, opportunity still exists to 


create more and more jobs. 


CHILTON COMPANY (inc.) 
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PHILADELPHIA 39, PA. 
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bought or are buying real estate 
at prices which will prove bur- 
densome, and in some cases, ruin- 
ous, as strenuous competition and 
a buyer’s market takes over,” Dr. 
Reed said. “Others have burdened 
themselves with long-term leases 
at rentals that are entirely too 
high. Cash positions need to be 
strong and inventories ‘clean’ to 
weather the ‘shake out’ period 
which has already begun.” 

Reporting signs of intensive re- 
tailer competition “already evi- 
dent,” Dr. Reed said price pro- 
motions and special sales are com- 
ing back “with a vengeance.” 

“Syndicates and department 
stores are already establishing 
buying limits, pushing slow goods 
out of inventory, cancelling orders 
for over-due and poor quality 
merchandise, and stressing the bet- , 
ter known branded merchandise,” 
he said. 


Joins Footwear Creators 


Harry R. Snyder has been ap- 
pointed sales manager of Foot- 
wear Creators, Inc., Boston. 


Kits: Pats. Pend. 


These convenient Kits are con- 
stant reminders of the service 
you perform or the product 
you manufacture ... and they 
are so handy that your pros- 
pects, customers and workers 
will keep them. They contain . 
useful tools for making repairs 
around the home, office, farm 
and automobile as well as 
building and hobby- 
crafting. Tools are of high- 


model 


grade alloy steel. Handles are 
of bright red, durable plastic. 
housed in the 


hollow handle for convenience 


All tools are 


| —and individually packed for 
use as a gift. Handles can be 
imprinted .. . with your name 

or trade mark . . . at nominal 
cost. For complete information 
. write for descriptive litera- 


ture. 


Over 44 Years in Business 


STANDARD PRESSED 


JENKINTOWN, PA. Box 


STEEL CO. 
LT0 | 


ne a” 
ee , = . 
les : 5 f x ee 
de, ae : 
ith ‘i 
of os. te 
he ae 
in- ee i“ 
ing es 
ige 
you 
you 
pe- 
eal er—“(t;isCSCSCSCisSES 
TE TTT RT a a a Le Ly TS LE RET 
a ———— ee ae 
| Vy LA the ) AN IDEAL &@ 
WY 4 . oe 
AL? = P 9 = see Panes 
ye i kA io, 
€ 4 o ad ° i ‘ 
Ss “s | ee : | sachs | 
eee ear: D ‘ ge 
= eo 
a : = sain 
| ! 
| a | Bali: OME — i" 
‘a flossy 
$ F . ssid . 
il interchangeable tools Bie 
a aoe ee Bes, 
>> — rare , : * : eo Sarr eee 
en: als'alaiain' 
f i ? 
es §=— ee j, Ail te | | q 
} | 
: | | a 
ee — 
| be ge 
| ee | a 
CHILTON a 
: * f oa Po ie 
ee. = 
— . , 
—_———— 


THE BOWLER’S MAGAZINE 


IN THE 1-3 POCKET 2ucey Fime! / 


Over 37,000 circulation, in- |/ 
cluding 25,000 league and 2515 
city association officials. The only 
magazine with 100% coverage of 
- E\. 5336 certified Bowling establishments. 

oe Bowling market, wide open after 

four years, produces $291 ,000,- 

00 annually—three times as much 
as pro baseball. 


.. Write for our latest rate card today 


e Official Publication of 
0 WH, Vi AMERICAN BOWLING CONGRESS 
.2200 NORTH THIRD STREET 


MILWAUKEE 12, WISCONSIN 


Trip to Holland 
Lure You? Tune 
‘Heart's Desire’ 


Los ANGELES—Couples whose 
‘“Heart’s Desire” is an air trip to 
Holland will have a chance to win 


J | just that on the noonday Philip 


| Morris radio show. 

Listeners have until Wednesday 
to tell Ben Alexander, emcee of 
the Mutual program, in writing 
“Why I would like a trip to Hol- 
|land.” The winning letter will be 
| selected by the “Heart’s Desire” 
studio audience. 

The promotion stunt is a coop- 
erative venture involving MBS, 
KLM Royal Dutch Airlines, which 
will furnish free transportation, 


and Universal-International Pic- 
tures, which takes this opportun- 
ity to publicize “The Exile.” 

Just what the connection is be- 
tween the movie and a 10-day, 
expense-paid trip to Holland isn’t 
made clear. 


Appoints Earle Selby 


Earle H. Selby, formerly vice- 
president in charge of sales and 
a member of the board of direc- 
tors, executive committee, and ad- 
vertising plans board of American 
Home Foods, Inc., has been named 
general sales and advertising di- 
rector of Carr-Consolidated Bis- 
cuit Company, Wilkes-Barre, Pa. 
He succeeds Harry F. Phares, 
who has resigned to devote his 
time to personal interests, but con- 
tinues as a director of the com- 
pany. 


The Touchy Question... and the 


AWE NEN mma WN ome 
one — Mn wa ity 


It all started about six months ago, when we decided 
to do a reader study. We felt that if we knew more about 
our readers and their business activities, we’d be in 
a better position to continue the kind of editorial serv- 
ice that has already made RetatLinc America’s No. 1 
home furnishings business paper. And so we carefully 
worked up a questionnaire, tested it several times for 
accuracy, and then mailed a copy to every RETAILING 
subscriber . . . 22,708 of them. Then we sat back, and 
waited. We didn’t have to wait long. 

Our research people told us that 
with a questionnaire of this type 
which asks 27 questions—includ- 


ing one on the touchy subject of 


sales volume—we’d be lucky to get 
the normal 10% to 15% response. Consequently, we 
were ready to settle for 2,500 answered questionnaires. 

When the first thousand questionnaires came back 
to us—all completely and carefully answered—we were 


encouraged. When the second thousand arrived, we 


ee 


_BETARLENG AMERICA’S NO. 1 


OLR empemmemensges: cate ape tae 


Dect 


1% 


response! 


were pleased. When the third thou- 
sand came in—with still no signs 
of a let-up—we were delighted. 
Making the most of a good thing, 


we repeated our request to sub- 
scribers who had not yet answered the questionnaire 
to please do so. And the replies kept right on coming 
in. Four thousand, five thousand, eight, ten . . .. and 
still they came! By the time the last returned ques- 
tionnaire was counted, the weary mailman had de- 
livered well over 13,000 of them! ‘ 

No wonder our Circulation Manager’s eyes popped! 
“A 61% response!” he gasped. “Why, that’s one of the 
highest rates of response a reader survey has ever been 
based on. Don’t know when I’ve heard of one based on 
a return even close to that!” 

And so, we were excited. Actually, we shouldn’t have 
been. For RETAILING’s vast reader response is a matter 
of record. Ask the more than 1,200 RETAILING adver- 
tisers who are spending more money in RETAILING 
than in the other 8 home furnishings business papers 
combined. Ask the 56% of them who are using RETAIL- 
ING exclusively to cover the huge home furnishings and 


department store markets, And if 


you want still more proof, ask us. 
We have lots of it. Rerartinc HoME 
FurNisHINGs, a Fairchild Publica- 
tion, 8 E. 13th Street, N. Y. 3, N. Y. 
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Science Monthly 
Sold: Munn Ends 
Publishing Career 


New YorK—The Sciences, Inc., 
a newly organized publishing firm 
whose financial backers are re- 
ported to include several of Amer- 
ica’s wealthiest men, has _ pur- 
chased Scientific American, 102- 
year-old monthly magazine, from 
Orson D. Munn, publisher and 
editor, whose family has owned 
the publication for a century. 

Financial backers of the new 
company are said to include Ger- 
ard Swope, former president of 
General Electric Company; John 
Hay Whitney, New York sports- 
man, and Lessing J. Rosenwald, 
Philadelphia industrialist and 
philanthropist. Mr. Munn will re- 
tire from the publishing business 
to devote full time to the patent 
law practice of the firm of Munn, 
Liddy & Glaccum, but will remain 
an investor in Scientific American. 

The new publishing firm plans 
to convert Scientific American into 
a new magazine of the sciences— 
to occupy a place between the 
technical and professional jour- 
nals of limited circulation and 
science reporting in general maga- 
zines. It will be under direction 
of two former science editors of 
Life. Gerald Piel, 32-year-old son 
of William Piel, chairman of the 
board of the Piel Brothers brew- 
ery, will be editor and publisher, 
assisted by Dennis Flanagan, 28, 
who will be head of the editorial 
staff as managing editor. 


Seeks Wider Circulation 


For the time being, Scientific 
American will continue publica- 
tion without major change, with 
the first issue of the new maga- 
zine to appear early next year. 
It will remain at 50 cents a copy 
and $5 a year. Outlining the ob- 
jectives of the new magazine, Mr. 
Piel said that it will seek to 
achieve a minimum circulation of 
100,000 readers as compared with 
the present 40,000, to be drawn 
from managerial, professional and 
scientific groups. The new com- 
pany originally had planned to 
launch a wholly new magazine 
when Scientific American became 
available for purchase, he said. 

The board of directors of Sci- 
ences, Inc., as yet incomplete, in- 
cludes I. M. Scott, son-in-law of 
Mr. Rosenwald; Leo Gottlieb, legal 
counsel, and Nathan W. Levin, a 
financial counselor. 


Radio Company Formed 


Philharmonic-Chicago, Inc., has 
been formed in Chicago to as- 
semble a wide line of radio and 
radio-phonograph sets under the 
name Philharmonic. David Krech- 
man, president, and G. S. Krech- 
man, vice-president, are also of- 
ficers of Jackson Industries, Chi- 
cago radio cabinet maker. Sales 
will be direct to dealers. No ad- 
vertising is planned. 


Vinton Printers Strike 


Publication of the Cedar Vailey 
Times, Vinton, Ia., was suspended 
Sept. 27 when 10 printers failed to 
report for work. The printers, 
who are not unionized, asked for 
a 10% raise, double the increase 
offered by the daily. 


BEGINNER'S LUCK ? 


Yo! Auy amateur cau set 


FOTOTYPE 


letters in each line are quickly as- 
aligned 


i Available in transparent or opaque 
letters. This ad set with Fototype in just 
25 minutes! WRITE FOR FREE CATALOG. 
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1415 ROSCOE ST., CHICAGO 13 
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WEATHER 


Fair and continued cool 
today and tonight. Fair 
and slightly warmer to- 
morrow... 
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great spectacle was viewed 
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the largest crowd drat 


eptember 16, 


1947 
Tunney fig ht 


The glorious Mummers’ Frolic, sponsored by the Philadelphia DAILY NEWS, held the rapt attention of this huge 
crowd of 72,000 enthusiasts at Municipal stadium. For the first time in 50 years all the legendary pageantry of the 


under mild skies and comfortable conditions. Wave upon wave of applause greeted the 


who marched in the show. This view of the happy throng was taken from the south side of stadium.— (Staff Photo) 
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Big New Eureka 
Campaign Heavy — 
on ‘Hard Selling’ 


BLOOMINGTON, ILL.—Backed by 
full-color bleed spreads in na- 
tional magazines, full-page news- 
paper ads, a salesmen’s prize con- 
test and a full quota of merchan- 
dising aids, Eureka division of 
Eureka Williams Corporation has 
launched aé=e greatly expanded, 
competition - conscious campaign 
for its products. 

The drive got off in startling 
fashion when the company placed 
three one-column, 33-line ads in 
The Saturday Evening Post Sept. 
20 urging readers to see the open- 
ing spread in the Sept. 22 Life 
(AA, Sept. 29). The stunt will be 
repeated in November when small 
ads in Life will call attention to a 
SEP spread. 

The campaign will support the 
full line of Eureka products. Fea- 
tured in magazine ads will be the 
Eureka “Complete Home Cleaning 
System,” a combination of Eureka 
upright and tank-type cleaners, 
plus a full set of tools for cellar- 
to-attic cleaning. A _ strip tech- 
nique will be used in ads promot- 
ing the Eureka Cordless electric 
iron and the division’s new Dispos- 
O-Matic waste disposal unit. 


Stress Free Home Trial 


Full-page newspaper ads will 
appear in key markets. Besides 
carrying dealer listings, they will 
include a free home trial offer on 
the vacuum cleaners. The first of 
these ran yesterday in the Chicago 
Tribune. 

In addition, the newspaper ads 
stress a “SysteMAGIC” store dem- 
onstration to be offered by all de- 
partment stores and other dealers 
handling the Eureka line. All ma- 
terials for the demonstrations are 
provided by the company in 
single compact cardboard cyl- 
inders. 

To give distributors’ and deal- 
ers’ salesmen an added incentive, 
Eureka has begun conducting its 
first postwar merchandise prize 
contest. Prize catalogs have al- 
ready been mailed to salesmen. 
Eureka also offers jobbers the al- 
ternative of using incentive points 
earned by their dealers to stage 


EMPIRE 

HAS 

THE 
PRESCRIPTION 
FOR 

NEON 
HEADACHES — 


Before you set your budget 
or place your order for 


secant aD 


New Year’s Eve parties for their 
selling staffs. 

The account is handled by Cas- 
ler, Hempstead & Hanford, Roches- 
ter agency which recently opened 
a Chicago office to handle the ac- 
count. 


Moves Ad Department 


The advertising department of 
Townmotor Corporation has been 
moved from 1028 Society for Sav- 
ings building to 1226 E. 152nd St., 
Cleveland 10. 


Rigid-Tex Ups McArdle 


William J. McArdle, general 
sales manager, has been elected 
vice-president and general sales 
manager of Rigid-Tex Corpora- 
‘tion, Buffalo, producer of rigidized 
;}and bonded metals. 


Brill Quits Celotex 

Richard Brill has resigned as 
director of public relations of 
Celotex Corporation in New York 
to go into business for himself as 


a public relations consultant. 


College Group 
Endorses Code; 
Suggests Change 


New YorK—W hile endorsing 
the new Standards of Practices 
code enacted by the NAB board 
at its recent meeting, the Inter- 
collegiate Broadcasting System 
has added its voice to the many 
others raised in objection to the 
ban on dramatization of contro- 
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versial issues. 

IBS—composed of some 68 sta- 
tions on the air and authorized at 
leading American universities — 
particularly lauded the broadcast- 
ers for including a prohibition 
against derision of any person be- 
cause of race, creed, color or na- 
tional origin. ; 

At the same time, however, the 
collegiate broadcasters disagreed 
with the NAB board as to the ad- 
visibility of outlawing drama as 
a medium for controversial sub- 


point of sale, Dealer's iden- 
tification, or any other type 
Neon Advertising get the 
facts about Empire's One 
service facilities. 


For further information contact 


EMPIRE NEON 


INCORPORATED 


General Offices, Savannah, Georgia 


Your FARM Magazine List Is Not Comple 
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jects, pointing out that their sta- 
tions present such issues in dra- 
matic form—but always unspon- 
sored—as an aid to public com- 
prehension. 


Appoints Barber V.P. 


Howard B. Barber, formerly 
manager of the appliance divisions 
of Montgomery Ward & Co., has 
been appointed vice-president in 
charge of sales and merchandis- 
ing of Brunswick-Balke-Collender 
Company, Chicago. 


Buys Tickometer 


Pitney - Bowes, Inc., Stamford, 
Conn., manufacturer of postage 
meters and mailing machines, has 
purchased the Tickometer Com- 
pany, Cleveland, maker of count- 
ing and imprinting machines. 


Biklen Joins F&S&R 


Paul F. Biklen, formerly adver- 
tising manager of Pennsylvania 
Rubber Company, has joined the 
copy staff of Fuller & Smith & 
Ross, New York. 


British Dailies, 
‘Radio Times’ Hit 
Circulation Peaks 


Lonpon—Net circulation figures 
for British newspapers for the 
first six months this year show 
that the Daily Express and Mirror 
continue as by far the widest read 
in Britain on weekdays and the 
News of the World on Sunday. 

The Express leads dailies with a | 


sb 


circulation of 3,749,376 and the 
Mirror ranks second with 3,490,- 
327. Two other dailies have 2,- 
000,000-plus sales—the Herald 
with 2,095,940 and the Mail with 
2,016,398. Other national dailies 
are: News Chronicle, 1,578,737; 
Telegraph, over 1,000,000, and 
Times, 271,255. 

New circulation records have 
been set by all Sunday newspa- 
pers. These include: News of the 
World, 7,725,425; The People, 4,- 
625,594; Sunday Pictorial, 3,754,- 


| SAYS 
BILLIONAIRE 


BIDDY 


To market—by truck. Back to the farm with feed, equip- 


ment and other supplies—by truck. Chores of all kinds 


—by truck. That’s all in a day’s work on the poultry farm. 


So it’s only natural that makers of trucks, tires and other 


automotive equipment find the poultry farm market so 


profitably responsive. Especially that segment of half-a- 


million leading poultry raisers who are partial to brands 


advertised in their favorite ‘‘business”’ magazine— Poultry 


Tribune. Do they know about yours? Watt Publishing 
Co., Mount Morris, III. 


Chicago: Peck & Billingslea 
New York: Billingslea & Ficke 
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Y 500,000 
/ Circulation 
A.B.C. 
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984; Sunday Express, 2,521,142, 
and Sunday Dispatch, 1,933,898. 
Provincial paper circulation fig- 
ures show: Liverpool Echo, 369,- 
443; Glasgow Evening Times, 
322,499, and Yorkshire Evening 
Post, 245,097. 

Radio Times, in the magazine 
field, has reached a circulation of 
6,212,490, about a fifth over its 
1946 total. 


WCBS Adds Kools 
and General Foods 


Brown & Williamson Tobacco 
Corporation, through Batten, Bar- 
ton, Durstine & Osborn, will spon- 
sor a sports resume program fol- 
lowing Saturday football broad- 
casts this fall over WCBS, New 
York. Kool cigarets will be ad- 
vertised on the show, which will 
vary in length depending on the 
run of the play-by-play account 
of games. 

General Foods Corporation, 
through Young & Rubicam, has 
signed for participation in the 
early morning Arthur Godfrey 
program on WCBS, Monday 
through Friday, 6-7:45 a.m. 


ALL PEN FINDS 
WNAX nas 
PLENTY on 

the ball... 


10,407 ONE DOLLAR 
ORDERS FROM SIXTEEN 
15-MINUTE PROGRAMS 


@ On Sixteen 15-minute pro- 
grams WNAX received a total 
of 10,607 orders at $1.00 each 
for Ball Point Pen, or an aver- 
age of 663 orders per each |5- 
minute program. Cost per or- 


der 9 9/10 cents. 


Offer was 
schedule for a period of five 
weeks using the "Billy Dean 
Show," "Sunday Get-to-Gether 
Show'' and "Bohemian Band." 


on a_ staggered 


Affiliated With 
The American Broadcasting Co. WNAX 
is available with KRNT and WMT as 
the Mid-States Group. Ask the Katz 
Agency for rates. 
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Economic Machine Speeds Up | months earlier. 


- Despite Lower Buying Power 
WASHINGTON—With all the talk 

of buyer resistance, it is well to 

remember that the American 


economy is still gathering momen- | 
tum as it enters the fall season.) 


Industrial employment points to 
new labor shortages. Commerce 
Department’s adjusted index of 


personal income rests at the an-| 
‘the labor force with housewives | 
cempared with $190 billion three | 


nual rate of $197 billion in July, 


By STANLEY E. COHEN, Washington Editor 


| the 


Fall recovery stems in part from 
the apparel industry, which has) 
been off as much as 30% during | 
spring. Construction, wiih | 


| clothing 
prices passed the 1920 peak, and| drive. Paul M. O’Leary, former 
passed a point 50% over old OPA) OPA rationing chief, wrote in the 
Wholesale 


Nevertheless, 


at the retailjthe chances of feeding Europe 
level business is running hard) with the proceeds of a voluntary 


against the fact that buying power food conservation campaign. But 
is shrinking. After advancing only men who have administered con- 
3% between January and July, | trols in the past feel time does not 


| 


food prices were up 5% between permit anything better this winter 
July and September. As rent and/|and hope for substantial success 


ceilings. 
double 1939. 


resumed 


their 


prices are 


climb, 


‘from a well-executed voluntary 


| Washington Post that effective 
rationing would take six months 


While the results vary by in- to organize—and then only if 
dustry, retail sales generally are | trained OPA personnel can be re- 


: “only fractionally above last year, | 
2,000,000 well paid workers, is| when prices were lower. 


Omi- 


assembled, industry quickly or- 


ganized, a field staff provided— 


running a third ahead of last! nously, department store sales for and heckling ended. 


year. In all, employment is over August and early September were | 
of unem- 2% below a year ago, running be-| 


60,000,000. The poll 
ployed has dwindled below 2,000,- | 
000, indicating a need to bolster | 


and other retired war workers. 


low seasonal 


trends. 
*% be oe 


ok 


7 


Unless the International Typo- 
graphical Union changes its tune, 
the dispute over wage contracts 


From everywhere in the coun- | for printers may become a test 


try come skeptical reports about case for the new labor board. 


a 


- Hato 


A.A.A.A. * WASHINGTON SURVEY 


REVEALS THAT: 


WASHINGTON 4, 


WiTM SUNDAY MORNING EDITION 


D.C... 


The Evening Star 


in th Meloni piel 


Daily and Sunday in Washington, D. C. 
You Reach More Homes with The Star 
Than You Reach with Any Other Paper 


HOMES 


The Survey showed an estimated 330,800 homes in 
the ABC City Zone and 54,800 homes in the ABC 


Retail Trading Zone: 


a total of 385,600 homes. 


you reach 


—more men 


t other paper. 


FACTS NO. 1, 2, 3, 4, 5, AND 6 TO REMEMBER 
ABOUT THE WASHINGTON MARKET : 


Daily & Sunday in Washington, D. C.. 


—more people 
—more people with money to spend 
‘iii —more women 


—more heads of families 
—more home: 


with The Star than you reach with any 


*© 


we F » 
hes . 
be 
4 
rs , 


SUNDAY 


91.1% 


STAR 


The Evening Star was reported present in 54.2% of 
the homes — 209,000 of them — on an average week- 
day. The Sunday Star was reported present in 57.7% 
of the homes — 222,500 of them. (In both cases a 
greater percentage of “home coverage” than that of 
any other Washington paper.) 


Note: 


Audit Bureau of Circulations’ re 
show over 80% of the Star’s circulation is 


rts 
ome 


delivered; over 95% of The Star’s circulatign is 
within the City arid Retail Trading Zone. 


1946. American Association of Advertising Agencis 
t 


t « 
4 


Represented nationally by { 


DAN A. CARROLL, 110 E. 42nd’ST., NEW YORK CITY; 
THE JOHN £. LUTZ CO., TRIBUNE TOWER, CHICAGO 


| $10,000,000 
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ITU’s insistence on closed shop 
protection appears to be an un- 
beatable obstacle in negotiations 
at Baltimore and half a dozen 
other cities. 

The U. S. Conciliation Service, 
hearing ITU demands, wants 
nothing to do with the disputes if 
they involve compromises which 
might require publishers to wink 
at provisions of the Taft-Hartley 
Act. 


* % 


Federal money authorities talk 
nervously of trouble ahead. Pres- 
ton Delano, Comptroller of the 
Currency, told state banking com- 
missioners last week that a “severe 
and dangerous” postwar inflation 
is “in full swing.” Federal Re- 
serve Chairman Marriner S. Eccles 
warned of the expiration next 
month of federal control over 
credit. With consumer credit up 
34% over last year, and instal- 
ment credit up 48%, he saw “dis- 
astrous consequences” in any sub- 
stantial expansion of private credit 
at this time. 

% Bo 


% 


* 

Public health service during the 
past 20 months has set up over 
in research projects 
important to many food, drug and 
cosmetic firms. Selected by a com- 
mittee of 250 of the country’s top 
scientists, the studies at 193 uni- 
versities, hospitals, foundations and 
other laboratories deal first with 
venereal disease, cancer and heart 
disease. Nutrition and bio-chem- 
istry are the fourth largest areas 
of investigation. Seven projects 
costing $133,000 are under way 
looking toward prevention and 
cure of common colds and 25 
projects costing $135,000 are au- 
thorized in the dental field. 

oo Bo % 

Post Office Department observed 
the first anniversary of five-cent 
airmail by promising 12-hour air- 
mail service between any two 
metropolitan areas in the country. 
Since five-cent airmail was 


in- 
troduced in October, 1946, the 
average month’s load has_ in- 


creased 33%, reversing the trend 
that had been under way during 
the final months of the eight-cent 
rate. Airmail still needs more cus- 
tomers, if it is to pay its own 
way. 

‘* a a 

Federal Reserve Board finds 
personal holdings of liquid assets 
up 9.7 billions at the end of 1946 
over 1945, with changes largely in 
checking and savings accounts. 
This is a sharp change from the 
| wartime pattern. In the second 
‘half of 1946, currency and U. S. 
securities constituted only 1% of 
‘the increase; in the period from 
December, 1940, to December, 
1945, they accounted for 60% of 
the approximately $100 billion in- 
/erease in individuals’ holdings. 
| Total personal holdings of liquid 
assets stood at $156.9 billion com- 
pared with $45.8 billion in 1939 
-and $55.2 billion at the time of 
the Pearl Harbor attack. 
| * * 

_ Under Secretary of Commerce 
William C. Foster, a successful 
_small business man in private life, 
urged patent lawyers to help pare 
down the backlog of 150,000 un- 

touched applications gathering 
| dust. 

Asserting that the patent system 
is basic to the American industrial 
setup, he warned that costliness 
‘and complicated delays rob it of 
many of its advantages. “With my 
'transfer to temporary member- 
ship in the bureaucracy, I have 
had to abandon the lazy privilege 
of simply throwing stones at the 
machinery and begin to _ think 
about how to improve it,’ said 
Foster in soliciting support. 


Stanley Joins WEAM 


Howard Stanley has resigned as 
director of advertising and sales 
promotion for CBS Radio Sales 
to become assistant general man- 
ager of WEAM, Arlington, Va. 


* 
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“THE GLOVED FIGHT BETWEEN JOHN L. SULLIVAN AND JOHN DONALDSON, AT CINCINNATI, OHIO, DEC, 24, 1886.”* 
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SUNDAY PUNCH Fay 


The “Pay-Off Punch” of any advertising campaign 
might be defined as “the greatest concentrated cov- 
erage in the richest possible market.” 


The Sunday Punch of the FIRST 3 MARKETS GROUP 
reaches 48% of all the families in an area that 
produces 40% of all the U. S. retail sales—and in 
this same area live 36% of all the families of the 
United States. 


This rich market is reached by a combination of 
three powerful newspapers—The New York Sunday 
News. The Chicago Sunday Tribune, and The Phila- 
delphia Sunday Inquirer—with a combined circu- 
lation of over 7.400.000. 


THE GROUP 
WITH THE 


SUNDAY 
PUNCH 


FIRST 3 offers two group combinations, (1) Magazine 
and Picture-Roto, or (2) All Picture-Roto. The first 
combination is made up of Grafic, the magazine sec- 
tion of The Chicago Sunday Tribune, Everybody’s 
Weekly, the magazine section of The Philadelphia 
Sunday Inquirer, and the Picture-Rotogravure sec- 
tion of The New York Sunday News. The second 
group is made up of the Picture-Rotogravure sec- 
tions of all three newspapers. Rotogravure and 
colorgravure reproduction in all sections offers 
maximum package and product identification. 


FIRST 3 offers “the greatest concentrated coverage in 
the richest possible market.” For izore information 
about this pay-off Sunday Punch write or call any 
of the offices listed below. 


PHILADELPHIA SUNDAY INQUIRER 
NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 


Retagnavwnre : Colorgraumre 


' 
© moma 


Courtesy of Bettmann Archive 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4,GArfield 1-8946 
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*From trade paper ads ad- 
dressed to the dealers. 


*"Coupon response from previous 


advertis- 
ing in THIS WEEK has convinced us that 
money invested in this publication 
brings direct results for us and our 
dealers. That's why a great big slice 
of Ocean Spray's 1947 appropriation is 
going in THIS WEEK..." 


— H. Gordon Mann, Sales Manager 
National Cranberry Association 


*"Besides being a leading national maga- 


zine, THIS WEEK is part of your local 
newspaper, where your own advertising 
runs, where your own customers shop, 
where you've seen your own advertising 
dollars pay out in sales." 


— P. Godert, Director of Sales 
U. S. Time Corporation 
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The Sth Cover’s selling 
THIS WEEK 


Se 


to more and more advertisers 


y 


hen THIS WEEK Magazine rings up 


a record sales volume for itself (as it’s do- 


ing this year), you can be sure it’s also 
ringing up record sales for its advertisers. 

For advertisers buy TWM to sell goods. 
The more they buy of it the more goods 
they sell. 


That “5th Cover”’— the Sunday* news- 
paper that this magazine comes wrapped 


in — 1s what makes TWM’s advertising 
columns work overtime for the Sales De- 
partment. For each TWM ad has two great 
media working for it instead of one. 

You get the color, long life, reader in- 
terest of a leading national magazine...One 


of the nation’s biggest magazine audiences: 


over 8% million homes, over 19 million” 


readers, every 4th family in America. 


And then you top that off with an “extra 
ingredient” — the local shopper-and-dealer 
influence of the Sunday newspaper. That’s - 
where your dealers want to see your prod- 
uct, where they can really tie in with it. 
That’s where your customers look for your 


product, when they’re really out to buy. 


This 5th Cover is what your magazine 
advertising needs, now that sales are get- 
ting tougher. 


In fact, this 5th Cover could make any 
national magazine a better salesman for 


your product. 


es WEER_ 


_CMagagine— 


AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News* 
The Cincinnati Enquirer 
Cleveland Plain Dealer 
The Dallas Morning News 


als 
“a 


Saturdays in Chicago. 


Des Moines Sunday Register 

The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 
New York Herald Tribune 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Lovis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 


The Washington Sunday Star 
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ESTS THAT GET RESULTS 


People respond quickly and decisively in the South 
Bend, Indiana market. Tests in “Test Town, U.S.A.” 
are accurate, clear-cut, revealing. There is no competing 
newspaper circulation, negligible outside circulation. 
Tests here are economical, with a milline rate lower 
than national average. “Split runs” at no extra cost. 
Write for free market data book, “Test Town, U.S. A.” 


— Che 
Soulh #end 
— Oribune © 


STORY, BROOKS & FINLEY, INC. - NATIONAL REPRESENTATIVES 


Ve crs CTE eee 


Nielsen Breaks Record 


For the fiscal year ended Aug. 
31, the Nielsen Food-Drug index 
services of A. C. Nielsen Company, 
Chicago, obtained 57 new con- 
tracts, to break all existing sales 
records in the history of the firm. 
Using an index of 1 for sales dur- 
ing the year ending Aug. 31, 1924 
—the company’s first year in busi- 
ness—1947 sales for all Nielsen 
services (including the Nielsen 
Radio Index) stood at 112, com- 
| pared with an index of 85 for the 


|year 1946. 
During the fiscal year just 
ended, full-time personnel in- 


creased to 1,615—an all-time high. 


Adopts New Program 


Standard Outdoor Advertising, 
Inc., announced a new program of 
|service by its operator members 
| following its annual meeting in 
| New York Sept. 16-17. Most of its 
| operators are sold out and plan 
to adopt a new evaluation yard- 
stick for efficiency, which now 
averages 91% in SOAI plants. 
Uniform invoice and location lists, 
/and a uniform program of mer- 
chandising also were adopted. 
| Standard now has 35 members. 


WHY 


Does Hardware Age 
Lead in Voluntary* 
Paid Subscriptions? 


*In fact it is the only wholly vol- 
untary paid circulation in the 


national hardware publication 
field. 


Hardware Age. 


DWRARE 
BAR ACE 


wed Kvery 
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A Chilton Q Publication 


@ Charter Member @® 


100 EAST 42nd STREET e 


HARDWARE AGE 


More than 33,000 hardware retailers, wholesalers, and 
their staffs subscribe voluntarily to Hardware Age. 
86% of these renew their subscriptions. Why? 
Because Hardware Age is the know-how, sell-how 
guide book of the two-billion dollar hardware busi- 
ness. It covers this market 26 times a year with vital 
trade news and sound merchandising advice. It parades 
the greatest array of product information found in 
the entire hardware field. Issue by issue .it’s a com- 
plete, well-balanced unit that saves many readers the 
trouble of looking any further for the facts they need. 
Hardware Age gives hardware men what they want. 
Successful advertisers take advantage of this fact by 
concentrating strong and continuous advertising in 


so 


NEW YORK 17, N. Y. 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 


Advertising Age, October 6, 1947 


Study Shows 21% 
of Tire Dealers 
Market Goodyear 


WASHINGTON — Goodyear tires, 
topping the field, are sold by 
21.3% of the independent tire 
dealers who replied to a recent 
survey conducted by the National 
Association of Independent Tire 
Dealers. 

“What the Independent Tire 
Dealer Sells,” a booklet compila- 
tion of results of the question- 
naire, shows that U. S. tires are 
the second most popular brand 
with 18.8%, and Firestone third 
with 14% of the 1,433 dealer re- 
spondents. 

New tires are sold by 99.4% of 
the dealers, used tires by 90.6%, 
batteries by 87.4%, vulcanizing 
service by 80.9%, spark plugs by 
71.8%, recapping by 71% and tire 
accessories by 62.9%. 

The survey discloses that 45.9% 
of the independents do not sell 

gasoline or motor oil. 


' either 
_Among those who do, however, 
| Standard is the leading brand 


(10.96%), trailed closely by 
Texaco (10.41%) and Socony- 
Vacuum (10%). 


25% Return 


Purpose of the survey was. to 
determine the kinds of merchan- 
'dise and services which inde- 
/pendent tire dealers are selling. 
|The return from the question- 
naires was approximately 25%, a 
| figure which the association says 
checks closely with both total ve- 
hicle registration and its member- 
|ship by states. 

Other products and services sold 
include wheel balancing, lubrica- 
|tion services, radios (47%), heat- 
'ers, toasters, electric irons, auto 
|repairs, brake service, refriger- 
ators (26.9%), phonographs 
| (25.3%), deep freeze units, wheel 
jalignment and phonograph rec- 
ords. 

The published study, obtainable 
|from the association at 631 Penn- 
|sylvania Ave. here, shows the 
| types of products and _ services, 
jand the popularity of the brands 
The study 


bn graphs and charts. 
is planned annually. 


Issues New Study 


| The Committee on Consumer 
|Relations in Advertising, Inc., 420 
| Lexington Ave., New York, has 
| published Part 4 of the “Consum- 
-er-Buyer and Distribution” series, 
which includes lesson 7 (on “Prin- 
ciples of Consumer Buying”) and 
lesson 8 (on “How to Use Con- 
sumer Credit”). Like preceding 
parts, Part 4 sells for 25 cents, or 
'15 cents when 10 or more of any 
/one part are ordered. 


‘Fry Joins FC&B 

| Allan H. Fry, formerly with 
D’Arcy Advertising Company, 
‘New York, as a consultant on 
,Latin American and overseas ad- 
_vertising, has joined the staff of 
| the international division of Foote, 
'Cone & Belding, New York. 


| Younkers Opens Branch 

| Younkers department store, Des 
‘Moines, has opened its third 
|' branch store in Fort Dodge, Ia. 
John Coolidge, with Younkers in 
| Des Moines, has been named man- 
ager of the new store. 


LANTERN SLIDES 


| ? z x ya 3%"x 4” 
f BLACK & WHITE, KODACHROME 


For Presentations _— 
7 les Meetings _ 
Television, etc. 


HAYNES-PROVOST STUDIOS 


EAST 41st ST., NEW YORK 17, N.Y. 
Telephone: LExington 2.5579 ait 


fe: ey i y Si Na tees eee ade Re es Si eae , yaa 7 i# Thee Pee ie : ne a Oa ; A = 5, Hr Hes ete ee: f cM . 
= 48 | | 
F ee 
’ y° 
oe 
Vn t / - —— 
INN Al ae [_ 
Tue 
ers ) . . ~ Fs SOUTH BEND, 
IND. 
‘ a 
og 
Se 
r ee 
i ‘ 
‘oe : 
ey | 
. 
| | . 
a 
: i 
| 
--. | 
= . ‘pliggh te Ce Cgr ite Sven gl Sa Tee 
a ta Se UNA tet cc Seana: Bi See , Ree eee 3) aan 
aii RR. niet ee ai = 5 oe TS ALE Tr eae ge 
— ~ : oot ae ae ey 
eee ea: ae 
= = KS oo 93 ES ae. 
a N — campers x Ty ae A 
hae % wy \\\ \) x (OXd rt ‘ a ee y 
rs 3 \ 4 le 
tes M\ t ax en 5 pon ES OS 
am B+ \ = EQN - ee ae va 
ae “5, % \ \ 2. “ YY _ en Si che on gee al as nae ; 5 
a a ae ONS NN \ WA Pe ee : ri i. mae == ae too il “ KS is ee i 
= a+ \\ XS \N KA . oy) ne Rie 
= ae »\ \ \ CAN — . NN .) \ Fe San eg Te ~ iS Ss 
in ¢ \ \ XN WA SONI d oe oetagt Z» 
: Z \ CRA NS q . } ee 8 or a 
7 = a : = : ¢ \ ’ N SN \ : * ‘. » Ss e: 
ae = S=Sa ¢\ \\ \\ XS N . y f~ : oor Bet) 
3 = - W \ MAGN NN N eee a a Ee 
a Lge ym MN Sa SS ae 
ees == = ; , \ \ AS AA 4 0 S > sees ie a 
Sy BETES - 4 4 i= 4 . : Se Wer eee om Mea 
arth = eS A eae BSSaeAj2#22-=- > Ame an 
ae a ZUZZ———————~—t(C abo Gblem | 
ag SS Se A ee eee ee Se rey Ae ee ant — 
aed ——- oe ae -- ee oS Se a , OA 
ZZ Se i i i eS ae Buy” AZZ 
- Se Sag es FE ES a = ® Whew ee AA ZZ 
Bo See SS BZ OA 
re Ce es SS ee! . eS ee . eo|] AHA EZZZZZZZZ Zaz: 
; re ———— ss Se > a= = a gg Beak alta w., SO OA CAP F7Y PZ Beet a oe ‘ 
in rE a Soe SOP ee — an ee ee |(J_“7—'=-/™ ZZ Pe ee 
— A 2 <= = a of a, a = ean con ees aa; BAA yet a3 te 2 ee pct aes: ————— ee 
= ee ee ee a AP Fag ee [Pe se Is ee oe 
; -  — ee peat (NR Fe PR a i in SF 
_ es je ee = ' ee ee — - ee ee y F 
| | 
a | 
PO See: aE 
| | 
Po : | 
| 
| 
| 
1 | 


, 1947 


= Good Flousekeeping 


co | has retained the services of 


= eAmos Parrish © (Sompany 


“2 as Merchandising 


Pe Consultants 


nm 


57th Street at 8th Avenue, New York 19, N. Y. 
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Spreckels Reporter 
Gives Grocers New 
Merchandising Aids 


SAN FRANcIscO—Western Sugar: 
Refinery and Spreckels) Sugar 
Company, processors of Sea Island 
and Honey Dew sugar, are win- 
ning friends and influencing sales 
among Pacific Coast retail grocers 
with a new merchandising-idea 
dispensing service. 

Conceived by Gene Harrington 
of Harrington, Whitney & Hurst, 
San Francisco, agency for West- 
ern and Spreckels, the campaign | 
consists of reporting to the grocers 
the very latest in successful retail 
sales-boosting schemes. The good 
will generated by this special 
service is depended on to promote 
sales of Sea Island and Spreckels 
sugar and in turn influence the 
dealers’ own merchandising of | 
these items in their stores. 

Starting with the August issues, 
four-page, two-color inserts, “Re-_ 
port from your Spreckels-Sea 
Island Correspondent,” are to run 
monthly in all western retail gro-' 
cery journals. Six times a year 
a 12-page booklet, “Food report 
from your Spreckels-Sea Island 
Correspondent,” will be issued by 
the agency for distribution to all 
West Coast retailers by Spreckels- 
Sea Island sales representatives. 
“Food Report No. 1” has been dis- 
tributed and ‘‘Food Report No. 2” 
is now on the presses. 


Message Explains Program 


A personal message from the 
Spreckels-Sea Island correspond- 
ent appears on all inserts and 
booklets. It explains the entire 
program: 

“Tremendous progress is being 
made throughout the West in re- 
tail merchandising. Many new 
ideas, new methods, successful ex-_ 
periments are growing up—are 
being put to use. I feel that these 
new developments should be made 
known to everyone in the food 
business; should be made known 
to all of you who might benefit 
from the other man’s experience. 
In my travels throughout the West 
I'll be searching for and reporting 
plenty of interesting developments 
which I’ tell you about as I see 
them.” 

The Spreckels-Sea Island cor- 


drgmatine your 
dealer windows 
uith form, 
color, sound 
and motion 


Old King Cole Displays 


IN 
CANTON, OHIO 


Advertising Age, October 6, 1947 


respondent is Ted Wiget, Harring-| checking store traffic patterns of-|available. And it’s people like; Gift Package Returns 


ton, Whitney & Hurst account ex- 


fered by one enterprising grocer |the Spreckels Sugar Company and | 
ecutive. Much of his time is filled | consisted merely of spilling a sack 


Brown - Forman Distillers Cor- 


Western Sugar Refinery repre- | poration, Louisville, is again of- 


with traveling up and down the/|of flour at the main entrance and/jsentatives who are helping us. fering Personalized Old Forester. 


coast gathering the material for 
his reports. 


Retailers Are Enthusiastic 


Initial inserts carried the story 
of the Bellevue food center in 
Seattle. September 
ported on the All-American Mar- 
ket at Newport Beach, Cal. 


cord, Cal., was featured in ‘Food 
Report No. 1.” 
Mr. Wiget told AA that reaction 


among retailers to this new service | 
type of advertising has been more| 


than enthusiastic. “I am met 
everywhere with congratulations 
for Spreckels and Western Sugar 
Refinery in taking this tack in 
sales promotion,” he said. 

Several retailers have already 
volunteered information about 
ideas tried and proved successful, 
to be disseminated by the Spreck- 
els-Sea Island correspondent. One 
simple but unusual scheme for 


|This scheme also presents a per- | 
_fect opportunity to tie in a special| problems. We 


inserts re-. 


The. 
1 Monte supermarket near Con- | 


observing the pattern of tracks. | They help us with our sugar) Each bottle bears a suede label 
problems and with other retail individually imprinted with the 
like those Sea|purchaser’s choice of name, giving 
on flour by having clerks point Island and Spreckels men because | it a personal appeal. Direct mail 
out the special when explaining | they carry out our own philosophy | top teens preter en in every 
the “accident” to curious shoppers. of good service.” state will spearhead the person- 


‘alized advertising campaign. 
Ties In With Radio Fair 


Point-of-sale material, plus in- 
Ronald B. Hayes, merchandising _ struction books for ordering labels, 
manager for Western Sugar and} 


Grinnell Bros. Music House, De- | and order books will be given to 
‘troit, used spreads in Detroit's ‘ealers. 
Feet ee ec eanet atthe daes announcing, ado 


‘and Television Fair.” The com- Blqir Appoints Bassett 
rywhere, among jobbers, sales |, ; ; iy ‘ 
sth i ee gts | pany will award radios and pho Mort Bassett, formerly radio 


representatives and grocers.” -nographs valued at more than $5,- ,. : rou 

Specific mention of Spreckels 000 to the 65 customers who tell | jon mg and rene io 
and Western Sugar and their|why “I Like Music.” Highlights | /CC0" 0 7 Oe snted station service 
products is made only when ap- of the fair will include exhibits | oy aser id Weer Sea alten 
pearing in comments quoted in the | 22d demonstrations of new radio, 


of John Blair & Co., radio station 
reports. For instance, in the ae) Sree broadcasts and | -ooresentative, effective Oct. 1. 
port on the Bellevue food center, , eo 


Don Ramsey and Irv Walker, co- | TV . 

owners, were quoted as vemarke| “so” ; Names Pike 

ol | Lanny Pike, an announcer, has 

=e: ; : /been named staff director of, sales manager of St. Charles Mfg. 
We are doing everything POS- | WTMJ-TV, the Milwaukee Jour- Company, St. Charles, Ill, has 


sible to give our customers the | ngqj’s television station, scheduled been named sales manager, suc- 
best service, the best merchandise | to go on the air Dec. 1. ,ceeding Phillip Mosher. 


Firm Names Played Down 


‘Names R. F. Ekman 


R. F. Ekman, formerly acting 


GREATER ADVERTISING POWER 


through GREATER SERVICE TO THE METALWORKING INDUSTRY 


Alert, 
Iron Age today rapidly accelerates its drive 
to meet the challenge of a new competitive 
era in metalworking. Readers and adver- 
tisers alike profit from the added power 
generated by greater service in six vital and 


co-ordinated publishing functions: 


aggressive, authoritative — The News Reporting 


Coverage of Technical Developments 
¥ Reader Service 

Dynamic Paid Circulation 

Market Research 


Advertising Impact 


The Iron Age answers 
individually more than 500 questions 

a month. Helping bring the buyer and seller 
together is part of this service. One of many 


grateful manufacturers writes: 
ss yanager 
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Milwaukee Candy 
Maker Markets 
New Retail Case 


MILWAUKEE—For the first time 
in its 100-year-old history, the 
Robert A. Jolnston Company is 
selling something besides candy, 
biscuits and other confectioneries. 

The something new is an air 
conditioned case for the retail sale 
of candy. The white enameled 
case is being manufactured by the 
Manitowoc Equipment Works, 
Manitowoc. Johnston placed the 
new unit on the market early this 
year and since has sold approxi- 
mately $1,000,000 worth to John- 
ston distributors in all parts of the 
country. 

The case is based on an idea 
which has already achieved wide 
public acceptance in grocery 
stores—self-service units for dairy 
products, fresh vegetables and 
frozen foods. 

The case is 60 inches long, 56 
inches high and 29% inches deep, 


| with the refrigerator unit and 
| storage space in the base. The up- 
|per display portion, curved like a 
|roll top desk, is shelved and flu- 
orescent lighted. The refrigeration 
/unit circulates air within the case | 
to maintain a constant tempera-_ 
| ture of 68 degrees, affording the 
|candy maximum protection. | 
| Johnston distributors see poten- | 
| tial buyers in the country’s 60,000 
| drug stores as well as cigar stands, 
railroad depots, hotels and depart- | 
ment stores. | 
calcd | 
Rivet-O Launches Drive 
Rivet-O Mfg. Company, Orange, 
Mass., manufacturer of Speed-Mo | 
sponge rubber pads, has started | 
the largest campaign in the com- | 
pany’s history using the theme. 
| “12 ways better.” The campaign , 
|alsu introduces a new trademark) 
| character. 


'CBS Names Bland 


| Lee Bland, formerly supervisor 


"RicuT vou are 


se ally i 
> BEAUTIFULLY comyoteery RiGHTI. «P| 
HARE CRALY j : 


SILVERPLATE SUPER—This four-color spread featuring 20th Century-Fox star 
Jeanne Crain, is scheduled for the Nov. 17 issue of Life by Oneida Ltd., 
Oneida, N. Y., for 1881 Rogers silverplate. The campaign also includes full- 
color pages, including covers, in eight other national magazines. Batten, 


Barton, Durstine & Osborn, New York, is the agency. 


| 
_of network operations and assist-|CBS, has been appointed director | Cincinnati, in 1936 and recently 
ant to Norman Corwin on the lat-- of special events for Columbia. | has assisted in documentary pro- 
ter’s “One World Flight” over He joined the network via WKRC, | ductions. 
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* “A gag,” you say. That's what we thought too, at first. 
But it turned out different. Yes sir, there it was in the morning's 
mail as plain as day. 


The mystifying letter rambled on for two pages with what 
seemed to be double talk. “The problem is this,” it stated. “Find 
a magnitostrictive material which will permit a +0.010 in. ampli- 
tude—a material in which an increase in magnetic flux will cause 
a corresponding increase in elongation, etc. etc.” This was really 
serious. Was The Iron Age reader service department with all its 
vast knowledge, its extensive reference library and its available 
staff of experts going to be stumped by such a simple thing as a 
magnitostrictive transducer? 


It was a challenge to our reputation for, as the recognized au- 
thority among metalworking publications, The Iron Age receives 
and answers every month more than five hundred questions and 
problems. Many of them ask, “How can I produce a whats-it? 
What's the matter with my doos-it? Where can I find Mr. 
Whoos-it?”” And would you believe it, the one question—‘‘What 
company makes widgits and where can I buy them?’”—is asked 
most often. It’s the easiest one to answer too because, you see, more 
manufacturers use more space in The Iron Age to advertise their 
thousands of products than is used by a// manufacturers in any 
other magazine. And because The Iron Age is the market place 
for the metalworking industry it’s easy to see why an advertising 
program in Iron Age is sure to succeed. 


Oh, the magnitostriction transducer was not too tough a prob- 
lem. For details see Iron Age, Feb. 27 issue, “Dear Editor” or if 
you haven't a copy handy and your curiosity must be satisfied, 
don’t bite your nails, just drop a note to The Iron Age. 


Oh my gosh! —a Magnitostriction Transducer 
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Junior Chamber 
Aids Radio Week 


| New York — The outstanding 
high school speaker in the United 
‘States will be chosen as the 
“Voice of Democracy” as a feature 
'of National Radio. Week ~ observ- 
‘+ance Oct. 26-Nov. 1. 

The contest will be sponsored 
by the Junior Chamber of Com- 
merce in cooperation with the 
U. S. Office of Education, Radio 
Manufacturers Association and 
the National Association of Broad- 
casters. 

Other plans for radio week are 
in the making in Cincinnati, where 
the Electrical Association an- 
nounced that it will award prizes 
of $100, $50, and radios for con- 
testants who give the best reason 
for preferring a certain model— ° 
table top, portable, table combina- 
tion, console or chairside—radio. 
Full-page advertisements in the 
Cincinnati Enquirer, Times-Star 
and Post will plug the contest. 


Takes Larger Space 


The Merchandising Groups, or- 
|ganized by Barney Finn (former 
merchandising manager of Life) 
-and Harry Kerr (formerly with 
| Russell W. Allen Company), has 
_moved to larger quarters at 207 
| Coen Ave., New York. The or- 
| ganization concentrates in the re- 
|tail field, covering sales promo- 
| tion, merchandising, sales training 
| and retail research plans and pro- 
|grams, and is supplemented by 
| representatives that cover about 
60 major cities across the country. 


Adds Special Section 

| Traffic World, Chicago, will pub- 
‘lish in the second issue of each 
month a new section on mech- 
-anized freight handling and pack- 
‘aging, starting with the Oct. 11 
issue. Regular advertising rates 
|apply for advertisers in this spe- 
cial section. 


‘New Owner for ‘Deadline 
| Deadline Magazine, formerly 
{owned by Magazine World, New 
| York, is now being published by 
{Sports Publishing Company, Mil- 
/waukee, for the International 
_Council of Industrial Editors. The 
| publication will be issued Nov. 15 
with a redesigned format. 
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Buick, Studebaker 
Preference Gains, 
‘Bee’ Papers Show 


SACRAMENTO—The first annual 
“Consumer Analysis of the Sacra- 
mento, Modesto and Fresno Mar- 
kets” by McClatchy Newspapers 
indicates a postwar decline in de- 
mand here for Ford Motor Com- 
pany’s autos. 

The study made for the Bee 
dailies of the three California 
valley cities is the first “(Consumer 
Analysis” patterned after that of 
the Milwaukee Journal to reveal 
brand ownership and preference 
for automobiles. Others have 
simply queried respondents on 
preference for car colors, whether 
they own or will buy any car, 
etc. 

The McClatchy analysis, which 
covers brand _ preferences for 
groceries, cosmetics, smoking ma- 
terials and home appliances, vaca- 
tion habits and-many other sub- 
jects, contains separate reports for 
each of the three cities. Replies 
to questionnaires were obtained 
from about three out of 100 fam- 
ilies here and in Fresno and from 
five and a half per 100 in Modesto. 


22.8% Own Chevrolets 


The report shows there are 49,- 
158 autos here, 31,312 in Fresno 
and 8,144 in Modesto. Projecting 
the replies, the report shows that 
22% of cars here are Chevrolets, 
12.5% Fords, 12% Plymouths, 
9.6% Dodges, 7.7% Buicks, 7.7% 
Pontiacs, 7.1% Oldsmobiles, etc. 
Chevy leads with 22.9% in Fresno, 
to 17.5% for Ford, while Ford tops 
Chevy in Modesto, 20.7% to 19%. 

A total of the figures for the 
three cities shows 22.8% owning 
Chevrolets, 15.1% owning Fords, 
11.9% owning Plymouths, 9.1% 
owning Dodges, 7.9% Buicks, 6.9% 
Pontiacs, 6% Oldsmobiles, 3.8% 
DeSotos, 3% Studebakers, 3% 
Chryslers, 2% Packards, 2%, Hud- 
sons, 1.4% Mercurys, 1.9% Nashes 
and about 3% owning 11 other 
makes. 

The answers indicate that 25,574 
intend to buy new cars this year. 
Of those planning to buy, 19.1% 
intend to get a Chevy, 14.6% a 
Buick, 6.7% a Pontiac and 3.6% 
an Oldsmobile, or 44% buying 
General Motors models; 7.5% will 
get a Dodge, 7.3% a Plymouth, 
5.4% a DeSoto and 5.3% a Chrys- 
ler, or 25.5% buying Chrysler 


WHY MISUSE 


WRITE RIGHT .. . it’s your job to use words 
and to use them well . . . to get your message 
across smoothly, efficiently and quickly. JOHN 
BAKER OPDYCKE, nationally recognized 
authority on correct usage, will help you avoid 
embarrassing mistakes with this authoritative 
guide to correct dictation and grammar.$3.75 
“A 700-page searchlight into error."’ 
—Philadel pbia Inquirer 


5-DAY EXAMINATION 
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12.4% will 
buy a Ford; 4.4% will get a Stude- 
baker; 1.9% a Nash; 1.7% a Cadil- 
lac, 1.5% a Packard, 1% a Hudson, 
and about 7% to buy other makes 
or who were undecided when 
questioned last spring. 

In the preference list, Chevy 
ranks first, Buick second and Ford 
third in all three markets. 


GM Moves Up 


The report indicates that GM’s 
four models, now owned by 43.6% 
of the families, will be bought 
by 44% who buy a car; Chrysler 
makes, now representing 27.8% 
of total ownership, will sell 25.5% 
of the new cars; Ford, whose 
Mercurys, Lincolns and Fords 
compose 16.9% of ownership, will 
sell 13.2% of the cars, and other 
companies, with 12.4% of the 
ownership now, will do 17.5% of 
the unit volume. 

Buick and Studebaker presum- 
ably have made the strongest gain 
in preference since motorists here 
last bought their cars. Eight per 
cent of the cars here are Buicks, 


but 14.46% of buyers will get 
Buicks. Studebakers are owned 
by 3% and 4.5% will buy them. 

The “Consumer Analysis” shows 
that, among radio sets, Philco 
greatly dominates all three cities, 
with from 17.8% to 21.9% of total 
set ownership. Zenith is second in 
Sacramento with 10.7%, and 
Montgomery Ward & Co.’s Airline 
is second in Modesto with 13.8% 
and in Fresno (9%). The analysis 
does not cover future purchases 
of radios. 


Straka Rejoins C-P-P 

J. A. Straka, recently executive 
vice-president of Yardley of Lon- 
don, Inc., has rejoined Colgate- 
Palmolive-Peet Company, Jersey 
City, as vice-president and gen- 
eral manager of the toilet articles 
department. 


Two Name Lazarus 

National Cheese Company and 
Weathermaster Company, manu- 
facturer of Alsco storm windows 
and screens, have named Harry J. 
Lazarus & Co., Chicago, to direct 
their advertising. 


ACCO Tells Why | 
Ads Continued 
During Shortage 


BRIDGEPORT, Conn.—“If you 
don’t have the stuff, why don’t 
you stop advertising it?” 

Probably every sales and adver- 
tising manager in companies with 
production difficulties has heard 
that question a good many times. 

And American Chain division of 
American Chain & Cable is no ex- 
ception. This year, however, its 
trade publication campaign will 
use full pages to give the answer 
—to tell why, in the face of short- 
ages, ACCO continued to build 
demand through national adver- 
tising. ; 

“We Hated Last Winter,” the 
headline reads. “You sent us let- 
ters and telegrams asking for 
more Weed tire chains than we 
could supply. A few of you said 
every time people saw a Weed 
chain advertisement in a national 


magazine or newspaper, more of 


Advertising Age, October 6, 1947; 


them came in and asked for 
Weeds which you didn’t have. 
“We had a good reason for con- 
tinuing our national advertising. 
The demand for Weed chains has 


‘been built up over a period of 43 


years. Demand for Weeds is 
greater today than ever before— 
largely because advertising has 
never stopped.” 

Reincke, Meyer & Finn, Chicago, 
is the agency. 


Gets Sign Account 


Associated Advertising Agency, 
Cincinnati, has been appointed ad- 
vertising counsel for the Cincinnati 
Advertising Products Company, 
manufacturer of point - of - sale 
neon, fluorescent, glass, plastic and 
metal signs. A national campaign 
in newspapers and business papers 
is planned. 


Increases Ad Rates 


Effective with the January, 
1948, issue, the Macfadden Wom- 
en’s Group, New York, will in- 
crease its black-and-white page 
rate to $5,220 and _ circulation 
guarantee to 2,900,000. 


*« 
What a stupendous mar- 
ket “‘editorial screening” 
provides for hand lotions! 

In BH&G homes, there are 
some 292,500,000 stacks 
of dishes to be washed 


every month. 
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Issues Promotion Data 


The Domestic Distribution de- 
partment of the Chamber of Com- 
merce of the United States, Wash- 
ington, has issued a handbook on 
promotion sales events and Christ- 
mas decorations in various com- 
munities. The handbook, entitled 
“Cnristmas Events,” is the second 
1947 revision in the special sales 
events series. The first revision 
was “Spring and Fall Opening,” 
issued last month. 


Hoofe Advanced 


W. J. Hoofe has been appointed 
vice-president in charge of public 
and industrial relations of Com- 
mander Larabee Milling Company, 
Minneapolis. He has been asso- 
ciated with Archer-Daniels-Mid- 
land Company, parent company, 
since Aug. Mr. Hoofe will 
handle public and industrial rela- 
tions for both companies. 


Hays Joins Coleman 


Mary K. Hays, formerly in charge | 


of publicity of the South Wind 
division of Stewart-Warner Corpo- 
ration in Indianapolis, has joined 


G-E'S GARDEN KITCHEN—Open to the public in the special events center 
of Abraham & Straus, Brooklyn, is this "Garden Kitchen" designed by General 
Electric Co. The plan combines a dining alcove and sitting room corner, 
flanked by a flower garden, butler's pantry, home fre:zing room, and a 
U-shaped arrangement of the latest in modern kitchen appliances. 


Harry Coleman & Co., Chicago | executive of the South Wind divi- 
public relations firm, as account| sion. 


Small Department 
Stores’ Ad Costs 
Lower in 1946 


ANN ArsorR, Micu.—Advertising 
expenditures of small and me- 
dium-size department stores in the 
Midwest last year made up a lower 
percentage of the stores’ functional 
expenses than in 1946, according 
to a study made by Prof. Edgar H. 
Gault of the University of Mich- 
igan’s School of Business Admin- 
istration. 

Results of the study, covering 
12 stores doing an average volume 
of $2,822,872 in 1946, are con- 
tained in the annual report, “De- 
partmental Merchandising Results 
in Small Department Stores, 
1946.” 

The study shows the stores’ ex- 
penses, which dropped off during 
the war, increased in dollar 
amount in 1946 but not as rapidly 
as sales. However, year-end fig- 
ures indicate, according to Prof. 
Gault, that expenses in 1947 are 


That screen is a symbol — a symbol of what 
a good magazine should do. 


ow to make sure 
the best ones do nol get auiay 


This young couple is standing on a screen, 


living in better homes. 


content that people need and want for better 


And how well has our screening succeeded? 


It should do a job of screening readers — 
because readers are a market. 


And the way to make sure that the best pros- 
pects in a market do not get away is to know 
how the screening job was done by any maga- 
zine that goes on your list. 


Better Homes & Gardens concentrates on 
families. 


It concentrates on the better families—- people 
interested in better living in better homes. 


It screens its readership by sticking 100% to 
service information -— the kind of editorial 
f 


First —it has built a circulation that tops 


3,000,000. 


Second — it has attracted families who, pay 
more for their homes, have more rooms per 
person, more new refrigerators, more prompt 
repairs — more of everything that makes a 
better home — than even their neighbors in 
the same block. : 


Three million circulation — to such families 
as these — is too good to pass up. 


Get the whole story of “editorial screening” 
from your BH&G representative. 


Mttrtis Fit Sore Mayueine 


much higher and that “the net 
profit margins of the past few 
years will be considerably less.” 

The figures show that original 
markup averaged 39.9% over cost, 
compared with 39.5% in 1945; 
markdowns averaged 6.4%, against 
4.3% in 1945; gross margin (in- 
cluding cash. discounts) was 
38.6%, against 39.2% the year be- 
fore; “functional” expenses aver- 
aged 27.3%, against 29.3% in 
1945; and net profit was 11.3%, 
against 9.9% in 1945. 


Ad Costs Were 2.8% 


A breakdown of expenses for 
1946 and 1945 showed: In 1946, 
advertising payroll, 0.4%, and 
other ad costs, 2.4%, for a total of 
2.8%, compared with 1945 com-. 
parable percentages of 0.4%, 2.8% 
and 3.2%; display costs, 0.9% both 
years; buying payroll, 3.8% both . 
years; selling payroll, 8% both 
years; occupancy, 5.1% in 1946 
and 5.6% in 1945; administration 
and general, 6.4% in 1946 against 
7.2% in 1945. 

The study showed highest orig- 
inal markups were 46.5% for 
jewelry, 45.3% for furniture and 
45.1% for gifts and art goods; 
lowest on basement ready-to- 
wear, 32.1%. Greatest markdowns 
were 12.7% on women’s. and 
misses’ coats and suits, and 12%: 
on sportswear, with lowest aver-~ 
age markdowns’ on _ patterns. 
(0.2%), furniture (1.2%) and 
children’s shoes (1.2%). 

The stores are located in cities 
of 50,000 to 100,000 population in 
the Great Lakes region. 


Plans Large Size Week 


Large Size Week, sponsored by 
the drug editions of Chain Store 
Age, New York, will be promoted 
by chain drug stores Jan. 16-26, 
and will feature 60 or more na- 
tionally advertised fair trade drug 
products. 


Lieb Elected V.P. 


Joseph C. Lieb, who joined 
Kastor, Farrell, Chesley & Clifford, 
New York, last June, has been 
elected a vice-president of the 
agency. Mr. Lieb was formerly an 
account executive with Batten, 
Barton, Durstine & Osborn. 


Ships Ink by Tank Truck 


J. M. Huber Corporation, New 
York, printing ink manufacturer, 
has begun shipping multi-color 
printing inks via tank trucks. Pre- 
viously the printing inks were de- 
livered in 55-gallon drums. 


Place 


Your MEXICAN Affairs 
In 
COMPETENT HANDS} 


Jecques D'Armand { 

is now in charge of our ) 

LATIN AMERICAN 
DEPARTMENT 


Ae. D'Armand, until recently SW Divi ? 
gion Manager of the United Press, is 
former general manage: of United 
Press in Mexico. 


Has a background as executive, cor- 
respondent and advisor covering @ 
period of 20 years in Mexico. 

Now specializing in Public Relations 
end business counsel for firms doing 
business of desiring to do business ia 


MEXICO 


He bas the answer to your 
Mexican problems. 


| - paul fo | 


AGENCY 


303 SOUTHLAND ANNEX BUILDING 
TELEPHONE R-5505 


DALLAS, TEXAS > 
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Spam Is ‘Safe at Home, so 


Hormel Eyes 


(Continued from Page 1) 


motions ‘and special sampling 
drives, is just getting under way. 

2. Reintroduce, probably with- 
out 
in the Hormel 


important item 


line. Onion soup should be coming | 


off the Hormel line about the 
time this article gets into print, 


initial fanfare, one of the) 
soups (onion) which were once an | 


New Fields 


relations with labor that a year 
ago last October he was able to 
‘raise pay t7% cents an hour by 
|getting his workers to increase 
production, while the rest of the 
industry had to go through a 
strike and wait for OPA ceilings 
to be raised before it could ac- 
|complish the same result. 


No Hormel Brass 


but it should be noted that the. 


company has no intention of buck- 
ing the established soup giants 
with similar products. 
that once, with unpalatable re- 


sults, so its soup line will prob-| 


ably concentrate on _ specialties 
which do not compete directly 
with major products of the soup 
giants. 


Has ‘Mary Kitchen’ Line 


3. Finish the development of 
Spic, five-year-old animal-base 


shortening which has never ac-. 


tually been on the market, except 
for brief tests in five Minnesota 


communities. If final manufactur- | 


ing and processing hurdles are 


overcome, this product will be, 


readied for serious competition 
not only with products like Swift's 
bland lard but also with vegetable 
shortenings such as Spry and 
Crisco. 

4. Launch the tirst of a poten- 
tial line of new products to carry 
a new Hormel name—‘Mary Kit- 
chen.” Mary Kitchen 
hash is now ready to go, probably 
to be followed shortly by a vienna 
sausage under the same name. 

5. Push for a larger share of 
the dog food market with Arf, the 


Hormel dry dog food which has, 
done well in the kennel trade. | 


Hormel will not reintroduce the 
canned dog food which it dis- 
carded before the war, and will 
concentrate primarily on the vol- 
ume feeding market with Arf. 

6. Reintroduce the Dinty Moore 
line of beef stew, corn beef and 
cabbage, spaghetti and meat balls, 
and other specialties. 

3. Expand the plant's gelatine 


operations along commercial lines, | 


such as photographic gelatines, 
industrial gelatines, etc. Contrary 
to some recent rumors, 
has no intention of trying to buck 
established leaders in the gelatine 
dessert field. 


Unusual Labor Relations 


While Geo. A. Hormel & Co. is 
doing all these things, the com- 
pany and Jay Hormel personally 
can be expected to carry out a 
multitude of corollary and ex- 
traneous activities which will con- 
tinue to make news, confound 
conservative business men and en- 
hance the Hormel reputation for 


screwy unconventionalism _ that 
somehow manages to pay off: 
handsomely. 


For one thing, Jay Hormel 
(chairman of the board now, fol- 
lowing the death of his father, 
who founded the business, last 
year), is sure to continue and ex- 
tend his unusual relations with 
-labor. He maintains 
organized plant, an annual wage 
which provides a regular weekly 
rate no matter whether the em- 
ploye is working 53 hours a week 
during the heavy killing season, 
or only five or six hours a week, 
1S was true during the OPA on- 
again-off-again period last year. 
He provides production bonuses, 
some paid from week to week and 
others at the end of the production 
year. He has an employe profit 
sharing plan which is relatively 
unimportant for newer, younger 
people, but builds up enormously 
for old-timers in the company’s 
service. And those who lose their 
jobs get 52 weeks of pay. 

It is a tribute to Mr. Hormel’s 


It tried | 


roast beef | 


Hormel | 


in a CIO-' 


For another thing, he will con- | 


tinue his peculiar notion that a 
business which in its last fiscal 


year, ended Oct. 26, 1946, took in | 


close to $130,000,000, can be run 
pretty much like a four or five- 
/man operation, without front, dog, 
fuss or furbelows. That means, 
for one thing, that Hormel top 
'brass will continue to be the un- 
brassiest brass in business, strug- 
\gling along without flossy furni- 
‘ture, officious secretaries and even 
private offices. 

For still another thing, it means 
_that Jay Hormel himself will con- 
tinue to devote a great deal of 
‘time, money and energy to out- 
side activities aimed at bettering 
the world in a very practical 
sense. Right now, for example, 


he is in the throes of testing out} 
type of community ap-| 


a new 
|praisal and self-help program in 
cooperation with the national em- 
| ployment committee of the Amer- 
‘ican Legion, of which he is vice- 
chairman. Utilizing the best 
phases of the CED community 
program, his group is attempting 
to determine job and business op- 
portunities for individual com- 
munities which will help the com- 
munity and create additional jobs. 


A Birthday Interview 


Typically, while Jay Hormel ex- 
pects to dress up this activity with 
all the big names and hoopla he 
can stir up, his thinking is along 
basic, fundamental lines. He 
thinks, for example, as a _ result 
of an intensive survey of his be- 
loved Austin “Minnesota, not 


Texas’’—that the community needs | 


an auto laundry, a couple of shoe 
shining places, some system of 
providing needed labor or machin- 
ery or both for farmers, 
|part-time or mobile basis. 
_ We went up to the quiet town 
of Austin, Minn., 11 miles from 
/where southern Minnesota meets 
northern Iowa, to discuss with 
Jay Hormel the case history of 
Spam, and particularly its un- 


MEAT BUT NO BRASS—Top executives of Hormel eschew private offices, sit 


in undistinguished spots in the huge general office. 


In foreground is Park 


Dougherty, Flavor-Sealed vice-president, at his desk talking to a visiting broker. 
At rear left is H. H. "Tim" Corey, president, while at right R. F. Gray, execu- 
tive v.p. (who started with Hormel driving a sausage truck) is in earnest con- 


sultation with Jay 


Hormel, chairman. 


sion. The other Hormel big shots | 
are scattered around the floor, each 
with his identical steel desk and | 
one chair—for his own use. None | 
has so much as an extra inch of | 
floor space, nor a chair for a 
visitor. And none has a private. 
office except for Jay, who makes 
this modest concession to conven- 
tional office practice principally | 
because he can make his frequent | 
long distance calls there without) 
unduly disturbing the occupants | 
of the surrounding sea of desks. 


A Course in Meat Merchandising 


Every morning at 9:30 the ex-) 
ecutives go into a huddle in the 
very modest “board room” hidden 
at the back of the huge office: 
otherwise, they transact all their 


business out in the open. Visitors | 
| are seen in two cubbyholes at the 


| front of the office; or standing. up, 
|if the cubbyholes are taken. 


The chair at the desk next to) 
Jay Hormel’s was being adequately 
occupied by a hard-working girl, 
so, presumably as a concession to) 
our aching feet, Jay Hormel 
ushered us into his private office, 
which incidentally is about as pri- | 
vate as the information counter | 
at Grand Central Station. With 
the door standing open and people 
popping in and out, the while Jay 
Hormel gave directions to his sec- 


_retary through the door in connec- | 


on a; 


tion with three or four long dis- 
tance calls he was making on 
American Legion business, we 
took a two-hour course in meat 
merchandising, as practiced by'! 


'Geo. A. Hormel & Co. and its com- | 


paralleled experiences during the | 


war, when it was reviled hideously 
by every military man, and almost 
equally revered by the people of 
England, who welcomed it almost 
as salvation. 

We found the Spam king cele- 
brating his 55th birthday by open- 
ing a small mountain of greetings 
and talking amiably to two casing 
cleaners from the plant. 


at his steel desk in the huge Hor- 
.mel office building—in a room 
without dividing pillars or posts, 


crammed to the guards with more | 


than 250 desks, and completely 
devoid of decoration except for a 
badly hung picture of George A. 
Hormel on the one side that isn’t 
mostly glass. 


No Private Offices 


Jay Hormel’s desk was in no 
way distinguishable from any of 
the other 250 desks in the room: 
it was exactly the same desk, 
paired off with another in exactly 
the same way as all other desks in 
the room. A couple of rows back 
of the chairman’s desk is that of 
H. H. “Tim” Corey, president of 
the company; a row or two over 


is the indistinguishable desk of | 


Park Dougherty, vice-president in 
charge of the Flavor-Sealed divi- 


The | 
chairman of the board was sitting | 


pletely different chairman. 


An Advertising Clock, and Mottoes | 
| 


It is safe to predict that Mr. | 
Hormel’s private office will never 
serve as the illustration for an 
office equipment ad. About 12 by 
15 feet, with walls dadoed waist 
high in good old golden oak, its 
entire furnishings consist of a desk 
which is an exact duplicate of 
those outside, a matching steel 
table and three reasonably com- 
fortable chairs. A foot square) 
clock designed to advertise the | 
Hormel line in meat markets is! 
over the door, and the walls are 
haphazardly filled with Hormel | 
ads, family pictures, and a couple | 
of mottoes: 

“Keep it simple.” 

“A bright idea is one thing, but | 
following it through to a definite | 
conclusion is another—Jay C.) 
Hormel.” 

And a typical lunch wagon car- | 
toon gag: “Keep your shirt on.” 

On a shelf under the windows | 
is an array of Hormel canned 
products — spiced ham, deviled 
tongue, Mary Kitchen roast beef 
hash and vienna sausage, Spam, 
ham, whole chicken, liver pate, 
Spic, lard, cured pork tongue, Arf. 
They’re not all there; the shelf is 
reasonably crowded already. 


The Saga of Spam 


In the spring of 1944, when 
Yank devoted almost a full page| 
to its terrific blast at Spam (“I 
still say it’s Spam, and I still say 


the hell with it’), we had called 
Jay Hormel to find out what he 
thought of the oceans of publicity, 
mostly bad, that he was getting 
from the armed forces. He told us 
he didn’t know for sure whether 
the Army’s preoccupation with 
Spam would be good or bad for 
his business when the boys came 
marching home again. But other 
packers whom we contacted were 
more admiringly optimistic, and 
just as definitely sorry that it 


-wasn’t Treet or Mor or whatever 


their own brand was that was get- 
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founded by Jay’s father in 1891, 
and had grown to substantial pro- 
portions by the time young Jay 
entered the business after three 
years at Princeton. (His tather 
reputedly ended his college career 
because he suspected the tuition 
and incidental costs of being a 


.| Princeton..undergraduate were a 


poor investment.) Uncertain of 
himself and hidden behind the 
bright effulgence of his father, 
Jay was an unimportant cog in the 
conventional packing house op- 
erations until he went off to war 
in 1917. 


Meat in Cans 


Stationed at an ice plant in the 
quartermaster depot at Tours, 
charged among other things with 
distributing frozen beef quarters 
that came from America, Hormel 
and his commanding officer, a 


‘Colonel Grove, figured that 40% 


of extremely short cargo space 
could be saved if the beeves were 
boned before freezing. The idea 
was accepted in Washington, and 
Lt. Hormel was brought back to 
the United States to compose uni- 
form orders for American packers 
on how to bone, freeze and pack 
beef. 

There can be no doubt that Jay 
Hormel’s insatiable desire to put 
meat products into cans stems 
from this initial experience in 
saving shipping space. Back from 


the wars, he took a more and more 


around. 


|erations, and arrived at full stat- 


Last week, Jay Hormel could | ure when, in 1921, he discovered, 
speak with figures. Spam was the | by accident, that a too enterpris- 
acknowledged leader in a greatly | ing assistant comptroller had man- 


expanded field; the difficulty was 
not sales but production. Spam 
was, if not the darling of the vet- 


|erans, at least no longer their. pet 
_peeve. He could prove it: 


50,000 
Spamwiches in paper bags labeled 
“Have a Spamwich—this is the 


‘real McCoy” were gobbled up by 


hungry Legionnaires during the 


American Legion parade in New! 


aged to embezzle almost $1,200,000 
from company funds over a period 
of years—a defalcation which was 
prevented from throwing the. com- 
pany into bankruptcy only be- 
cause of the unusual personal 
reputation of his father. 


The Start of Ballyhoo 
By 1926 Jay Hormel’s vision of 


York, ‘‘and not all by World War| packing house products in cans 


I vets, either.” 


His all G.I. girl was a reality, and canned ham hit 
/drum and bugle corps had par-|the market, as the company’s 


DEMONSTRATORS—The all G. |. girls Spam Post drum and bugle corps struts 
its stuff in the American Legion parade in New York, where once-ferocious vets 


eagerly gobbled 50,000 clearly-marked Spamwiches. 


A portion of the all-girl 


aggregation will serve as a permanent sampling crew for Hormel products. 


| ticipated in the parade and barely | Flavor-Sealed division 


was set 


missed national honors. Spam and ,up. That same year, by coinci- 


/the Spam girls will make frequent | dence, 


a young banker named 


appearances at American Legion | Park Dougherty, who is now vice- 
festivities all through the year. | president in charge of the Flavor- 


kick that 12-ounce can around. 


England Cut Off 


~ 


|The veterans were not going to Sealed division, was brought to 


Austin by the Hormels to manage 
the Austin National Bank, which 
|was about to fail, and which was 


There is only one minor cloud | Saved by a stock purchase of more 
on the Spam horizon. During the | than $200,000 by the Hormel com- 
war Spam and manna became al- | P@My- 


most 


indistinguishable terms to 


Canned ham was followed 


the residents of the British Isles.|@Uickly by spiced ham in 1927, 
When George Hormel died last | the year George A. Hormel “re- 


year, front-page stories 
space-shy London press mourned 
the loss of “Grandpa Spam,” and 
the Hormel files are bulging with 
glorified praise of the product. 
Hormel suspects that its entire 
output could be sold without diffi- 
culty in Great Britain, but prac- 
tically none of it is appearing 
there now, because of the rigid 
import restrictions. But with the 
domestic market still clamoring 


in the! tired” to California, and by canned 


chicken in 1928. Others of the 
multitudinous Flavor-Sealed prod- 
ucts came along from time to time, 
with the crowning touch being 
contributed by Spam in 1937, 
when the product was introduced 
with a ballyhoo seldom equalled, 
‘including the first, or very nearly 
the first, singing commercials. As 
Jay Hormel would put it, and fre- 
| quently does, “It was silly enough 


for more, this situation is not as|to be good.” 


annoying as it might be. 
Geo. A. Hormel & Co. 


The 12-ounce canned luncheon 


was meat market (which means Spam 


Adv 
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891, Dougherty and Carson Morris, ad- ; managers were reminded that chili} chili’s extra special appetite ap- pend primarily on outdoor adver- 
oro- vertising manager, assisted by Bat-| was no youngster, and that even| peal; in the South, where per tising in major markets, backed 
Jay ten, Barton, Durstine & Osborn,| before the war the Hormel prod-| capita consumption is highest and| by the Nancy Sasser Buy-Lines 
ree whose Minneapolis office has| uct found its way into a couple of | 29% of the country’s total sales| column in 10 western cities, again 
ther handled Hormel advertising since| million homes each year. Since|are made, Hormel will use half|on an every-other-week basis for 
reer the company started national pro-|the war, chili consumption has| pages in 27 Sunday comic sections | 26 weeks, and by a schedule of 
tion motion. shot up 70%, and the end is not/| to tell a strictly competitive story, | black and white newspaper ads in 
ga With typical Hormel homy yet in sight. — and in addition the Jessie DeBoth | smaller cities. And as additional 
ea ‘--eorniness, the chili promotion! The campaign will run through | Notebook column will be used|ammunition for this market, a 
of story was built around a “Forever | April, covering the_big chili con-| every other week for 26 weeks, substantial amount of couponing 
the chili” theme and a live and lively | sumption months. In the Midwest, | starting Oct. 2. will be done, with coupons worth 
her, feminine impersonation of Hor-| where chili sales are 44% of the | In the West, where chili sales | 10 cents on a one-can purchase. 
the mel’s chili. Some 30 big-volume| nation’s total, four full-color roto, represents a whopping 22% of the; The New England and middle 
op- brokers and Hormel district sales|ads in 13 cities will stress Hormel | national market, Hormel will de-| Atlantic market, where only 5% 
war 
the 
urs, 
with 
‘ters DREAMING?—Jay Hormel! looks out 
‘mel the window at his plant, perhaps dreams 
- a up a new product or a new social ex- 
40% periment. Incidentally, he smokes Eng- - 
lish Pall Malls, gags that the factory cs 
pace stays in business to supply him and one _ 
vere other customer. 
idea 
and and well over 100 imitators, in- 
K to cluding 63 with trick names, such 
unh- as Armour’s Treet, Swift’s Prem. a 
kers and Wilson’s Mor) now is running = 
pack about 140,000,000 cans a year com- 
der pared with 38,000,000 in 1939 and 


54,000,000 in 1940, with Spam ac-_, 
put knowledged throughout the indus- 
try as the front runner by a con- 


> m siderable margin. The fabulous | 
— Hormel product, which Jay Hor- 


mel insists was the first “ren 
— spectable” canned meat and the| 
stat- first canned pork product, is. 


toppled from first place in sales | 


nl only when it is unable to keep up. 
* ith lies. 

0,000 with supplies 

priod Promotion Expanded 

oo Hormel believes the market is | 

com- 


el now about normal in total de-| 
mand, but says that, while it is) 


sonal selling more cans than ever be-| 
fore, it can’t gauge the total mar-. 
ket for Spam because it has not 
m of been able to fill orders since the 


war started. | 
n hit To keep Spam running well out | 
in front, Hormel is now launching | 
a substantially expanded Spam) 
a advertising schedule, with a list) 

including American Family Maga-. 
zine, Better Homes & Gardens, | 
Collier’s, Family Circle, Ladies’ 
Home _ Journal, Look, McCall’s, 
Puck—the Comic Weekly, The' 
Saturday Evening Post, This) 
Week, Time and Woman's Day, | | oTo r goes Ww h ere 
along with the First 3 Markets | 


Group and the Nancy Sasser and ; 
f) Jessie DeBoth columns. In gen-| t h e b usiness IS I 
eral, Hormel will continue the 


basic appetite appeal of four-color 
ads and will, in addition, insert | 
hard selling, reminder copy in| 60.1% of all motor vehicles in the United States 
CSS OE SEE ed are located in only 100 of the 608 (16.4%) Trading Areas— 

wane Eye Ss Seg MerrNy | according to R. L. Polk figures for 1946. 


»sromoted, major attention will also mots a ‘ 
pen daweted eit tox whieh aie | 61.4% Of MoToR's circulation is concentrated in these same 
l-girl first important Hormel promotion | 100 Trading Areas. 


ucts. is now getting under way. 

Because chili eating varies con- THIS 1S CONCENTRATION OF CIRCULATION... 
2 set siderably by regions—a purely ar-| 
pinci- tificial happenstance in the opin- WHERE THE BIGGEST VOLUME OF THE BUSINESS IS! 


amed ion of Jay Hormel—the Horme: ' 
ie promotion, which got started with | MoToR's ABC paid circulation is geared to the Hearst 5 
A ts Bg yy Trae —— | Magazine Trading Area System of Sales Control (also used by 
anage tnftewedl ‘oe toast vt ditions many automotive manufacturers). Hence, this correlation is H 
which ‘ no mere coincidence. } 
fives ote Pesever Cae MoToR's editorial superiority and influence assure ; 
— Both the Spam and chili pushes readership in the progressive outlets which do the volume—dealers, 3} 
— were instituted with a sales meet-_ independent shops and jobbers. : 

wed | ee eee Soe wee —. : MoToR has always been the Number One publication 
1927, . a = oe Se in the automotive field with both readers and advertisers; not the : 

Lo | biggest circulation buy . . . but the best circulation buy! | 
’ 


anned \ ; 
. WHAT’S GOING ON? 
prod- 


THE AUTOMOTIVE BUSINESS MAGAZINE 


time, ‘ 
being a ae one — Pranic 572 MADISON AVE., NEW YORK 22 « FOUNDED IN 1903 
1937, clipping service for collecting editorial 
duced publicity, for making research and 
market studies, for maintaining com- 

lalled, petitive advertising files and for de- 
learly veloping sales prospects on certain 
" is types of products and services. 

: New Booklet No. 10 “How Business Uses 
d fre- | Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
BUSINESS FARM GENERAL 
PAPERS * PAPERS * MAGAZINES 
314 Sa. Federal St., Chicago 4 


my ley wen rt os f : i ioe sf ; J Re Bi ee "3 | fa 2 mu 2 4 
i (aly ee Biss Oe eee Aw Ce oY pages ee 5 Sie ie : 7 je Sas asa aye “ ; ee 
es tanec 
a a 
a 
= 
J Ng fi \ 
/] . sites. 
A /, a Te 
pe Ties Rilhin tetcasSack ee i a i gees £0 1 
al/; R WERE: 
‘ in Sut Shae a ~ ; i 
Ge ? : i a wets = g «a 8 “te sersigiae 
ne Whee 2 a a te: = . ~~ reggae aeate vr | ¢ 
* ; oe lle : . % ie, ‘ . ae ia ’ 4 i 
et oe « pein) @ hive bas | ot ae ae i oe . “ a 
te. = eo ‘ .  — ee as ig . : Ys vas 7 i 
rst  - ‘ 2 : < ee of ee a Fy < 
Bi i as ‘ Te ; wee t Poser smn ‘ ny o ia 
; : ‘ } : t gpl t a : ae 
Es pee . ’ " 3 * “ ; ; 4 * }es ~ oe os xg A ae 
 . m2 Senge “SE 2 age = a al - adil fia Praat 
—m @ — —— . a: L + ay oer 
. \ oe 
| ae 
wae Mn . 
™ os Se 
— 
ed 
— 
‘ - : mete 
1 Ble, 
‘ ee 
- 
eet: 
ae 
ohiud 
nough | A 
| + 
cheon 
Spam 
; : <3 = ; - 3 ; 5 r : é ae b, 3 ee . Se ae ‘ \ :. . * . ri 4% ‘ ta x f "ee 


56 


of the 
chili takes place, will have to 
struggle along without special at- 
tention. In all advertising, the 
famous “double your money back” 
offer originated by Hormel in 
1935 will be featured prominently. 

Hormel doesn’t believe in ad- 
vertising alone. It thinks that ad- 
vertising and merchandising to- 
gether make sense. So in addition 
to the advertising on chili, Spam | ¥ 
and other products, there will be) 


Building SupplyNews 


in CIRCULATION 


in ADVERTISING 
in LEADERSHIP 


nation’s consumption of | 


a lot of razzle-dazzle of the strictly 
corny type, such as sending deal- 
ers keys which somehow always 
| manage to fit ‘“‘treasure chests” and 
/earn extra discounts, and a larger 
|than ever sampling drive in 
| selected spots. 


To Expand Sampling 

The sampling efforts, all of 
| which were tested before the war, 

will be carried out by the per- 
|manent remnants of the all G.I. 
|girl drum and bugle corps which 
Jay Hormel put together for the 
American Legion convention in 
New York. These comely and in- 
telligent lasses will be on tap for 
three kinds of canvassing and 
_ Sampling operations: 

1. Straight store 
tions of Hormel products; 2. 
‘house-to-house sampling, either 
with samples or coupons good for 
a price reduction at grocers; 3. 
group demonstrations and sam- 
pling, such as showing films of the 
Legion parade at Legion post 
meetings and having the girls pass 
out Spamwiches. 

Hormel is also checking the pos- 


demonstra- 


CHILI COM CARNE? 
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AFTER THE SHOW | | HIT OF THE 
| $TAG PARTY 


HOT AFTER CHILI SALES—One of the color comics newspaper ads which will 


push Hormel chili hard during the coming season. 


sibility of intensive sampling at} state fair to feature its products, 
state and county fairs. The com- and is cooking up a deal with the 
pany has made a deal with con-/|North Louisiana state fair at 
cessionnaires at the Minnesota | Shreveport to carry the promotion 


SEE ART Oe 


 ¢ONO-¥ISION 


Color your sales approach... color your 
advertising story . .. color your training methods 
literally and figuratively. 


Sono-Vision does it literally because even 
delicate color film can be used with complete 
success in the Sono-Vision cabinet. The 

effects of humidity changes are nullified by the 
ingenious Mills automatically-controlled 
Humidifier so that color film can be used as 
satisfactorily as black and white. 


Figuratively, a motion picture that can be 
shown at point-of-sale, in a store window, in 
offices and lobbies, in classrooms— almost 
anywhere the people you wish to reach may be 
—cannot help but give colorful drama 

to your sales, advertising, or training story. 
Sono -Vision, because it contains all parts 

in a single cabinet and requires no darkened 
room, does that, too! 
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one step further by having girls 
wander around town giving out 
coupons good for a _ bowl of 
Hormel chili at the various con- 
cessions. 


Recalls Ad Expenditures 


It’s pretty obvious what Jay 
Hormel thinks of advertising, but 
just for the fun of it we pressed 
him for his opinion. A bit sur- 
prised at our question, he said: 

“What do I think of advertis- 
ing? In some years, I’ve actually 
spent the company into a loss. In 
1931 we spent $600,000 to keep our 
trademarks alive, and lost $400,- 
000. In at least two other years 
we have advertised ourselves out 
of normal profits, deliberately.” 

Calling for “that black book,” 
Mr. Hormel ran off the advertis- 
tising figures for a dozen years or 
so, starting with the company’s 
first modest advertising of $2,- 
136.34 in 1926-27, at the beginning 
of the Flavor-Sealed activity. The 
next year the figure was $166,000; 
in 1928-29 and 1929-30 it was 
$400,000; by 1930-31 it had climbed 
to $600,000. During the depression 
years it slid off, but in 1937-38 
$150,000 was spent on Spam in 
trial areas, and during the next 
— years Hormel poured a total 
of about $5,000,000 into advertis- 
ing, its peak year hitting just over 
$2,000,000. Even with its stepped- 
/up 1947-48 program, Hormel ad- 
| vertising probably won’t go much 
| over the million-dollar mark, but 
'if things go right, it wouldn’t sur- 
| prise anyone to see the company 
crowding $2,000,000 again before 
long. 


How Spam Developed 


“How,” we asked Mr. Hormel, 
,“do you develop all these prod- 
ucts? Do you keep a product re- 
search staff busy, or does someone 
|get a bright idea, or what?” The 
answer, as nearly as we could 
gather, is a strange combination 
of intense research, opportunism 
and shrewd business judgment. 

Spam, he said, was the indirect 
result of the intelligence, in 1922, 
that a new kind of sausage, which 
was proving unusually popular, 
had been introduced in the an- 
thracite country. Hormel investi- 
gated and decided to make it, 
stuffing it in the conventional way. 
“When we learned how to can 
hams,” Mr. Hormel said, “we de- 
cided to can the sausage, and we 
put it up in six-pound cans, from 
which the butcher sold it as de- 
sired. Then competition came 
along and we said to ourselves, 
‘Why should we allow dealers to 
fool around with this stuff, tak- 
ing it out of the can and selling it 
in bulk, and maybe slipping in 
some they made themselves, or 
bought somewhere else?’ So we 
decided to put it in a shelf pack- 
age.” 

The Spam name _ developed 
without benefit of too much con- 
ventional activity, also. A name 
contest was run among employes 
and their families, but nothing 
much turned up until a New 
Year’s Eve party at Jay Hormel’s 
home, where each of some 65 
guests was greeted with an entry 
blank and informed that the price 
of a drink was a completed entry. 
Spam was contributed, sometime 
after the third or fourth round, by 
a brother of Hormel v.p. Ralph 
Daigneau who was then an actor 
on the “March of Time” show, 
and was home for the Christmas 
holiday. 


Chili From Soup 


The Hormel chili, current darl- 
ing of the works, had an even 
more interesting history. ‘“We 
were doing some government can- 
ning during the drouth years,” Mr. 
Hormel recalls, “and as a result 
went into a line of soups. We 
were going great guns—so great 
that we stimulated Campbell and 
Heinz to the point where they 


practically pushed us out of the 
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market. So we switched to chili 
and beef stew, where the com- 
petition didn’t look quite so tough, 
and where there seemed to be a 
sizable market that wasn’t being 
adequately served.” 

Here, incidentally, is one im- 
portant Hormel lesson: Never 
buck strongly entrenched com- 
petition unless you’ve got a dem- 
onstrably superior or different 
product. Jay Hormel isn’t in- 
terested in “just as good” prod- 
ucts; they’ve either got to be. ex- 
ceptional, or aimed at a market 
that isn’t being too vigorously or 
intelligently exploited now. Hence, 
Hormel’s re-entry into the soup_ 
market with onion soup, a spe-| 
cialty that won’t compete directly | 
with the soup giants but should | 
find a specialty market for itself. | 

Hence, also, the interesting story | 
of Spic, the Hormel animal-base | 
shortening which has caused a lot | 
of conversation considering that it | 
never really was on the market) 
except for a very limited test. | 


Ahead, Then Behind 


“We were about five years, 
ahead of the field in research on 
Spic,” Jay Hormel said, ‘but we | 
hit one hurdle which kept us from | 
going ahead. Then Swift hit the 
market with its bland lard, and 
while we were sitting around here 
laughing at them for making the 
mistake of introducing a not-too- | 
good product, they improved their 
product so greatly that instead of 
us being five years ahead of the} 
parade we suddenly discovered we | 
were a considerable way behind. 

“The funny thing is that if) 
Lever Bros. hadn’t instituted a_ 
patent office action against us, | 
charging infringement of Spry, 
we probably would have brought 
Spic out before the Swift bland 
lard and done some _ extensive 
market testing. So you might say | 
that Lever Bros. saved us some 
trouble.” 

Unconcerned about the possible 
infringement of Spry, Hormel is 
now putting Spic through the final 
laboratory testing stages, prepara- 
tory to its final introduction on a 
test basis within the next two or 
three months—they hope. But 
Mr. Hormel insists that it won’t 
come out until the company is 
sure, and took this writer down a 
floor to the very unswanky but 
sufficient Hormel kitchen where 
four cakes, identical in ingredients 
except for the shortening, were 
being tested by all who happened 
by. Your correspondent, who pro- | 
fesses no knowledge of cake tex- 
ture or other kitchen mysteries, 
picked the best of the four and 
suspected he was in for it until | 
some unknown expert happened | 
along and unquestionably sec- | 
onded your correspondent’s choice. | 


‘Saves’ the Hormel Name 


A look at the identification cards | 
demonstrated that we “experts” | 
had not been playing customer | 
golf. Whereupon Mr. Hormel | 
said: “Well, if Spic doesn’t come | 
out, you’ll know why. But if it) 
does, you’ll know that it’s got! 
these other shortenings licked.” 

We asked Mr. Hormel, too, why | 
he was introducing a “Mary! 
Kitchen” line instead of keeping 
his products under the Hormel | 
name. His explanation was in-— 
teresting. The Hormel aim, he. 
said, is to keep all its products as 
specialties, to make them stand 
out as different and better. That, 
can’t be done if you have a hun- 
dred items under the same label, 
he said; then you’ve simply got a 
line of products, and they can’t all 
seem superior and special. But if, 
you keep your name to a fairly 
tight line, and identify other prod- | 
ucts only as a “Hormel good food” | 
(a uniform panel with this word- 
ing appears on most Hormel prod- 
ucts), you’ve got a chance to 
maintain the specialty idea in the 
public mind. 

As for the Mary Kitchen name, 
Jay Hormel says: “Some clown 


put it on there and I thought it. business. 
was just silly enough to go over.” /Oct. 27, 1945, it had dropped off 
(A lot of things, by the way, are to $117,000,000, with profit at $1,- 
just silly enough, or corny enough, | 273,000. Last year it was back up 
or hammy enough to go over, in|to $129,000,000, and profit had 
the Hormel operation.) He doesn’t | moved to $2,541,000. Not a giant 
think it’s as good a name as one /among meat packers, but no small 
he had picked out, and which he | potatoes, either. 
tried to get another packer to put! As we left the plant, someone 
out, giving Hormel sales rights showed us the simple scrap book 
where the local packer doesn’t |of G. I. gags, cartoons, publicity 
sell. stories, etc., and poison pen cracks 
In its best year, during the war, | at Spam which were accumulated 
Hormel did about $140,000,000 in | during the war. On the last page 


In its fiscal year ended | 


was penciled, in red: 

“What to do? Tremendous ef- 
fort, including large advertising 
appropriations, will be necessary 
to undo the damage.” The note 
was signed P. D., which happens 
to stand for Park Dougherty. But 
neither Mr. Dougherty nor Mr. 
Hormel, nor president Tim Corey, 
ex-Nebraska football star, Indiana 
coach and Big Ten Official, are 
worrying very much about Spam 
right now. They’re off chasing 
chili, and a lot of other things. 


57 
Joins Rogers & Porter 


Charles S. Wilkinson, formerly 
account executive and research 
director of Charles L. Rumrill & 
Co., has joined Rogers & Porter, 
Rochester, N. Y., in a similar ca- 
pacity. 


Winter Names Spruill 

T. B. Spruill, formerly with 
Burton Browne Advertising, Chi- 
cago, has been named an account 
executive of N. A. Winter Adver- 


tising Agency, Des Moines. 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


bogie 


SERIOUS SEARCH! PARTY ON LOOKOUT 
FOR ONE OF THE OLD HANDS WHO HAS LOST 


HIS WAY AMONG THE NEW BUILDINGS IN 
OXFORD'S CONSTRUCTION PROGRAM. 


HE construction program at 
Oxford’s mill in Rumford. 
Maine, is made up of new build- 
ings and equipment as well as im- 
provements to the present plant. 


The program is dedicated to one 
aim — Oxford’s never-ending 
search to surpass its own high 
standards in making paper. 


A multi-storied building is almost 
completed to house additional 
operations and a new boiler and 
steam turbine are being added to 
assure an adequate supply of con- 
tinuous power. 


Elsewhere in the plant extensive 
modernization is going forward to 
complete a program which will 
cost many millions of dollars. 


These additions and improve- 
ments which will further advance 
the quality and production of 
Oxford papers are matched by the 


skill of Oxford’s craftsmen, over 


600 of whom have had 20 or more 


years’ experience in the plant. 


Add to this Oxford’s complete 
control of all facilities from wood 


to the finished paper, and you 
have the answer to why we can 
set high standards of quality and 
maintain them year after year. 


We suggest you call in the Oxford 
man next time you have a job in 
which quality counts. You’ll find 
Oxford merchants in principal 
cities Coast to coast. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17,N.Y. . 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


DISTRIBUTORS 
in 48 Key Cities 
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FOUR GREAT PUBLICATIONS 70 SERVE YOU 
NG 


Used together as a “package 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertising 
executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


a PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING - CONSUMER AND 
INDUSTRIAL MARKET DATA BOOKS 


ADVERTISING PUBLICATIONS, INC. _ 
THE LARGEST PUBLISHING HOUSE SERVING | 
THE ADVERTISING FIELD 


Plugs Soot Remover 


Marine Electrolysis Eliminator 
Company, Seattle, has launched 
the heaviest advertising program 
_in its history for Red Devil soot 
remover. Using radio, newspa- 
pers and point-of-sale material, 
the campaign will run in the 11 
‘western states and Canada. Radio 
schedules include transcribed one- 
minute spots and participation in 
farm and homemakers’ shows. 
|Single-column newspaper copy 
-will run in dailies and weeklies 
'for the next six months. Gerth- 
| Pacific Advertising Agency, San 
_ Francisco, is the agency. 


Appoints Hollyday V.P. 

Simpson - Reilly, Los Angeles, 
‘has appointed Hughlett Hollyday 
|Jr. vice-president. Mr. Hollyday 
|has been with the company for 
| the past three years. 


Fay-San Appoints Cooley 
| H. Read Cooley, formerly pub- 
licity representative of American 
Airlines, New York, has been ap- 
pointed sales promotion manager 
of Fay-San Distributors, Inc., Buf- 
falo. 


| Christmas Shofprers 


TOWN & COUNTRY has been rendering first aid to Christmas shoppers 


for more than a century ... Its traditional Christmas Annual is a 


sumptuous issue overflowing with the color and spirit of the Christ- 


mas season. .. 50,000 families, almost a million readers, will find it 


the solution to their gift problems . .. Editorial and advertising pages 


combine to make it the perfect guide to Christmas shopping. 


TOWN & COUNTRY readers have average incomes of over $25,000 . . . 


They are the best customers of the best stores everywhere . . . They 


are the richest magazine audience in the world .. . This concentrated 


buying power makes them the ideal market for: cosmetics, furs, jewelry, 


high fashion, motor cars, household furnishings, liquor, silver, and smart 


gadgets... Everything which goes to make Christmas the day of gifts. 


The Christmas Annual closes on October 20th. On sale November 


28th. There is still time to reserve space. 


~ TOWN & COUNTRY 


572 Madison Avenue New York maein. Y. 


Chicago + Boston + Atlanta + Detroit + Los Angeles 
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Diamonds Need 
More Promotion, 
Jewelers Report 


New YorK— Despite current 
diamond sales increases, and op- 
timism for the remainder of 1947, 
most jewelers believe that “more 
money must now be spent on pro- 
motion,” Arnstein Brothers & Co., 
diamond cutter and importer, has 
found in its annual nationwide 
survey. Nearly 750 jewelers an- 
swered the current questionnaire. 

A majority believe that 5 to 
6% of sales should be spent on 
advertising. Last year’s Arnstein 
survey showed a majority would 
spend only about 4%, and many in 
small communities “felt promo- 
tion was useless. This year, jewel- 
ers in small communities are more 
promotion-minded.” 

Men’s diamond wedding rings, 
which had only “sporadic” sales 
throughout the country last year, 
have greatly increased in popu- 
larity and are now good sellers in 
Arkansas, California, Oklahoma, 
Texas and Washington state. 


Lists Women’s Purchases 


Diamond jewelry items which 
women selected most often for 
men in the 12 months ended July, 
1947, were, in order: rings, lapel 
emblems, scarf pins and cuff links. 

Most bought by men for women 
were engagement and wedding 
rings. In California, New York, 
Ohio, Pennsylvania, Texas and 
Washington state, these rings often 
were bought together in a matched 
pair, in the same pattern. Next 
best selling items for women 
were, in order: diamond watches, 
earrings, bracelets, brooches, and 
cocktail rings. 

Jewelers sold more engagement 
than wedding rings. This, Arnstein 
says, was due to the fact that 
many servicemen who married 
during the war couldn’t afford to 
give their sweethearts engagement 
rings—but they made up for it 
later. 

Sixty-one per cent of the jewel- 
ers reported that most of their 
diamond sales were in the $150- 
$350 price group. Only 12% said 
that under $150 items were best 
sellers. “Jewelers carrying higher 
priced items said their business is 
better than they had anticipated,” 
Arnstein noted, “with prospects 
even brighter for the remainder 
of. the year.” 


Promotes Meat-Master 


National Pressure Cooker Com- 
pany, Eau Claire, Wis., manufac- 
turer of Presto cookers, has 
launched the largest campaign in 
its history, featuring Presto’s new 
Meat-Master model. Newspaper 
ads are being used to introduce the 
product in each market, starting 
in the New York area. Farm pub- 
'lications, 16 national magazines 
and 30 CBS outlets in the West 
_ will be used in October. Melamed- 
| Hobbs, Inc., Minneapolis, is the 
agency. 

} 


Yeomans on Own 


Murray Yeomans, formerly re- 
gional sales manager of Motorola, 
Inc., Chicago, in the midwestern 
| territory, has begun operation of 
| Yeomans Distributing Company, 
/ handling Motorola products in the 
Peoria, Ill., area. 


ACRE 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
preferences of Negroes from coast to coast. 


Write now for this free information. 


Adve 
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Winsett Adds 2 Partners 

Marvin Winsett Advertising 
Agency, Dallas, has changed its 
name to Winsett, Gidley & Darley, 
Advertising, with the addition of 
R. T. Gidley, formerly business 
and advertising manager of Air 
Review Publishing Corporation, 
and Jack Darley as principals. The 
agency has been appointed to di- 
rect the advertising of Bomer 
Bait Company and InsurOmedic 
Life Insurance Company. 


Ad Group in 10th Year 


The 10th anniversary meeting 
of the Carolinas Advertising Ex- 
ecutives Association will be held 
in Anderson, S. C., Feb. 13-14, 
1948. A special brochure outlin- 
ing the development of the two 
Carolinas in recent years is being 
prepared in commemoration of 
the anniversary. It is to be sent to 
some 2,000 advertising agencies 
and national firms interested in 


Tar Heel and Palmetto states. 
Healey Joins Maxtield 


Mary Healey has joined the 
copy department of Joseph Max- 
field Company, Providence, R. I., 
agency. 


Variety Chains’ 
‘46 Expense Ratio 
Hit Low of 26.6% 


Boston—Limited price variety 
store chains last year had the 
greatest increases in sales volume 
in the past two decades; as well 
as the lowest expense ratio since 
1929, according to the annual Har- 
vard University report, ‘““Expenses 
and Profits of Limited Price 
Variety Stores in 1946.” 

The report was prepared by Dr. 
Elizabeth A. Burnham of the uni- 
versity’s Graduate School of Busi- 
ness Administration. The 16th 


distributing their products in the | 
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'such report, it covers operations. 
of 40 variety chains and 62 inde- 


' pendents. 


The 40 chains, operating 5,311 
| stores, had total net sales in 1946 
of $1,626,354,000. Slightly more 
than $1 billion was paid for mer- 
chandise sold. Salaries and wages 
amounted to 15.74% of sales, 
compared with a 15.19% figure the 
previous year. Tenancy costs de- 
clined from 6.19% to 5.5% from 
1945 to 1946, and some declines 
were reported for light, water and 
power, for depreciation, supplies, 
taxes and other expenses. 


Profit Up Sharply 


Net business profit rose from 
11.5% to 11.87% last year, and 
profit after taxes rose sharply, 
from 4.08% to 7.23%. 

The jump in sales per store was 
nearly 16% on the average, or 
17% for typical stores. Expenses 
for median stores, meanwhile, rose 
14%, but the ratio of expenses 
to sales dropped to 26.6% for the 
chains, the lowest level on record. 

The 62 independents’ sales in- 
creased 16%, expenses were about 
25% of sales and net operating 
profits were between 6% and 7%. 
Total earnings before taxes aver- 
aged 8% of sales or about 30% 
on net worth. 

The study shows that for 15 
“identical variety chains,” re- 
ported on since 1929, advertising 
expenditures had risen from 0.2% 
of sales in 1929 and 1931 to 0.5% 
in 1940, had declined to 0.3% in 
1943 and °44, and in 1945 and °46 
were 0.4%. 

The 42-page, $2-per-copy report 
contains extensive analyses, tabu- 
lations and graphs covering long- 
term variety chain operating costs 
and results, and similar data on 
independents. 


R&R Appoints Three 


The Cincinnati office of Ruth- 
rauff & Ryan has appointed Ed 
Duckett as head of the art and 
production departments, Richard 
Geis as junior account executive, 
and Charles D. Easton as account 
executive. New accounts acquired 
by the agency are Steelcraft Mfg. 
Company, Miami Valley Brewing 
Company, Dayton, and P. H. 
Davis Tailoring Company, Cin- 
cinnati. 


Appoints Steinley 

Reinhard Steinley, formerly 
with Buckbee-Mears & Co., St. 
Paul, has been appointed produc- 
tion manager of Manson-Gold Ad- 
vertising Agency, Minneapolis. 
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, ‘ ; Adver 
» right stations in the right places, ’ = og copy, under direction of Jack); 
Canadian Bureau in selecting one of two or more Str ange Deficit, Peddycord, public relations man- | 
stations in a single city and in 7 ager. 
R di Thi ; determining what stations to use Insurance Firm mesentery — _ 
in a number of cities. 4 H Newsprint Stocks 
ed les If 3. BBM figures facilitate the Replies in Ad in gle Uptr nd 
. selection of stations whose audi- SEATTLE—When State Insurance : ptre d 
Audience Report ences match the potential sales|Commissioner William A. Sulli- Daily newspapers reporting to 
in specific markets—large audi-| Van issued an order to suspend the ba a ned 42 gto a 
Vabsero—Witie: Wa Secedcnct _— where sales a are | Federal ne Line Insurance Com- ply of newsprint on hand and in 
Measurement Bureau still is seek- on distip-cy vecsimennmnumbin Tie on b neyo woe aan one transit at the end of August, 1947, 
ing industry-wide acceptance in| 4° Th _ snapped back with newspaper ad-| representing an increase of one 
he U ts Ganedi . € group has provi a/vertising headlined, “The strangest | day’s supply over July, 1947, and 
ev. S, § anadian counter- | standardized method of relating| Deficit’ you ever saw!” comparable with 37 days at the 
part—the Bureau of Broadcast|radio coverage to other media The commissioner’s action was end of August last year; 49 days 
Measurement—will soon announce | coverage and costs, and makes it| based on the contention there was|2t the end of August, 1945, and 
its third national audience meas-| possible to study sales results ac- mt “<s ,.| 93 days at the end of August, 
urement curately against total advertisin a growing deficit in the company’s | 1941. ANPA reports this increase 
Sei t c di tati enihe nal cludi adi & legal reserves. Company attorneys | represents a seasonal building up 
nty-one Canadian stations bee eee contend the “deficit” is a matter|of reserves against the winter 
—out of a possible 102 for which ath i ea See of bookkeeping interpretation. The months when weather conditions 
reports are available—subscribe to| Dark Heads WINS; advertisement presented a finan-| 224 box car shortages may again 
BBM service, paying monthly dues Robi : : Pp * delay shipments. 
besed on their rate cards. In ad-| somamecon te WLW cial statement and asserted: “Our| Total estimated newsprint con- 
dition, there are 23 new stations| , Eldon Park, formerly vice-presi- | financial statement is the conclu-| sumption in the U. S. for August, 
Suet utehatin tee teen wilh. have dent in charge of programs of| sive answer to this peint.” Refer-| 1947, was 385,071 tons, which in- 
ids: Hanis weet tien ened wered Crosley Broadcasting Corporation,|ence to the insurance commis-| cludes all uses of newsprint. For 
g ig y- Cincinnati, has been named sta- sioner was with the phrase, “the the first eight months in 1947 the 
BBM has 58 advertising agency | tion manager of WINS, New York present insurance oomnsniehanee » | reporting newspapers used 2,265,- 
members—almost 100% of the|Crosley station. He replaces Cc in 2.000-li de : | 437 tons of newsprint, an increase 
Canadian agencies plus 12 in the| Willard Schroder. SP SOR De Senne GSS Blof 16.7% ove Wee Ment. cleat 
United States; 44 advertiser mem-| William Robinson, sales manager | ™2J0r cities of the state. The com-| months of last year and an 18.8% 
bers and nine radio station rep-|0°f WINS, has been appointed pro-|Pany, 10 years old, is a regular| increase over the first eight 
resentative members out of a pos- |8T@™ director of WLW, Cincinnati. ' user of radio. It prepares its own! months of 1941. 
sible 10. Each of these groups 
pays a nominal fee of $25 yearly, ” 
which helps defray the cost of 
printing and mailing. 
In the United States, on the 
other hand, BMB, under its new WINDOW ON THE FUTURE New 
15-point program for permanent A 
operation, bases its rates on sta- _ 
tion income. Although a tripartite ; first 
group, run by directors represent- abus 
ee am a Seren OOS UNS Its coverage-in-depth of worldwide political and social developments Late 
Four A’s, its revenue comes en- ? fi 
tirely from broadcasters. makes New Republic the most important magazine in America = 
Signed for First Study fas il : lei! thaunhs d R mar! 
Senet FOGG C00Ny a An statin or influencing peoples’ thoughts and actions. hone 
then on the air—which is very mon 
cage ap gpm led High in the minds of two very prac- beliefs and fears in his book, The reforms as well as new factories and by t 
Canada—signed for BMB Study tical men . . . one in the literary field, Promise of American Life. Willard better products. The task of initiating in th 
Number 1. Around- 300 stations and one in banking . . . was a firm be- Straight, then Far Eastern expert for these necessary social reforms is ful- Seeu 
iar te wadiineir eaeetenk oct an. lief in the potential of American J. P. Morgan and Company, was im- filled by liberalism. Without liberal- P 
‘erating was 1,861) are now listed democracy. But having watched the pressed, but felt one book was not ism, the rigidity and the instability of aa 
= Loney garter to _ growing struggles between enough. He proposed a_ capitalism would increase. Old age coal 
ureau. One station representative : . . F . es la 
suggested recently that a majority capital and labor in the The New weekly mera which — minimum wages, women’s Woe 
of stations must join BMB. if it years before 1914, they REPUBLIC would put Croly’s call for rights, social security and collective 
is - bangers ge gt feared for America. They ee a new attitude of liberal- bargaining are all accepted today as bee: 
_ Unuke | oe a ee oP feared violence. Only aaa aa ism on a continuing basis. necessary parts of our capitalist society. pen 
since its inception, BBM does not ale ‘ J , yP P mined Wils 
maintain a paid staff. Clerical and through a combination of eee Late in 1914, together with Yet when these and other ideas were j 
ar nage ’ manent by - As- devotion to American prin- ati Gein tu West ‘Walter Lippmann and proposed in the New Republic, they Mie 
ak te gpd ee er a. cel. ciples, concern for the gen- * snip other brilliant young writ- were looked on as unnecessary and poy 
pocket expenses. eral welfare, and faith in a ers, they published the first even harmful. * 
Canada’s first national audience the ability of capitalist issue of this magazine .. . lic 3 
gga etry tga nding owt democracy to provide a FEES it was called The New Re- No system is perfect . . . but every sys- wg 
The hind, to be snneunaed better life through con- aiagncmgnbinite public. tem must overcome its weaknesses if that 
Sots, A et 4 augment stant progress did they be- Capitalism is liberal. it is to survive. Another vital function — 
the membership o e group, . a . ‘ ° hi . ° a A rev 
aiies Mae GE te abet eee te lieve our institutions could survive. It lives by offering a steadily rising of liberal journalism is to expose the P 
operation have either gone on the Herbert Croly, noted author and stu- standard of living to all Americans. weaknesses of society through construc- We’ 
air, increased their power or dent of public affairs, expressed these These increased standards mean social _ tive criticism. During the twenties the 
changed their frequency within we ' 
the past two years. poli 
List 4 Uses of Figures real. 
During the past several years Exciting Reports On The World “Pensioners’ Plight”— The terrible predicament inflation is to le 
their reports, according to BBM T oday and Tomorrow bringing to millions living on fixed incomes. Mur 
officials, have been used variously " “RA Food that Increases Infelli omThe first full tn 
as follows: Appearing During Recent Months per ggeenge page Aaaaga lige - 
, port on glutamic acid, with its wonder-working ability to speed ici 
1. Network users obtain net P ticiy 
; “The Atom in Peace” — Dramatic story of the new mar- up retarded intelligence. 
figures for cost analysis, whereby P rae : i fo 
th det : th 1 vels, for science, medicine, and industry that are coming out of re 
cueiae salam te Re pA gy the atemic laboratories. “To Rescue Our Forests’—How America is destroying her wer 
can accurately merchandise their Geman Wow Gend «s Tee eed d reset bette, “OO OO OF Oe late 
programs. ; progress in solving the mystery of this dread disease. “Militarists and National Policy’’— The hitherto un- man 
Peg peers ae “Buying Medical Care” — How America is solving the printed facts about how the military mind is beginning to dictate _* 
problem of adequate medical advice and hospitalization, for people American policy in a dozen ways. 
of all income levels. “Socialization in Europe’’— A hard-headed, hard-hitting re- pies 
: “New Miracles of Food Research”— Exciting information port on the full significance of the movement toward socialization — 
rn ~ KNOW THE TRUTH sat ee eed gon oo . goon ar yenaiaaae on foods that will of important industries in many European countries. ing 
‘a: make you well an eep you that way. : 
~ ABOUT NEW REPUBLIC pe . “New Substitutes for Oil’—The full story of what we of tl 
pase Housing: Challenge and Failure” — Why we are lag- shall do when oil wells run ‘dry ,and why no one needs to fear a 
ging in the building of new houses and what the housing program fuel shortage We 
needs. : 
: “The Menace of the Lobbyist”— How legislation is in. “How We Can Fight Monopoly”—The alarming record im 
" ACCEPTEDADVERTISING- fluenced by spokesmen for special interests and what we can do f increasing monopolization in many fields, and concrete pro- We 
bout it. posals for breaking its strangling grip. like 
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Lever Brothers Company will 
not determine results of its $2,- 
000,000 advertising tests for seven 
major products (AA, July 28) un- 
til the early part of 1948. In fact, 
some of the programs are not yet 
fully under way. 

* * * 


Due to a tight supply situation, 
|caused by transportation difficul- 
ties, major oil companies are urg- 
ing their oil heat customers to 
tank up before cold weather 
arrives. They’ll do little, if any, 
advertising this fall on conversion 
to oil from other types of fuel. 
Standard of New Jersey reports 
that it will not promote its Gilbert 
& Barker oil burners. 
* ws Bo 
After the Interstate Commerce 
Commission hearings in Washing- 
ton in September, on his applica- 
tion for two seats on the New 
York Central’s board, Robert R. 
Young left for Palm Beach to see 


how his beach-front home sur- 
vived the hurricane. 

But Mr. Young had other new 
problems. He had surveyed the 
Central’s stockholders and _ be- 
lieved that most of them favored 
his control, but he was surprised 
at the opposition to him—which 
developed at the ICC hearings— 
from veteran New York Central 
executives. 

Thus, in addition to the ICC and 
the Central’s stockholders, he 
thinks he must find ways to sell 
executives and workers on the ad- 
vantages of Youngifying the sys- 
tem. 

oe * 


In the back of each issue Busi- 
ness Week, a McGraw-Hill pub- 
lication, lists advertisers in that 
issue, with the agencies which 
placed the ads. An exception, for 
a spread in the Sept. 27 issue, was 
Science Itlustrated, also a Mc- 
Graw-Hill publication. No agency 


New Republic attacked corruption in 
America. The New Republic was the 
first to print the full details of the 
abuses of the Harding administration. 
Later it published a series of articles 
on financial manipulations on the stock 
market, warning investors against dis- 
honest practices when these were com- 
mon. Many of the reforms demanded 
by the New Republic were embodied 
in the rules of the now highly regarded 
Securities and Exchange Commission. 


It isn't easy to keep ahead. Most 
great Americans died thinking they 
had failed. One such American was 
Woodrow Wilson. The New Republic 
was so close to Wilson and his asso- 
ciates that many read it to learn what 
Wilson would do. New Republic 
played an important part in develop- 
ing the ideas for the League of Nations. 
At the time, the editors of New Repub- 
lic and Wilson’s advisers were attacked 
as unrealistic. Today realists know 
that had America listened then there 
would have been a better chance of 
preventing the second World War. 


We’ve made mistakes. For instance, 
we were critical of Roosevelt’s foreign 
policy between 1937 and Munich. We 
realized we were wrong, and we helped 
to lead the fight for intervention after 
Munich. We were the only magazine 
in America to come out for full par- 
ticipation in the war be- 
fore Pearl Harbor. We 
were the first magazine 
later on to call for a per- 
manent United Nations 
—two weeks after its 
creation as a temporary 
wartime measure. Look- 
ing back we think we were right most 
of the time. We’re proud of our record. 


We don't think there will be war. 
But we recognize the danger of war. 
We blame all nations for present war- 
like trends. If we seem to criticize our 
government more than others, it’s only 
because our government is ours and the 


one we are most interested in strength- 
ening. We’re not pro-Russian or anti- 
Russian. We stand for no individual 
group or nation irrespective of right 
and truth. 


We don’t assume depression. 

We think that given the right relation- 
ship between government, management 
and labor, our system of capitalist 
democracy can produce greater and 
more sustained abundance than the 
world has ever known. 


‘Today we're still ahead. We are still 


demanding progress for the sake of 
prosperity and peace. We want low- 
cost public housing and reform of 
labor practices and business practices 
within the housing industry. We want 
minimum standards of public health. 
We want protection for the family 
farmer, control of monopoly, measures 
to provide continuing full production 
and overseas reconstruction programs 
on the largest scale. We are objective, 
but not impartial. 


Maybe many of the ideas we advocate 
will be unpopular. We predict that, 
once again, many of the unpopular 
ideas that New Republic advocates to- 
day will be accepted as commonplace 
by all Americans in the years to come. 
Our own record makes that prediction 
safe. 


And we're still the same magazine. 


Our ideas have ad- 
vanced, but the basic 
assumption on which we 
form ideas is unchanged. 


Thirty years ago Her- 
bert Croly and Willard 
Straight founded New 
Republic not to advance revolution, 
but “to break up the unmanageable 
class conflict into minor, specific, 
manageable conflicts.” Under the edi- 
torship of Henry A. Wallace, former 
Vice-President of the United States, 
and with Michael Straight, son of Wil- 
lard Straight, as publisher, the policy 
of New Republic remains unchanged. 


YOU MAY QUOTE ME: 
by Henry A. Wallace 


“I believe the United States is 
committed by her history to a 
democratic civilization of com- 
petitive enterprise, even though 
the rest of the world moves 
toward communism or social- 


9 


ism. 
2 


“I believe that, to survive, both 
Communism and Capitalism 
must take more account of the 
nature of man himself and learn 
to serve his desires with goods 
and more freedom.” 


“[ hope that a ‘planned econ- 
omy’ is not necessary in the 
United States and believe that 
it can be avoided by a vast 
amount of voluntary planning 
on the part of business, labor 
and agriculture in cooperation 
with government.” 


“I believe we can find « formula 
for labor peace if we can get 
concessions from the extremists 
on both sides.” 


“I believe that while the pur- 
chasing power of labor should 
be maintained so long as it does 
not reduce production, labor 
should be concerned with the 
dangers of an employer oper- 
ating at a loss or pricing himself 
out of the market.” 


“I believe in the extraordinary 
productivity of American com- 
petitive enterprise and know 
that it can continue this produc- 
tivity without loss of essential 
freedoms so long as it remains 
flexible under changing condi- 
tions.” 
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|for SI was listed. 
_ The reason: SI engaged Walter 
| Weir, Inc., for a test series of five 
'ads, including this one. Newell- 
Emmett Company is still SI’s 
agency of record. 

ws a * 

Columbia Records Corporation 
is reported to be looking very 
carefully at its Columbia Record 
Shop show with Disc Jockey Fred 
Robbins. Columbia also: sponsors 
a number of other disc jockeys on 
local and regional stations scat- 
tered around the country, and re- 
portedly has found that the local 
platter-turners command a larger 
audience than Robbins. The com- 
pany may switch to regional 
shows altogether. 

* ok ae 

While Sullivan, Stauffer, Col-° 
well & Bayles still has a look-in 
on the Pall Mall account, since 
the sponsor only renewed . “The 
Big Story” for 13 weeks through 
Foote, Cone & Belding, other ad- 
vertisers may get a presentation 
on SSC&B’s “Show of the Year.” 

Primary requisites: a fairly uni- 
fied competitive field—so that 
clearance is easier; a good time 
option; a radio budget large 
enough to stand the gaff. The 
word in radio circles is that 
SSC&B was in a box; it had to have 
Afra support to get the program 
off the ground; on the other hand, 
a number of sponsors were loath 
to do anything to increase the 
power of the union with which 
they’d already had plenty of con- 
troversy. 

Bs 8 a 

United Artists is interested in 
the advertising of Serta Associ- 
ates, a group of mattress manu- 
facturers whose campaign was re- 
ported in AA, Sept. 29. UA wants 
them for tie-in advertising with 
Triangle Productions’ forthcoming 
“Sleep, My Love.” 


Canada Dry to Sell 
Syrups Nationally 


Canada Dry Ginger Ale, New 
York, has resumed production of 
nine flavors of syrup concentrates 
for use at soda fountains, after a 
five-year lapse imposed by sugar 
shortages. Prewar distribution was 
limited to a few test markets, but 
now has been established on a 
national basis, with direct plant- 
to-retailer delivery service in 57 
cities. The new development is 
said to be the first time any na- 
tionally known beverage producer 
has entered the syrup field on a 
national scale with a complete line 
of flavors. The list comprises root 
beer, cream soda, orange, grape, 
lemon-lime and cherry, in addi- 
tion to ginger ale, Spur cola and 
Hi-Spot, a lithiated lemon. bev- 
erage. 

Chesley Pafford;- who has been 
with Canada Dry for 15 years and 
recently returned after a two- 
year leave during which he 
worked on development of bever- 
age vending and dispensing equip- 
ment, has been named national 
syrup sales manager. 


Joins Lace Company 


James B. Moore Jr., district 
manager in the metropolitan New 
York area for the home appliance 
department of General Mills,’ will 
join North American Lace Com- 
pany. New York, Oct. 15 as sales 
/manager of the curtain division. 
He succeeds S. J. Robinson, who 
recently resigned to join Goodall 
Fabrics. 


KNOW THE TRUTH 
— ABOUT NEW REPUBLIC — 
-...THEN JUDGE IT ON i. 


THE GROUNDS OF = 
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P&G Starts More 
Contests, as Do 
Pillsbury, Others 


New YorK—Procter & Gamble’s 
$140,000 contest for Dreft, which 
broke recently, proves to have been 
only the first of P&G’s postwar 
big-time contests (AA, Aug. 25). 

Wasting little time, the soap 
company has opened two more 
such promotions in the October 
issue of Ladies’ Home Journal. 
Twenty-five word “why I like” 
contests back P&G’s Spic and Span 
cleaner and Ivory bar. 

The magazine also carries an- 
nouncen ent of two other contests, 
with the rash of four offering a 
total of $182,900 in prizes. All 
these contest ads are in four colors, 
and P&G in addition has two full- 
page and one half-page four-color 
ads on other products in the LHJ 
issue. Another contest has broken 
in comic papers. 

The biggest of the contests is 
for Ivory soap. A back-cover ad 
invites contestants to try for a 
grand prize of $5,000 in cash per 
year for five years, as well as for 
one $1,000 prize, ten $250 prizes 
and 200 sets of Dan River sheets 
and pillow cases each week dur- 
ing the five-week contest. A novel 
part of the contest is that the first- 
prize winner will get an additional 
$1,000 if she submits her entry: on 
an Official blank obtained from a 
dealer or on any piece of paper 
signed by her dealer. 


Pillsbury, Queen Anne Start 


The Spic and Span contest also 
has a munificent cash award as 
first prize. The winner gets her 
choice of $100 a month for life 
or $20,000 in a lump sum. Each 
week for five weeks, also, other 
winners will get a total of $4,000, 
in $1,000, $100 and $10 bills. 
Dancer-Fitzgerald-Sample handles 
the campaigns. 

A third contest announcement 
is made by Pillsbury Mills, which 
offers $32,900 for best 25-word 
“why I like’ remarks on Pills- 
bury’s Best flour. First prize is 
$5,000, second prize $3,000, third 
$1,000, and there are 200 Gruen 
Curvex wrist watches worth 
$119.50 each for other winners. 

The fourth contest advertised is 
one previously announced in other 
publications by Swift & Co. for 
Swift’s Cleanser. Swift offers 
$41,000, including a General Elec- 
tric Kitchen, to winners who com- 
plete a four-line jingle (AA, Sept. 
22). Needham, Louis & Brorby, 
Chicago, is the agency. 


Long List of Prizes 


Another contest has been an- 
nounced by Queen Anne Candy 
Company, Hammond, Ind., for its 
Queen Anne Jingle and Pecan 
Roll bars. Ads in Puck—the 
Comic Weekly and Metropolitan 
Group comic sections offer $41,- 
000 in merchandise to those sub- 
mitting best last lines to jingles 
appearing on the Jingle bar wrap- 
pers. 

The Queen Anne prize-winners 
can also double their awards if 
they send in wrappers of both the 
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nouncing prize contests. 


one of Procter & Gamble's two new lush promotions for Ivory soap and Spic and 
Span, and (right) Pillsbury Mills’ “word game" for its flour. 
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WIN—Above are two more of many new ads an- 
These two, from Ladies’ Home Journal, are (left) 


Jingle and Pecan Roll bars. Prizes | “VS” pens, Clinton watches, Spal- 


include Willys Jeep 
wagons, 
Schwinn - Built 
crafter radios, Revere 8 


eras, Falcon 


American Moto-Scoots, 
bicycles, 


cameras, 


station|ding footballs and girls’ overnight 
cases. Hill Blackett & Co., Chi- 
Halli-| cago, is the agency. 

Other new contests recently an- 
nounced have been a General 


mm. cam- 
Parker 


Mills $25,000 diamond ring con- 
test; F. W. Fitch Company’s “Fitch 
Bandwagon” contest offering 
Kaiser or Frazer cars and $35,000 
in other prizes (AA, Sept. 29), 
and West Coast hospital and vet- 
erans aid cash contests. 


Phillips Launches One 


Phillips Packing Company, 
Cambridge, Md., on Oct. 15 will 
launch a $10,000 “why I like” con- 
test backing Phillips Delicious 
canned soups, vegetables and meat 
products. Advertisements will run 
in 70 newspapers in 50 major 
cities. Contestants are to enclose 
the names of their grocers, who 
will share in the awards. Aitken- 
Kynett Company, Philadelphia, is 
the agency. 

Another new contest is a $60,- 
189 jingle contest by Quaker Oats 
Company for Aunt Jemima ready- 
mixes for pancakes and _ buck- 
wheats. A half-page two-color ad 
in Life Sept. 29 announced a 1948 
Nash or $5,000 cash as top prize, 
three of these awards to be made. 

LaRoche & Ellis, Chicago, is the 
agéncy. 


Advertising Age, October 6, 1947 


Adv 


LOOK TO THESE NEW REPUBLIC EDITORS 


For Exciting and Important Journalism 


HENRY WALLACE—B. S., 1910, Iowa State 
College; editor of Wallace’s Farmer and Iowa 
Homestead. President Roosevelt’s Secretary of 
Agriculture, 1933 to 1940; Vice-President of the 
United States, 1941 to 1945; Secretary of Com- 
merce, 1945 to 1946. Author of New Frontiers, 
Century of the Common Man, 60,000,000 Jobs, etc. 


BRUCE BLIVEN— Formerly head of the De- 
partment of Journalism, University of Southern 
California, and managing editor of the New York 
Slobe. Is a member of National Association of 
Science Writers (author of The Men Who Make 
the Future), and is a director of Twentieth Cen- 
tury Fund. 


ROBERT HATCH-— Spent many years as an 
editor for the Viking Press. During the war years, 
he was with OWI, where he edited two magazines: 
Voir, a magazine for France; and Heute, a maga- 
zine for Germany, published in Munich on Hitler’s 
printing presses. Hatch is a graduate of Princeton 
University. 


THEODORE WHITE—Summa Cum Laude 
graduate of Harvard University, class of °38. Re- 
ceived travelling fellowship which ended upon 
arrival in China. After brief connection with 
Chinese Information Service, became chief of 
Time, Inc.’s China Bureau. Upon return to states 
in °45, co-authored with Annalee Jacoby, best-seller 
Thunder Out of China. 


GEORGE MAYBERRY — aught English and 
American Literature at Harvard University and 
Radcliffe College from 1936-1942. Since 1942, Mr. 
Mayberry has been literary editor of the New Re- 
public. > 


MICHAEL STRAIGHT — Educated at the Lon- 
don School of Economics and Cambridge Univer- 
sity. He was an economist with the State Depart- 
ment from 1937 to 1941 and served during the war 
as a B17 pilot in the Army Air Force. His book, 
Make This the Last War, was published in 1942. 


EDD JOHNSON-— A graduate of ucta, he was 
a reporter for the New York World-Telegram, New 
York Journal and San Francisco Chronicle; also 
an editor of Collier’s Magazine. During the war, 
he was Chief Editor of ow1’s Overseas Branch and 
European correspondent for Marshall Field’s Chi- 
cago Sun Syndicate. 


WILLIAM WALTON -— Was reporter for Jack- 
sonville (Ill.) Daily Journal, Associated Press, and 
PM. During the war he was correspondent for 
Time-Life in England, France & Germany; also 
post-war correspondent in Germany, Austria & 
Czechoslovakia and foreign editor for Life Maga- 
zine. 


WILLIAM HARLAN HALE-—Graduate ot 
Yale University; wrote two books: Challenge and 
Defeat and Hannibal Hooker. Also, prewar, he 
was with Vanity Fair and Fortune. On the staff of 
SHAEF, Hale participated in planning long-range 
propaganda strategy. Author of, March of Free- 
dom. 


JAMES GRUNBAUM~ Recipient of a gradu- 
ate fellowship in art and philosophy at the Uni- 
versity of Washington; was art director of various 
trade publications. During the war, he helped de- 
sign the army’s basic physical training manual; was 
an illustrator and typographic designer for a num- 
ber of chemical warfare publications. 
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Advertising in the Test Stage 


Will Big Ad Push 


\in Tough Markets 


MoveSlow Goods? 


San Dreco—Employing com- 
petitive selling methods will move, 
in a month, the same amount of 
merchandise normally sold in a 
year, Proctor Electric Company, 
Philadelphia, believes. 

To prove its theory, and dis- 

cover what happens when an in- 
tensive ad drive is backed by 
dealer cooperation, the company 
is conducting a one-month test 
here, scheduled to end Oct. 15. 
- Prior to the opening of the 
drive, Charles P. Culbert, Proc- 
tor’s western sales manager, 
brought a crew into town to lay 
the groundwork of the promotion. 
Newspaper publishers, radio ex- 
ecutives and city officials were in- 
vited to a special meeting held be- 
fore the push began, to advise 
them of the purpose of the test. 

Three-quarter page newspaper 


copy in three dailies, radio spots 
on four stations and a_ loud- 
speaker equipped airplane told 
the city the story of Proctor’s 
Never-Lift iron on the opening 
day. 


Dealers Offer Support 


Approximately 200 dealers in 
every neighborhood are support- 
ing the program with electric iron 
displays in windows and on 
counters, while a centrally-located 
theater has been taken over for 
weekly Tuesday afternoon ironing 
schools open to the public. 

To condition dealer’s sales per- 
sonnel to selling techniques, train- 
ing classes were conducted during 
the opening days of the test. 

A dealer spot check early in the 
drive indicated an increasing num- 
ber of inquiries from prospects, 
but little appreciable sales in- 
crease (with exceptions, of 
course.) The company, naturally, 
does not intend to tally any scores 
until after Oct. 15, and fanfare 
outside San Diego proper has been 
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kept to a minimum. 

San Diego was the company’s 
choice for a test market, said Mr. 
Culbert, because it is the first of 
similar areas to show mild reces- 
sion trends, and the iron was the 
product choice since supply has 
reached the point where sales are 
once again competitive. 


‘SOFT SOFT DRINK’ 
GETS REGIONAL TEST 


San AntTonIoO—A test campaign 
heralding a new national drive for 
Delaware Punch, “America’s 
SOFT soft drink,’ has been 
launched via a series of newspa- 
per ads in nine cities of Texas, 


\ what you 
] ike to do.. 


and is now shooting for 100,000 in 1948. 


Regardless of editorial jumping-off place or destination, it is in- 
teresting to note that the Wall Street Journal and the New Repub- 
lic show post-war circulation gains that are truly remarkable. In 
the case of the New Republic, circulation doubled within a year 

. exceeded its most recent guarantee (75,000, effective 1/1/47), 


| We draw no particular conclusion from this circulation parallel 


ONLY THE 


WALL STREET JOURNAL AND NEW REPUBLIC 
CAN MAKE THIS STATEMENT 


“Fastest-growing Specialized News- 
reporting Publications in America" 


between the country’s leading financial and liberal news-reporting 
journals, except perhaps that more and more people are vitally 
concerned these days with the special significance of current events 
whether from the standpoint of business security or social bene- 
fits. In any event, we both appear to be publishing the kind of 
information more and more people want. . 
from “Wall Street to Main Street,” or vice versa. 


. important people 


READERS WITH A HIGH ‘‘TRIPLE I. Q.’’ 


Such a substantial editorial force attracts the most substantial kind of readers 
. . . people boasting high quotient ratings not only for intelligence, 
but for influence and income as well. 


It should not surprise anyone to find 
that a magazine fashioned to appeal to 
all progress-minded individuals should 
include in its audience a substantial 
number of the country’s more intelli- 
gent citizens. In the matter of educa- 
tion, for instance, it’s better than 4- 
to-1 that every New Republic reader 
went to college .. . and a 50-50 chance 
that he went on to earn a graduate 
degree. 


Furthermore, the books which NR 
readers select substantiate the conclu- 
sion that they must have extremely 
inquiring, thoughtful, and reasoning 
minds. For instance, for every 100 
books of fiction they buy, the follow- 
ing number of other types of literature 
are also purchased: 


POLITICS AND ECONOMICS.......... 130 
CE och cada es woes a wena cadens 85 
SE, vc nent de Sean ndb na awes 80 
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That the average reader of New Re- 
public, however, stands high and bulks 
wide, not only in terms of intelligence 
but also in terms of position and buy- 
ing power, is a fact that may cause 
surprise. Indeed, the actual statistics 
gained from a recent survey of NR 
subscribers surprised even us. 


High “Influence Quofient.” Since 
more than two-thirds of New Repub- 
lic audience is made up of business 
leaders, executives, and professional 
people, it is obvious that this unusual 
audience represents a high concentra- 
tion of active and influential citizens. 
The influence such people wield within 
the circle of their business and social 
acquaintance is one of the most im- 
portant factors to consider in evaluat- 
ing the effectiveness of the New Re- 
public circulation. 


Other publications make much of so- 
called “pass along” readership . . . and 
New Republic also reaches three or 


more additional readers per subscriber 
copy, thereby boosting its circulation 
well above a total first-hand reader- 
ship of 200,000. Beyond this, how- 
ever, each New Republic reader is the 
center of a sizable “listening” audi- 
ence. Its readers might correctly be 
described as “the thousands who influ- 
ence the millions.” 


“I. Q@.” also stands for “Income 
Quotient.” Contrary to what may be a 
common belief, readers of New Repub- 
lic are not dwellers in garrets, apart- 
ments, or even high-grade mass hous- 
ing units. In fact, they are in income 
brackets as high as the average reader 
of “class” publications. For example, 
a survey made in September, 1946, re- 
vealed that nearly half of NR’s audi- 
ence earns more than $5,000 a year... 
and nearly a third of these are in the 
$10,000-or-more class. 


On the other hand, an index of their 
(Continued on next right hand page) 


and do it with PUNCH! 


DELAWARE [fg 


“sii 


Florida, Indiana, Kentucky and 
California. 

Supplementing the newspaper 
copy are radio spots, color movie 
shorts and panel posters in se- 
lected markets. Eventually, the 
campaign is expected to cover 
most of the country. R. B. More- 
land, vice-president of Grant Ad- 
vertising, Dallas, which is han- 
dling the account, said the com- 
bined advertising budget for 1948 
is expected to exceed $250,000. 

Various hobbies are depicted in 
cartoons in the newspaper test 
series, with the copy selling line: 
“Do what you like to do... and 
do it with Punch!” Golf, riding, 
bowling, archery and model plane 
building are pictured and each ad 
shows the Delaware Punch bottle. 


200 Company Associates 


The bottler, Delaware Punch 
Company of America, San An- 
tonio, is represented nationally by 
Smoke Ballew & Associates, Dal- 
las marketing organization. More 
than 200 bottlers in the U. S., 
Hawaii, Mexico, Cuba, Puerto 
Rico and Jamaica are company 
associates. 

Delaware Punch is not carbon- 
ated, hence the copyrighted “Amer- 
ica’s SOFT soft drink” boast. It 
has been known in the South and 
Southwest, however, for 33 years. 
It was recently introduced in the 
Los Angeles market, and the only 
territories not now covered are 
the New York and New England 
areas. 

The current newspaper “hobby” 
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series is appearing in South Bend, , 
Ind.; Lakeland, Fla.; Lexington, | 
Ky.; Sacramento, Oxnard, Ven- 
tura and Santa Paula, Cal., and) 
Waco and Denton, Tex. 


‘ZOOM’ GETS TEST 


IN DETROIT AREA 


SEATTLE—Tuning advertising to 
the housewife’s worry over rising 
prices, Fisher Flouring Mills Com- 
pany will use full-page copy in 
the Pictorial Review section of the 
Oct. 12 Detroit Times to push its 
test campaign in the Detroit area 
for Zoom, a pre-cooked breakfast 
cereal. 

The’ editorial-style advertise- 
ment tells housewives that Zoom 
is “milled from high protein Far 
Western wheat, the finest in the 
world,” and emphasizes economy 
with the statement that Zoom is 
“easy to prepare and cooks in- 
stantly. You save gas, you save 
time, and you save money.” 

A gift offer of five plastic meas- 
uring spoons for the return of a 
box top is included in the ad, 
which will be followed on a con- 
tinuing basis with newspaper copy 
and some radio. Trade publica- 
tions are also being used. 

Trevor Evans, account execu- 
tive at Pacific National Advertis- 
ing Agency, Seattle, will go to 
Detroit for the opening of the fall 
sales push. 


SET TERN TEST 
FOR NEW ENGLAND 


New YorkK—Lorraine Com- 
pounds will start a test for Tern, 
a new liquid wool-wash, in five 
New England cities—Boston, 
Hartford, Portland, Providence 
and Springfield—about Oct. 20. 

The campaign will employ 
large-space newspaper advertise- 
ments and one-minute radio spots, 
plus a sampling drive. 

Copy will be built around Tern’s 
action, which eliminates rubbing, 
alkali and hot water, which the 
company says are the primary 
causes of shrinkage. Distribution 
will be through grocery, chain, 
drug and department stores. 

J. M. Mathes, Inc., is the 
agency. 


MOR-LASH TESTED 


Cuicaco—Profile Company here 
has introduced its new Mor-Lash 
eye cream in Indianapolis and 
Kansas City to test copy as a fore- 
runner to a national ad campaign. 

The company is using 150-line 
space for Mor-Lash on Sundays in 
the Indianapolis Star and Kansas 
City Star. The forthcoming na- 
tional drive will call for newspa- 
per ads ina large number of mar- 
kets. 

H. W. Kastor & Sons Advertis- 
ing Company here handles the ac- 
count. 


Appoints Olms 

E. A. Olms, formerly with the 
Alexander Publishing Company, 
Chicago, has been named western 
manager of Washington Publica- 
tions, Inc., New York, publisher 
of a weekly tax newsletter, “The 
Tax Barometer.” 


Ellington Ups Kingman 

Ellington & Co., New York, has 
appointed Gordon M. Kingman 
treasurer. Mr. Kingman joined 
the agency in 1944 from E. R. 
Squibb & Son. 
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NAEA Publishes 


Booklet on Art 


Reproduction 


DANVILLE, ILL.—The Newspaper 
Advertising Executives Associa- 
tion has prepared another in the 
series of manuals on _ technical 
subjects for its members. 

“Art Production . . . for Better 
Reproduction,” prepared by the 
typography and printing repro- 
duction committee, is a 47-page, 
11x14-inch booklet telling correct 
procedure of art composition for 
reproduction of illustrations in 
newspaper advertising. It was 
prepared by Colin Campbell of 
Campbell-Ewald Company, De- 
troit. 

Much like an easel presentation 
in layout, the booklet opens by 
saying that good newspaper re- 
production begins “with even 
more than good art work, for the 
art work beyond being good must 
always be the right type of art 
work for the newspaper process.” 


“good newspaper reproduction be- 
gins in the mind of the art direc- 
tor or layout artist who renders 
the first rough visuals with com- 
plete understanding of the funda- 
mentals involved.” It then covers 
fundamentals required in prep- 
aration of various types of art 
work—for photographs, line draw- 
ings, smaller ads and the like. 

Members of NAEA may obtain 
copies at $1.50 each from Robert 
C. Pace, Danville Commercial 
News, secretary. Louis E. Heindel, 
advertising director, Madison 
Newspapers, headed the commit- 
tee in charge of the project. 


SPECIAL EXHIBIT 
PLANNED NEXT YEAR 


NEw ORLEANS — Loyal Phillips, 
New Orleans Item, of the News- 
paper Advertising Executives As- 
sociation typography improvement 
committee, has disclosed that the 
NAEA convention next January 
will include a special exhibit to 
demonstrate improved processes 
for newspaper printing and ad re- 
production. 


hibits explaining processes for 
printing comics on rotogravure 
stock, printing from original zinc, 
improvement in appearance of 
classified pages, use of light-face 
type and engravings, color print- 
ing, etc. 

The convention will be held at 
the Edgewater Beach Hotel in 
Chicago. 


Three Name Metcalf 


George T. Metcalf Company, 
Providence, R. I., has been ap- 
pointed to handle the advertising 
of A. T. Cross Pencil Company, 
manufacturer of mechanical pen- 
cils; Allied Sleep Products, Inc., 
manufacturer of combination sofa 
beds and upholstered furniture, 
and Providence Plumbing Supply 
Company. All three are located 
in Providence. 


WRWR Names Meyer 


Harold H. Meyer, general man- 
ager of Station WSTC, Stamford, 
Conn., and president of the Con- 
necticut State Network, has been 
appointed manager of Station 
WRWR, Albany. The new 10,000- 
watt ABC outlet is scheduled to 
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“In other words,” it declares, 


The exhibit will include ex-!go on the air Dec. 1. 


MINDS AND PURSES OPEN FOR ADVERTISERS 


High “Triple 1.Q.” of the NR audience means maximum 
advertising effectiveness for marketers of 
company policy as well as products. 


Mr. and Mrs. Public buy or resist 
companies as well as products. They 
are important to sellers in their day- 
to-day role of consumers, but when 
they go “shopping” as citizens they 
assume still greater importance to you. 
What goes into Mr. and Mrs. Public’s 
minds may be as vital to you as what 
comes out of their purses. In their 
role as citizens, what they know or 
think about the part played by busi- 
ness and industry in the over-all eco- 
nomic and social scheme of things can 
often have an even greater effect on a 
company’s commercial success than 
their attitude toward its products or 
services. 


Today, only the smallest of concerns 
can hope to escape public scrutiny . . 

can reasonably insulate themselves 
from public pressures arising from 
other than commercial conditions. At 


ARIZON 41 NEW Mai x) 


Where Americas “Triple I.Q.” 
is highest, N'R readership 
is heaviest. 
(Percentages show breakdown 
of NR circulation ) 
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the same time, the most successful 
companies and industries, individually 
or collectively, will be those which go 
out and sell the “behind the scenes” 
quality of their entire operation as 
honestly and aggressively as they do 
the goods they produce. Call it public 
relations or political science or just 
good business practice . . . promoting 
company policy as it affects or con- 
tributes to the public interest is one 
of the most vital phases of marketing 
today. 


As “the thousands who influence the 
millions”, New Republic readers rep- 
resent a concentration of your most 
worthwhile prospects for this type of 
advertising. Their high I. (Influence) 
Q., makes them many times more im- 
portant to have on your team than any 
ordinary group of individuals. Thus, 
just as we believe this type of promo- 
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tional effort is a “must” when plan- 
ning future sales and advertising pro- 
grams, so also do we believe NR war- 
rants top consideration in scheduling 
space for any such campaign. 


Also, the high rafe of spending acti- 
vity, which equally distinguishes New 
Republic readers, makes NR an effec- 
tive product selling medium . . . espe- 
cially for goods or services involving 
out—of—the-ordinary expenditures or 
capital investments. The high I. (In- 
come) Q. feature of NR circulation 
provides economical, rifleshot cover- 
age of the market and commends this 
publication to the special needs of a 
wide variety of top-ranking, national 
advertisers. 


New Format. As another step toward 
providing an effective background for 
advertising, the New Republic restyles 
its new cover design and the format 
and typography of its inside pages. 
This, we feel sure, will provide greater 
eye-appeal, and still more intensive 
readership. As a sample, the front and 
succeeding pages of this booklet are 
arranged and set to resemble the New 
Republic’s cover and editorial pages 
as they will soon appear in their new- 
est dress. 


Coafed Stock for Advertising. In ad- 
dition to the above, New Republic 
provides for the first time a selection 
of stock for advertisers, including 
coated paper where quality reproduc- 
tion is desired. Thus, special adapta- 
tion of art work and cuts are no longer 
necessary, saving trouble and extra 
cost of production to the advertiser 
and his agency. Our representative 
will gladly prepare specific applica- 
tions of the New Republic story to any 
advertiser’s policy or product needs. 


Adi 
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Texas Citrus 


Industry Plans 
‘A8 Ad Campaign 


Budget of $500,000 
May Be Sought for 
Initial Drive 


Da.LLas — Plans for nationwide 
advertising of Texas’ citrus indus- 
try for the first time were an- 
nounced at the fifth annual con- 
vention of the Texas Citrus and 
Vegetable Growers and Shippers 
here Sept. 25-27. 

“We have been riding on the 
coattails of California and Flor- 
ida,” Austin E. Anson, Harlingen, 
Tex., executive manager of the as- 
sociation, told members. “At- 
tempts to frame advertising legis- 
lation at the recent session of the 
legislature were unsuccessful, and 
we are going to have to go ahead 


. 
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and do as an industry what we!at Austin last winter. 


should have done from the begin- 
ning.” 
Mr. Anson told ADVERTISING AGE 


“Advertising is so essential in 
our role of competitor with Cali- 


fornia and Florida,” Mr. Anson 


that the association’s board of di-| said, “that we had better team up 


rectors had endorsed plans to 
raise an advertising fund for 1948, 
subject to approval of the mem- 
bership. He expects a budget of 
between $250,000 and $500,000 will 
be sought. Details remain to be 
worked out. 


Co-ops Oppose Move 


The association represents most 
of the state’s citrus industry— 
minus the sizable organization of 
cooperative growers—or about 
70% of the citrus and 90% of the 
vegetable growers and shippers. 
Cooperatives market under the 
nationally - advertised Texsun 
brand, but there is no advertising 
of Texas citrus products as such. 

Opposition from the coopera- 
tives, plus limitations of state law, 
combined to eliminate the possi- 
bility of a 1947 state ad program, 
such as that conducted by the 
Florida Citrus Commission, de- 
spite intensive legislative efforts 


READERS WITH A HIGH "TRIPLE I. Q." (Continued) 


spending inclination (several degrees 
more informative, we believe, than 
estimated buying power) is to be 
found in the fact that nearly half of 
New Republic readers have travelled 
abroad . . . and half of these more 
than once. Also, 67% own one or more 
cars (by far the majority being above 
the big-3 price range), and more than 
a third of those queried said they ex- 
pected to buy a new car within the 
next twelve months. Money budgeted 
for non-essential and luxury items runs 


especially high (details on request), 
and, since three-quarters of NR readers 
are beyond the formative years (i.e., 
over 30 years old), these spending 
habits would appear to have become 
a well-established part of their mode 
of living. 


In short, New Republic readers are 
especially high in all three component 
parts of “Triple I. Q.” . . . the best 
way we know to describe the quality 
of this magazine’s readership. 


NR INSTITUTES ‘‘CONTINUING’’ RESEARCH 


No periodical is more conscious of the 
need for factual information about its 
editorial and circulation performance 
than the New Republic. Accordingly, 
a continuing program of editorial and 
reader research is now under way to 
provide a flow of data 
and statistics, not only | 
for its own guidance, — 
but for the guidance of 
advertisers as well. 


At the moment, it is 
enough to say that New 


Republic is interested in supplying the 
most complete and accurate statis- 
tical material possible and wants to 
answer all questions put to it re- 
garding editorial service, readership, 
and reader responsiveness. 


Inquiries will not only 
be welcome, but are en- 
couraged .. . address: 
Research Department, 
New Republic, 40 East 
49th Street, New York 
a 2 Be 


BALANCE YOUR NEWS-READING DIET 


A request on your company letterhead 


will bring you complimentary 


copies of NR regularly. 


Editorially, New Republic is many 
times more palatable, once sampled, 
than a lot of people believe who have 
never read it. In any event, advertising 
men, of all people, have a professional 
as well as a dollars-and-cents stake in 
knowing the other side of the question, 


, 


whether they agree with it or not. To 
make it easy, we hereby suggest (urge, 
in fact) that you let us put you on our 
complimentary list to receive NR every 
week. We'll send it either to your 
office or your residence, whichever you 
prefer. Advise us which . . . today. 


CONDENSED RATE CARD 


Effective October 15, 1947 


. GENERAL ADVERTISING 
a. Special Coated Stock 
Full page (420 lines).............. $600.00 
Half page (210 lines) vertical...... 335.00 
Vertical half page placed side-by- 
side on same page. 

. Regular Stock 


is 


Poet aGOte Lim0....cccccccccccccccccs 1.60 
Full page (420 lines).............. 540.00 
Two columns (280 lines)............ 385.00 
Half page (210 lines) horizontal.... 300.00 
One column (140 lines)...........05 200.00 
ce. Minimum depth for two column ads, 
35 lines. 
d. Preferred Position 
Second and third covers............ 600.00 
Fourth COVEr ....ccceccccsccccvcces 660.00 
e. Color 


Choice of extra colors, including 4 color 
process, available on coated stock. (Rates 


on request). 

Second color, elsewhere.......... 15% extra 
f. Time Discounts 

13 times in one contract year.......... 5% 

26 times in one contract year.......... 10% 

39 times in one contract year.......... 15% 

52 times in one contract year.......... 20% 
g. Bulk Discounts 

13 pages in one contract year.......... 10% 

26 pages in one contract year.......... 15% 

39 pages in one contract year.......... 20% 

52 pages in one contract year.......... 25% 


2. COMMISSION AND CASH DISCOUNT 
a. Agency commission .......+.sseeeeees 15% 
b. Cath GISCOUTE ...cccccccccccccecccces 2% 


c. Invoices rendered the first of month follow- 
ing insertion; to receive cash discount, they 
must be paid by 10th of the same month. 


3. MECHANICAL REQUIREMENTS 


Gs FA POG. ceive ccvecssesedss 7 x 10 inches 
DWO GMMMRS occ cocccsccies 4% x 10 inches 
Half page (horizontal)...7 x 4-15/16 inches 
Half page (vertical)........ 3% x 10 inches 
One column........-2seee0e 2% x 10 inches 
Half column (double)..4% x 4-15/16 inches 
Half GOlWMR. vecccedece 2% x 4-15/16 inches 

b. No bleed, except on coated stock (rates on 
request). 


c. Halftones: 120 screen on coated stock; 65 
screen elsewhere, including covers. 


4. CIRCULATION 
a. Member of ABC. 
b. Rates based on 75,000 average net paid 
guaranteed. 


NEW REPUBLIC 


40 East 49th Street New York 17, N. Y. 


Publisher, Michael Straight 
Associate Publisher, W. D. Patterson 
Treasurer, Daniel Mebane 
Public Relations Manager, Laurence G. Kraus 
Circulation Manager, Eric Shumway 
Circulation Prom. Mgr., L, L. Brettner 
Advertising Manager, E. G. Wood 
Advertising Sales, A. Maxwell Palmer 


| culture, Washington. 


and pull together to move this ad- 
vertising load. Regardless of the 
cost, let us get the job accom- 
plished.” 

John B. Shepperd, Gladewater, 
Tex., national president of the 
U. S. Junior Chamber of Com- 
merce, spoke in behalf of an over- 
all $5,000,000 advertising program 
for the state of Texas as a whole. 
“California and Florida spend up 
to $7,000,000 a year,’ he said. 
“Texas has always faced better- 
organized competition from other 
states.” 


Change in Law Required 


A bill calling for state advertis- 
ing — requiring a constitutional’ 
amendment because of a_ post- 
Civil War anti-immigration clause 
—has been defeated in Texas five 
times previously in the state legis- 
lature. Vigorous efforts by adver- 
tising groups and local chambers 
of commerce throughout Texas 
this year again were unsuccess- 
ful. 

Unsold merchandise was a new 
worry for the industry during the 
past year, according to Robert V. 
Dublin Jr., Laredo, Tex., outgoing 
president. “We are either pro- 
ducing more than we have the 
ability to sell, or we are using the 
wrong approach in our sales ef- 
fort,” he said, “as it has been defi- 
nitely proved over the past 12 
months that the consumer is now 
controlling the situation. 

“It has been a wise shipper who 
had a home, a definite home, for 
each and every carload of mer- 
chandise that rolled from. his 
packing house each day.” 

The convention was told -that 
the citrus industry nationally is 
starting the new season with a 
total of 7,000,000 cases of. juice 
this year, compared with 17,000,- 
000 last year. Hope for a longer 
marketing season for oranges, 
through cold storage, was offered 
by government experts, but they 
found grapefruit tests unpromis- 
ing. 

Lack of dollars abroad may pre- 
vent export of the 10 to 15 million 
boxes of citrus fruit necessary to 
assure a‘ profitable level for the 
industry, according to Gustave 
Burmeister, Department of Agri- 
Belgium, 
Switzerland and Sweden are the 
only foreign countries now open 
to free trade, he said, but “abund- 
ant markets would exist in other 


|countries if postwar lend-lease or 


a workable system of interna- 
tional financial exchange could be 
devised.” 


Thompson Names Baird 


* Rowland E. Baird, formerly sales 
promotion manager of Landers, 
Frary & Clark, New Britain, Conn., 
has been named general sales 
manager in charge of sales promo- 
tion and point-of-sale merchan- 
dising for Ellsworth G. Thompson, 
Merchandising, New Haven, Conn. 


KVAN Increases Power 


Station KVAN, Vancouver, 
Wash., has increased its power 
from 500 watts to 1,000 watts, 
broadcasting from 6 a.m. to 1 a.m. 
on a frequency of 910. 


KNOW THE TRUTH 
— ABOUT NEW REPUBLIC 
THEN JUDGE IT ON 


THE GROUNDS OF = 

~ ACCEPTED ADVERTISING 

VALUES. 
i a 


see preceding pages 
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‘Tribune,’ Stores 
Climax Promotion 
with Prize Homes 


Cuicaco—Opening of 10 fully- 
furnished prize homes for public 
inspection here Oct. 12 will climax 
the Chicagoland Home and Home 
Furnishings Festival and drama- 
tize the technique through which 
$50,000 in prize money has snow- 
balled into a $1,000,000 promotion. 

The Chicago Tribune started the 
city-wide effort with two nation- 
wide contests, the first of which 
was launched immediately after 
Japan’s surrender in 1945. Home 
builders and suppliers, furniture 
makers and retailers, including the 
city’s major department stores, 
have joined in to push the home 
and home furnishings promotion 
up to the million-dollar mark. 

The 10 new homes, located in 
Chicago’s Deer Park area, were 
built by Joseph T. Carp, Inc., for 
the Deerfield Company. They 
range from a two-bedroom home 
designed for a family of three and 
suitable for a 30-foot lot, to a 
four-bedroom home adequate for 
a family of five and requiring a 
75-foot lot. 

Over-all harmony was achieved, 
despite the diversity of individual 
designs, with placing and orienta- 
tion of the homes worked out in 
advance by Boyd Hill, the Trib- 
une’s architectural adviser. Mate- 
rial manufacturers by-passed sup- 
ply bottlenecks so the prize homes 
could be completed this summer 
and fall. 


Retailers Furnish Homes 


Chicago firms furnished many 
of the homes for the 30-day in- 
spection periods which start next 
Sunday. They include Sears, Roe- 
buck & Co., Montgomery Ward & 
Co., the New Boston Store, the 
Fair Store, Goldblatt Brothers, 
Petersen Furniture Company, Rus- 
nak Brothers, John M. Smythe 
Company, the Stylecrest Group 
and Wieboldt Stores, Inc. 

The Tribune kicked off the pro- 
motion in 1945 by offering 24 
$1,000 prizes for winners in a 
Chicagoland Prize Homes compe- 
tition. Late in 1946 it followed 
up with an offer of $26,250 in 
prizes for decorating suggestions 
in a “Better Rooms for Better 
Living” contest. 

From the 24 winning home de- 
signs, 18 prize homes have been 
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ASHEVILLE 


NORTH CAROLINA 


Highly Diversified—Twenty 
Counties—490,013 People 


Up: 
U. s Food Store Sales '46 
p e $37,563,000 


p 20.6% over ’45 
Up: 


Trade Figures Derived from 
Sales Management 


Retail Sales '46 
$175,275,000 
Up 26.5% over ’45 


Drug Store Sales ’46 
$7,960,000 
Up 23.5% over 745 


Representatives: The KATZ Agency 


FULL COVERAGE 
SOLE COVERAGE 


Request Market Folder! 


SHEVILLE 


CITIZEN + TIMES 


Morning | engi 
CITIZEN 5 Sunday 


built in Chicago and its suburbs 
for public demonstration and later 
sale to war veterans. Building 
and furnishing of these homes is 
believed to represent at least a 
$500,000 project. And from the 
prize-winning interior decorating 
suggestions, 13 Chicago stores de- 
veloped a $100,000 display of 22 
prize rooms. These store displays 
started off the two-month home 
and home _ furnishings festival 
(AA, Sept. 15). 

Additional promotion through 


the use of major advertising and 
news space in the Tribune and 
trade publications, and by ex- 
hibits throughout the Midwest, 
boosted the cooperative enterprise 
to the $1,000,000 level. Other ex- 
hibits are being scheduled 
throughout the fall and winter. 
Thousands of visitors have 
viewed earlier prize homes al- 
ready constructed in Palatine, 
Wheaton, Highland Park, Blue 
Island and Lombard, Ill., and 
similar crowds are expected for 


ore 


the Deer Park demonstration. 
Ushers will be on hand to direct 
visitors, and hostesses will be on 
duty at each house. Pamphlets 
describing each home are now 
being prepared for distribution. 


Station WHRV Aired 


Station WHRV, Ann Arbor, 
Mich., which went on the air Oct. 
5, used 75-inch announcement 
copy in 11 dailies and weeklies 
throughout Washtenaw County 
and surrounding territory. The 
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new station, an ABC affiliate, is 
licensed to broadcast unlimited 
time with a frequency of 1,600 kc 
and with 1,000 watts power. It 
is owned and operated by the 
Huron Valley Broadcasters, Inc., 
with James F. Hopkins as man- 
ager. 


Gets Airline Account 


Slick Airways, Inc., San An- 
tonio, has named Moreland, Amick 
& Black, Los Angeles, Chicago and 
New York, as its public relations 
counsel. 


How would you, 
as an advertising 
man, describe 


a long-stemmed rose? 


ERE’S a simple way to describe Beverly 
Michaels, one of the long-stemmed roses 
at Billy Rose’s Diamond Horseshoe: 


Height: 5-9 
Weight: 135 
Bust: 35 
Waist: 25 
Hips: 35 


Or you might toss in some adjectives like 
gorgeous, curvacious, sexy, magnetic, oomphy, 


supersonic, thermotactic. But when you're all 
through, you’d find that all the words you 
could dream up couldn’t compare with a single 


picture of the lovely gal. 
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Advertising Age, October 6, 1947 


NBC Reshuttles 


Video Some More 


New YorkK—Robert E. Shelby 
has been named to fill the new 
post of director of television en- 
gineering operations for NBC. He 
formerly was director of technical 


development in the engineering 
department. 
This announcement followed 


close on the heels of last week’s 
reshuffling of the television de- 


hes 5 


Saga 


partment in which John F. Royal, 
vice-president, was detailed to the 
assignment of “developing new 
talent and features for NBC’s rap- 
idly expanding television net- 
work.” 

Frank E. Mullen, executive vice- 
president in charge of television, 
said the new engineering position 
was created to provide a technical 
operations organization for tele- 
vision which will function inde- 
pendently of sound broadcasting 
operations. 


Mr. Shelby will be succeeded 
as director of technical develop- 
ment by George M. Nixon, for- 
merly assistant director. 


Returns to FC&B 


Milton Schwartz, who resigned 
as vice-president of Foote, Cone & 
Belding early this year to join 
H. M. Gross Company, Chicago 
agency, as executive vice-presi- 


dent, has returned to the Chicago. 


office of FC&B in charge of all 
radio creative copy. 


Lewis Leaves ‘News’ 


Lucia Lewis has resigned as 
travel editor of the Chicago Daily 
News to devote her time ex- 
clusively to travel promotion as 
vice-president of Travel Exposi- 
tions, Inc., Chicago. 


Appoints Wilson V.P. 


Harry D. Wilson has_ been 
elected a vice-president of A. C. 
Nielsen Company, Chicago. He 
will continue to serve as a Chi- 
cago client service executive. 


The fact that pictures are more powerful 
than words is nothing new to the editors of 
PARADE, the Sunday Picture Magazine. 


Figures show that PARADE attracts higher 


readership than any of its Sunday syndicated 
competitors. And this high readership carries 


over into the advertising pages, too. 


For instance— 


In a comparison of Starch reports for all 49 


identical ads that ran in PARADE and other 
syndicated Sunday Magazines during the first 
half of 1947, PARADE ranked first in readers 
per dollar in 44 of the 49 ... ran a close sec- 
ond in the other five. A representative check 


of weekly and women’s magazines placed 
PARADE first in every case. That’s PICTURE 
POWER! 


If you’d like more facts, just give us a ring. 


Honestly, we won’t twist your arm or back you 
into a corner to get that order. 


You ought lo te in ficlures... tn 


(Advertisement ) 


Business Market 
‘ATimes Richer’ 
Than the Consumer 


Rates Mass Advertising 
Methods for Record 


Sales Opportunity 


New York—Although the busi- 
ness market is four times as large 
in dollar potential as the con- 
sumer market, it has “hardly been 
touched by mass advertising tech- 
niques,” Nation’s Business em- 
phasizes in a recent pamphlet. 
The ratio, based on studies made 
by a Harvard professor using 1939 
figures as a typical pre-war year 
is believed to obtain today. In 
fact, as Nation’s Business shows, 
because “the consumer market al- 
ready has experienced remarkable 
expansion,” the relative potentials 
in the business market are even 
greater than before. 

When the consumer market was 
$70,000,000,000, the business mar- 
ket was about $300,000,000,000. By 
1946 the consumer market has 
doubled. 

“Consumer product advertisers 
have learned through long years 
of experience,” the pamphlet con- 
tinues, that “millions of messages 
spread before consumers. bring 
them mass sales. They know they 
need the favorable national opinion 
of many persons who are not im- 
mediate prospects before they can 
hope to capture the mass market. 

“This same mass technique can 
be applied with great success in 
the far larger $300,000,000,000 
business market.” 

Among business market adver- 
tisers who on this technique “al- 
ready have made their names first 
in their fields’ Nation’s Business 
cites Timken in roller bearings; 
Hammermill in printed forms; 
Nicholson in files, and Toledo and 
Fairbanks-Morse in scales. 

“More and more business mar- 
ket advertisers, instead of trying 
to reach ‘just the right men,’” 
Nation’s Business points out, “are 
going to seek to sell all business 
men. Then the top million men 
in the business market, customers, 
prospects, and thousands of as- 
sociates, all will know and favor 
their products. 

“By using just one business 
magazine, Nation’s Business, you 
can put more than six-hundred 
thousand messages a month in the 
hands of men in business from 
one end of the country to the 
other. 

“By using Nation’s Business, 
Business Week, Fortune and U. S. 
News once a month for a year, 
you put to work in the business 
market more than 15,000,000 sell- 
ing -messages about your business 
and its products.” 

Paid circulations of the four 
are: Business Week, 175,000; For- 
tune, 235,000; Nation’s Business, 
600,000, and United States News, 
300,000. The total of the four is 
1,310,000. 

The black-and-white page cost 
is: Nation’s Business, $3,000; U. S. 
News, $2,400; Fortune, $2,750, and 
Business Week, $1,575. 

The combined rate for a page a 
month in all four magazines is 
about $9,725. “That,” says Na- 
tion’s Business, “means 1,310,000 
pages a month, more than 15,000,- 
000 pages a year—circulating in 
the richest of all markets—may be 
had for only about $116,000.” 

Nearly two score “substantial 
advertisers already are buying 
schedules in all four of these busi- 
ness magazines.” 


( Advertisement) 
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Sun-Maid Raisins 
to Get Largest 
All-Year Drive 


FRESNO, CaL.—Sun-Maid Raisin 
Growers Association has an- 
nounced that its 1947-48 year- 
around advertising campaign will 
be its largest since the war (AA, 
Sept. 29). 


HOSIERY 


Carrying the Most Product 
Advertising to Hosiery Mills: 
_ KNIT GOODS WEEKLY — 


ing Hosiery Advertising 


to Retailers and Wholesalers: 
Monthly Hosiery Merchandising 
_ Section—edited solely f 


Buyers of Hosiery 


KNIT GOODS WEEKLY _ 
| Madison Ave., New York 10 


Although the drive will con- 
tinue all year in magazines to 
keep up volume sales in all 
months, it will feature a large out- 
door promotion during the peak 
selling season this fall. Three- 
sheet and 24-sheet posters will be 
used in selected markets through- 
out the country. 


Profitable Merchandise 


The magazine drive, which will 
include insertions in a long list of 
national publications, will include 
a spread in The Saturday Evening 
Post next month. 

Distribution of Sun-Maid 
raisins is handled by H. J. Heinz 
Company. Sun-Maid officials as- 
sert that sales in 1946-47 were 
highest on record, and that the 
sales proved that the combination 
of consistent national advertising 
plus efficient national distribution 
make Sun-Maid raisins profitable, 
fast-moving merchandise for gro- 
cers. 

Maxon, 
count. 


Inc., handles the ac- 


sheet posters and magazines will also 


OOD EATING 


ECONOMY APPEAL—Shown here is one of Sun-Maid Raisin Growers Assn.'s 
forthcoming outdoor posters to be used this fall in selected markets. Three- 


be used. Maxon, Inc., is the agency. 


Frost Advances Rankin 


Howard Rankin has been pro- 
moted from district sales manager 
to sales manager of George Frost 
Company, Shirley, Mass., manu- 
facturer of Boston garters for men. 


Increases Ad Rates 
Effective with the March, 1948, 
issue, House Beautiful, New York, 


will increase its advertising rates, 


based on a circulation of 500,000, 
up 100,000 from the current guar- 
antee. Basic page rate for gen- 
eral advertising will be $2,750, 
compared with $2,300 at present. 


Gets Liquor Account 

Ambassador Liquors, Inc., New 
York retail store, has named S. 
Duane Lyon, Inc., New York, as 
its advertising agency. Local news- 
papers will be used. 


BETTER 


ete gegenmemmmmmmmame 


WHY. BUSINESS IS 
IN DETROIT 


@ $200,000,000 a. Bonus Cash being spent, 
plus bd 000,000 Terminal Leave Bonds 


SY e 
a 


Unemployment at new postwar low 


1,100,000 working te arsine \ 


Increase over 1946 of 69. S% 


pe Weekly industrial Wage, $57.80 (June) 


Average Retail Sales increase over 1946, 20.5% 


Value of Building Permits, $13, 575, 844 (August) 


@ 45 new cars PER MINUTE (2,700 per hour) 
comigg off assembly lines 


@ FREE PRESS CIRCULATION (August) 


428,254 455,539 


WEEKDAYS 


SUNDAYS 


(a -: 


- £12 2 2S a fe | 
, The Detroit Sree Press : 
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Seek to Double 
AF A's Club List 
in 5th District 


CoLumBus, O.—The number of 
advertising clubs in Ohio, Indiana 
and Kentucky with membership 
in the Advertising Federation of 
America can be doubled, it was 
forecast at the AFA’s Fifth Dis- 
trict meeting here Sept. 26-27. 

A representative of the federa- 
tion, it was announced, intends to 
spend two months during the com- 
ing year in the three-state district 
in an effort to organize more ad- 
vertising clubs with AFA mem- 
bership. The district now em- 
braces clubs in Cincinnati, Day- 
ton, Columbus, Cleveland, Akron, 
Toledo, Louisville and Indianapo- 
lis. 

Organization of the AFA district 
was completed at the two-day 
meeting here. Briant Sando of 
Louisville, governor, and Mrs. 
Viola Erickson, Cleveland, secre- 
tary-treasurer, who were named 
at a preliminary meeting held sev- 
eral months ago in Cincinnati, 
again were chosen for those offices. 


Club Activities Discussed 


Elon G. Borton, New York, AFA 
president; Theodore Brown of 
Perry-Brown, Inc., vice-president 
of the Cincinnati Advertising Club, 
and Gordon Gardner, Columbus 
Dispatch, former president of the 
Columbus adclub, presided over 
forums which discussed participa- 
tion of clubs in AFA activities, 
civic activities, and building bet- 
ter programs. 

By working together, clubs in 
each district can line up more ac- 
ceptable speakers than the na- 
tional organization can provide, it 
was pointed out. Through the ex- 
change of information, good speak- 
ers can be selected from the field 
and through a carefully arranged 
itinerary one speaker can address 
several clubs on a single trip. 

The matter of taking part in 
civic activities should be deter- 
mined by each club on a local 
level, it was said. Ad clubs are 
constantly being beseiged to aid 
in local campaigns, and an adver- 
tising council within a club has 
been the means adopted by some 
clubs to determine which cam- 
paigns should have organized ad- 
vertising campaign support. 

The AFA, said Mr. Borton, is 
constantly under pressure to sup- 
port campaigns, but it passes on 
to the individual clubs for their 
consideration not more than 10% 
of the requests it receives. 


Offers Retail Course 


The Institute .of Modern Art, 
Boston, in cooperation with lead- 
ing merchants and the School of 
Public Relations, Boston Univer- 
sity, is opening a Visual Presenta- 
tion Clinic to designers, decorators, 
store planners, executives, archi- 
tects and students. Six lectures 
will be offered beginning Oct. 15, 
with special emphasis on store 
planning and store and window 
display. 


sHIP 


IN READER? // 


PROVED BY 
26 READER ~ 
PREFERENCE SURVEYS 


he National Newspaper of Marketing 
100 E. Ohio St., Chicago 11, Ill. 
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Federal Reserve Figures on Department Store Sales 


WasHINGTON—Department store 
sales in the third week of Sep- 
tember increased about 4% over 
the previous week, which meant 
an 8% gain over the correspond- 
ing week last year. It was the 
largest year-to-year gain recorded 
since mid-July, since which time 
sales have been even or somewhat 
under last year’s dollar volumes 
each week. 

The latest gain brought the in- 
dex to about 302, a point exceeded 
only twice before this year—at 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Sept. 20, °47* p302 
Week to Sept. 13, ’47* .290 
Week to Sept. 6, ’°47* .r265 
Week to Sept. 21, ’46* .280 
Week to Sept. 14, ’46* .293 


*Not adjusted seasonally. 
pPreliminary. 
rRevised. 


Easter time and before Father’s 
Day in June. The index is based 
on 1935-39 average dollar volume. 

Only three regions 
lower sales, 
same week last year. The Dallas 
(11th) district showed an 8% de- 
cline. A 6% Atlanta (sixth) dis- 
trict downturn was the result of 
the recent hurricane, for sales in 
New Orleans were down 25% and 
in Miami down 18% from last) 
year. 

The New York district showed 
a big 19% gain, but this largely 
reflects poor sales last year in 
Newark and New York during the 
truck strike. Largest gains by 
cities for the latest week are: 
New York, 21%; Detroit, Akron 
and Louisville, 17%; and Newark, 
16%. 


Yr.-to-Yr. % Change | 
Week Ending 


Federal Reserve Sept. Sept. Sept. 


district and city 6 13 20 
UNITED STATES. 1 —1 s 
Boston District ... 2 —Ss 4 
New Haven ..... —5 —27 --4 
SPUOGNS, 4.65 4'54-00-3 7 —N 1 
Springfield ..... —10 0 —3 
Providence ..... —13 —11 14 
New York Dist..... —3 r—1l 19 
INOWETE 666esies —6 r3 16 
po eee 12 r—2 15 
New York ...... —t ro 21 
Rochester ...... 8 r—7 15 
Syracuse ....... —2 —19 6 
Philadelphia Dist..r—2 3 12 
Philadelphia .... —5 3 8 
Cleveland District. 3. r—l 8 
pd ree eee eee 9 —11 17 | 
Cincinnati ...... —-2 —1 8 | 
Cleveland ...... —3 — 8 
Columbus ....... 4 0 --1 
i 8 s 5 
Pittsburgh ...... 1 6 5 
Richmond District .—14 --) —4 
Washington —14 2 3 
Baltimore ...... —16 -—4 —y 
Atlanta District... —3 r—6 —t 
Birmingham .... 7 0 0 
BRMMEEE, Go cscseiecs 6 —s& —18 
Atlanta ..... ..—12 r— 0 
New Orleans ... 1 —4 —25 
Nashville ....... —10 —19 2 


“Franklin 6343 
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.. QUALITY 


photo engraving 


ANS INGH 


PHOTO ENGRAVING COMPANY 
Vi-17 S. DESPLAINES - CHICAGO 


showed | 
compared with the 


Chicago District... 
Chicago 
Indianapolis .... 
Detroit 
Milwaukee 

St. Louis District. : 
Little Rock 
Louisville 
a 2 
Memphis 

Minneapolis Dist... ° 
Minneapolis .... ° 
ee, eee sd 
Duluth-Superior. . 

Kansas City Dist.. —1 
Denver 
Wichita 
manees CUT «<6 
St. Joseph 
Oklahoma City. .—11 
Tulsa 

Dallas District... .r—s 


see ee 


eee eee 


NS err ere —13 
Fort Worth ....r—11 
PEOUSCON 6. ciccas —1 
San Antonio .... —5 
San Francisco Dist. 2 


| 
| 
| 
| 
| 
| 


Los Angeles Area —3 2 6 | Charts show, for example, that 
Oakland ........ 5 1 8 |in the New York (second) federal 
San Francisco .. 0 5 —4 | A A 

Portland ....... 18 13 4 | reserve district, department store 
Salt Lake City.. 17 13 13 | sales in 1932 were 20% of the na- 
ea ee gee —1 8 1 


r—Revised. 
*—Not Available. 


DEPARTMENT STORE 
SALES CHANGES TOLD 


WASHINGTON—“Postwar Region- 


‘al Department Store Sales Pat- 
terns,” an article in the September 


r—2 10 
—4 7 
a4 8 

7 17 
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r10 17 
1 11 
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issue of Current Business, De- 
partment of Commerce monthly, 
shows how department store sales 
in various regions have been re- 
lated to those in the entire U. S. 
from 1929 through the first part of 
1947. 

The study, prepared by Clement 
Winston and Marie L. Puglisi of 
the Office of Business Economics, 
also shows similar relationships 
between department store sales in 
some large cities to the total sales 
in their regions. 


| tional department store business, 
‘by 1943 had dropped to 13% and 
since have increased to 14%. In 
the Philadelphia (second) reserve 
district, sales were 8% of the U. S. 
total in 1929-1932, dropped gradu- 
ally to 6% by 1943 and have 
stayed at that level since. 

Charts also show how sales in 
each district have changed in dol- 
lar volume since 1929, based on 
the average from 1935 through 
1939. 


Data on Cities Given 


In addition, the article shows 
similar figures for 18 major cities, 
to indicate the importance of sales 
in each city in relation to total 
department store sales in each 
city’s district. 

These show, for example, how 
since 1941 sales have changed in 


Ps oa a 


the following cities (in relation to 
their own district sales): Sales 
higher in Indianapolis, Richmond, 
Cincinnati, New York, Atlanta; 
sales about even in Norfolk, Chi- 
cago, Baltimore, Pittsburgh, Buf- 
falo, Syracuse, Portland, Ore., and 
New Orleans; sales down in De- 
troit, Cleveland, San Francisco, 
San Diego and Birmingham. 

The study shows various changes 
in the importance of department 
store sales in each of the 12 re- 
serve districts since 1929. The ap- 
proximate percentage each area’s 
sales were to the national total for 
1929 and the first half of 1947 
are: 

Boston, 7% and 6; New York, 
18 and 14; Philadelphia, 73%4 and 
64%; Cleveland, 11 and 10%4; Rich- 
mond, 5 and 7; Atlanta, 334 and 
534; Chicago, 20 and 19; St. Louis, 
4 and 4%; Minneapolis, 3% and 
3%; Kansas City, 4% and 5; Dal- 
las, 3% and 4%, and San Fran- 
cisco, 12 and 14. 


Wl Successful hotel managers are in- 
variably smart merchandisers. They see 
to it that the doorman, first to greet 


the guest, makes a good impression. 


Successful sales and advertising man- 
agers in all lines know the importance 
of first impressions. Because their ad- 
vertising literature is often the first 
point of contact between the company 
and the customer, they know it pays 
to put attractive covers on their cata- 
logues and booklets . . . preferably, 
BUCKEYE or BECKETT, the long- 
wearing, good-looking cover stocks 
that have long been first choice of agen- 


cies, printers and admen everywhere. 


| , 
| 
| 


FIRST IMPRESSIONS 
ARE IMPORTANT! 


MAKERS OF GOOD PAPER 


HOTO COURTESY 
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‘Customer Owned’ 
Department Store 
to Open in March 


Filene Co-op Under 
Construction in 


Washington Suburb 


WASHINGTON — The _ 1,300,000 
residents of this metropolitan area 
were advised by press and radio 
last week of the imminent com- 
pletion here of the first “customer 
owned” department store to be 
opened under a program fathered 
by the late E. A. Filene, Boston 
department store genius. 

Through newspaper ads_ in 
Washington and northern Virginia 
publications, sponsors of the “E. A. 
Filene Co-op Store” promised that 
co-op patronage rebates, and 
“democratic ownership” of the 
new store in suburban Shirling- 
ton, Va., “will make your dollar 
buy a dollar’s worth.” 

Tentatively scheduled for open- 
ing on March 1, the Shirlington 
store is the first of three now be- 
ing built under Mr. Filene’s be- 
quest. Incorporated under Vir- 
ginia law and capitalized at $500,- 
000, the Virginia store is getting 
its initial capital and operating 
know-how from Consumer Dis- 
tribution Corporation, a New York 
foundation established under the 
Filene grant. 


Plans $2,000,000 Business 


Under the Filene program, Con- 
sumer Distribution Corporation 
arranges the initial financing for 
inventory, fixtures, operating cash 
and other details. It holds $200,- 


MAKE YOUR DOLLAR BUY A DOLLAR'S WORTH 


The FIRST CUSTOMER-OWNED 
DEPARTMENT STORE in the U.S. 
IS NOW UNDER WAY 


CO-OP store 


IN DAILIES—Interest in a suburban 

Washington co-op department store, to 

be completed next March, is being 

built up via newspaper copy such as 

this, as well as promotion in other 
media. 


000 of preferred stock to protect 
its interests, but the program calls 
for rapid liquidation of these hold- 
ings so that Consumer Distribu- 
tion Corporation can move on to 
additional cities. 

The Shirlington store is de- 
signed to do a $1,500,000 to $2,000,- 
000 business a year. It counts 20,- 
000 families in a two-mile radius 
in nearby Virginia, with an addi- 
tional 10,000 families when the 
radius is extended to three miles. 

At Shirlington, the co-op has a 
20-year lease in a privately de- 
veloped commercial area. Other 
co-ops now being opened under 
the Filene plan, such as the store 
at Providence, R. I., may do their 
own building. A third store is 


WMBD has more central Illinois listeners than any other station 


Peoria’s pioneer radio station, WMBD, dominates the 
Central Illinois market. Survey after survey, year after 
year, this station with twenty years of leadership con- 
tinues to pile up Hooper ratings far above the national 
averages. Write for copy of latest report. 


WMBD has more coverage than any other central Illinois station 


Recent technical improvements, approved by the FCC, 
have given WMBD greatly increased day and night-time 
coverage. Peoria’s first radio station now not only has 
the most Central Illinois listeners but more coverage 
than any other station in this area. 


Only Peoria Station Now Operating Both AM and FM 


CBS AFFILIATE 


Peoria, Illinois 


5000 WATTS 


| 


Edgar L. Bill, President @ Charies C. Caley, Exec. Vice-Pres. @ Free & Peters, National Representatives, 


under way at Irvington, N. J. 

Though locally owned under co- 
op financing, the stores are to rely 
on Consumer Distribution Cor- 
poration for management and 
buying purposes. 


Get Expert Guidance 


Lester G. Ott, who is president 
of Consumer Distribution Cor- 
poration, and of the Virginia co- 
op, has had 17 years as store man- 
ager, merchandise manager and 
regional manager of W. T. Grant 
Company, and six years as general 
manager and regional manager of 
Whalen Drug stores. 

Reliance on Consumer  Dis- 
tribution Corporation will assure 
expert and economic management 
and purchasing characteristic of 
chains, co-op sponsors feel, while 
local ownership will add_ sensi- 
tivity to local conditions found 
only in independent stores. 

Buyers from Consumer Dis- 
tribution Corporation were here 
to size up local conditions last 
week on the eve of entering the 
market. Their spot observations, 


and a mail survey of thousands of | 


area residents, are to influence the 
selection of price lines, types of 
goods and other inventory details. 

The store expects to carry “all 
the standard lines which are in 
demand in the community.” Pre- 
sumably it will emphasize co-op 
and union labels. The manage- 
ment is promising ‘to push the 
best buys in terms of values.” 

Current promotion in the press 
and by direct mail has a double 
purpose, since the co-op has yet to 
begin sale of its $300,000 in com- 
mon stock. Sponsors hope that 
these 6,000 shares, at $50 a share, 
will be sold to 1,500 to 3,000 per- 
sons. No person may hold more 
than $1,000 of stock, and in any 
event, each investor is limited to 
one vote. 

For its mailing lists, the co-op 
can draw on the extensive mem- 
bership of other co-ops estab- 
lished in this area. Its initial press 
ad appeared under the signature 
of the Potomac Cooperative Fed- 
eration, which includes five Roch- 
dale stores; the Greenbelt Coop- 
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eration organizations; Group 
Housing; the Group Health organ- 
ization and FM station WCFM, 
currently under construction in 
Virginia. 

Cooperative credit unions in the 
area are said to have a member- 
ship exceeding 60,000, and Group 
Health is known to be treating 
13,000 persons. 


Unions Help Out 


Local co-ops, moreover, are 
closely tied in with labor unions 
in the vicinity. A series of eight 
ads for the co-ops, including the 
new department store, is sched- 
uled for early release in Trade 
Unionist, local AFL paper. 

In addition to the Washington 
papers, the co-ops go heavily into 
the newspapers of northern Vir- 
ginia reaching Shirlington and 
vicinity. A five-minute radio pro- 
gram, “The Co-op Storyteller,” is 
heard twice weekly on WARL, 
Arlington. 

Locally the store management 
has been organized around Robert 
Whitson, who came here from 
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To 18 million families living in Metropolitan 
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CIRCULATION COVERAGE 
in any size city or town. 
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asked for it. 


138% 2 180% 


CIRCULATION COVERAGE 


in all places over 
1,000 population. 


To 6-7/100 million families living in places 
over 1,000 population, beyond the influence of 
Metropolitan Markets. 


GRI T’ is the only national publication concentrating its more than 600,000 circulation 
in that undercovered market. GRIT is a must on any basic list. If you are appealing to 
mass markets for soaps, cigarettes, packaged foods, you can’t afford to pass up this 
12% of your national,’non-farm market—the True Small Town Market. 


(SMALL TOWN OR SUBURBAN TOWN) 
e@ GIVES YOU THE ANSWER 


e Two of America’s leading advertising agency marketing-men 


e Department of Commerce officials approved the method. 


e American Marketing Association meetings in New York, Chicago, 
and Philadelphia acclaimed it as a great contribution to the 
advertising-marketing problem. 


e A GRIT Representative will see that you get a copy for the 
asking. It’s a story which fits into your selling-plans now! 
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p California after 20 years with 
Grinnell Brothers. 


MI, Sponsors of the store are con- 
in fident that a profit as little as 5 
cents on a sales dollar will cover 
1e a 3 to 4% patronage refund, with 
r- sufficient funds to assure a 5% 
ip dividend on common stock, and 
ig 4% on the $200,000 of preferred 
stock now in the hands of Con- 
sumer Distribution Corporation. 
Patronage dividends will be 
re payable in cash, though the co-op 
as may offer stock at the option of 
nt the patron. To obtain refunds, 
1e the customer must first purchase a 
1- minimum stock interest. 
le As to the co-op hurting other 
Shirlington stores, its sponsors in- 
yn dignantly say ‘‘No.” 
to “If the co-op saves money for 
r- people, it will be that much more 
id they will have to spend for other 
O- things—at the co-op or else- 
is where,” they say. 
L, 
-" Joins Walter Baker 
rt Floyd B. Wamsley, for 15 years 
m with Bunte Brothers as assistant 


sales manager, has joined the Wal- 
ter Baker chocolate and cocoa di- 
vision of General Foods Corpora- 
tion, Dorchester, Mass., as sales 
manager for the confectionery de- 
partment. He will be responsible 
for the development of new prod- 
ucts and merchandising plans. 


Names Export Agency 

The Jacob Ruppert Brewing 
Company, New York, has ap- 
pointed National Export Advertis- 
ing Service, New York, to handle 
export advertising. A campaign 
has been released using Puerto 
Rico newspapers and radio spots, 
with campaigns in other Latin 
American markets to follow. Do- 
mestic advertising for Ruppert is 
handled by Lennen & Mitchell, 
New York. 


Greyhound Ups Phillips 
R. B. Phillips, assistant comp- 
troller of the Greyhound Corpo- 
ration in Chicago, has been elected 
vice-president and assistant comp- 
troller of Pennsylvania Greyhound 
Lines, with general offices in 
Cleveland. He succeeds G. M. 
Davidson, who has retired. 


‘Took Hurricane 
in a Breeze,’ Says 
New Orleans Copy 


New ORLEANS— Exploiting a 
hurricane is not the easiest task 
'in the world, but a civic group 
here did it last week, with copy 
in 12 dailies in nine cities across 
the country. 

Concerned by greatly exagger- 
ated stories regarding the recent 
hurricane, Greater New Orleans, 
Inc., a non-profit organization of 
business and professional men, 
swung into action soon after the 
storm had passed. 

In cooperation with the city’s 
public relations department, 
Greater New Orleans, Inc., and 
Fitzgerald Advertising Agency, 
one of the agencies jointly han- 
dling the account, made photos at 
key points in the city, four days 
after the hurricane struck. 

Plates were made and type was 
set the same evening that the 
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New Orleans Breezed Through it! 
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friends that reports of storm-domage were, fortunately, 
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TOP 4 PHOTOS WERE ALL TAKEN SEPT. 23RD—4 DAYS AFTER STORM 
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NEW ORLEANS << % 
Gives Your Plant the 3 Esseutiols for Profit Coens) 


‘NOTHING TO IT'—New Orleans pub- 
lic relations advertising stressed the 
minor storm damage with photos taken 
four days after the hurricane struck. 


pictures were taken and electro- 
types were shipped to the selected 
newspapers the following day. 
Copy read: “More people prob- 
ably love New Orleans than any 
other city in the world. So here 
are pictures to show our worried 
friends that reports of storm dam- 
age were, fortunately, vastly over- 
estimated.” 


In supporting body copy, the 


-|out for special attack was a wire 
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theme was reiterated with such 
statements as: “The actual ordi- 
nance authorizing a new $41,000,- 
000 terminal station was intro- 
duced in the Commission Council 
on the morning of the hurricane!” 
In addition, the civic group re- 
quested New Orleans network 
radio advertisers to stress the 
minimum storm damage in their 
commercials, while business men 
were urged to insert the same in- 
formation in their direct mail. 
Copy appearing in _ business 
newspapers, over signature of the 
Delta line, placed heavy emphasis 
on the facilities of the Port of 
New Orleans which, the ad says, 
were completely undamaged. 
Meanwhile, the Mississippi Gulf 
Coast, and especially Gulfport, are 
conducting direct mail programs 
which seek to refute “grossly ex- 
aggerated” news reports. Singled 


service story dated Sept. 21 which 
said: “Gulfport was literally 
churned into the sea.” The mail- 
ing piece stated flatly: “No state- 
ment could have been farther from 
the truth than this.” 


Graphic Arts Group 
Elects Fiedler 


Harold F. Fiedler, executive 
secretary of Printing Industries of 
Philadelphia, Inc., has been elected 
president of the Graphic Arts 
Trade Association Executives. 
Other new officers elected are: 
Vice-president, E. T. Engle, the 
Cleveland Typothetae Association, 
Cleveland, and_ secretary-treas- 
urer, Olive A. Ottaway, executive 
secretary of the Toronto Graphic 
Arts Association. 

The next meeting of the organi- 
zation will be held in Washing- 
ton, D. C., April 15, 1948. 
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NEW JERSEY'S FOURTH LARGEST MARKET 


FROM THE 


“OUTSIDE 
Meus kad ada Mb 


Bayonne, the Peninsula of Industry, can be 
sold by The BavOnne Times alone, making the 
Times and Bayonne an outstanding test com- 
bination for wide-awake National Adver- 


NY Drug Group Elects 


The Drug, Chemical and Allied 
Trades Section of the New York 
Board of Trade, composed of more 
than 700 leading manufacturers 
and distributors, has elected the 
following officers: Chairman, Fred 
J. Stock, vice-president of Chas, 
Pfizer & Co.; vice-chairman, Rob- 
ert B. Magnus, Magnus, Mabee & 
Reynard; treasurer, Hugh S. Cros- 
son, McKesson & Robbins, (re- 
elected) ; secretary, Helen L. Booth 
(reelected), and counsel, Carl M. 
Anderson, assistant to president, 
Merck & Co. (reappointed). The 
retiring chairman, Dr. Carle M. 
Bigelow (manager of pharmaceu- 
tical department, Calco chemical 
division, American Cyanamid 
Company) automatically becomes 
a member of the section’s advisory 
council, composed of ex-chairmen 


tisers. 93% coverage - 92% home-carrier 
delivery. Send for The Times 1947 Market 
Data Book. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 MADISON AVE. NEW YORK © 228 NLA SALLE ST. CHICAGO 


of the past five years. 


Appoints Darby V.P. 

Herbert J. Darby has been ap- 
pointed vice-president and gen- 
eral manager of the Mail-Well 
Envelope Company, Portland, Ore. 
He joined the company in 1933 as 
dealer sales manager. 


GM Chief Sees 


5,000,000 Car 
Output in 1947 


Coyle Urges Dealers 
to Curb Black Market 
by Screening Orders 


ATLANTIC Crity—Total produc- 
tion of passenger cars and trucks 
in this country in 1947 should be 
about 5,000,000 units, second only 
to the all-time record of 5,348,420 
in 1929, M. E. Coyle, executive 
vice-president of General Motors, 
said in an address before. the 
Pennsylvania Automotive Associa- 
tion here Oct. 3. 

“Opinions vary as to the peak 
volume the industry will attain in 
any single year or the period that 
high volume will continue,” he 


_added. 


“We may reach 4,500,000 
passenger cars in 1948, but I do 
not think any single year will ex- 
ceed 5,000,000 passenger vehicles. 
As we have not exceeded normal 
replacement since the end of the 
war, we should expect the demand 
to continue for three to five years.” 
Because truck production is at 
a rate “50% above the prewar 
level,” Mr. Coyle said, its period 
of shortage “will not extend so 
long—in fact, there are already 
some indications of slowing of de- 
mand on the heavier trucks.” 


Says Most Dealers Blameless 


He emphasized to the dealers 
that ‘“‘the most serious accusation 
against us is the so-called black— 
or gray—market in new or used 
cars. I cannot believe that many 
dealers have been guilty of par- 
ticipating in this market, but 
rather that most of the new cars 
appearing on the used car lots 
have come from legitimate cus- 
tomers who have succumbed to 
the temptation of easy money. 
There are also the many cases of 


VIL DE FALDE DOMMEN... 
over den skonneste Gave, De kan vzlge! 
(Will you be judge and jury of this most gracious of gifts?) 


The world’s most widely 
known products 
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___ the world’s most widely 
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bP oS The Sheaffer Pen Company advertise- 
ment prepared by W. W. Garrison & 
Company, Chicago, Ill. for The 
Reader’s Digest in Danish. 
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Sheaffer Pen Company, Remington-Rand Inc., 
International Harvester Company, Champion Spark 
Plug Co.—these names you know well are rapidly 
becoming well-known in other countries, too. . 
through their advertising in one or more of the 14 
International Editions of The Reader’s Digest. 


These advertisers use The Reader’s Digest because 
they know that its International Editions: 
e Reach more than 3 million people in 42 countries 
e Influence the leaders in every country 
e Speak in the language of each country—a cardinal 
principle of export 


An ever-growing magazine in a growing world mar- 
ket, The Reader’s Digest offers American exporters 
a strong voice overseas. 
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The Reader’s Digest in Danish... 


Net Paid circulation 150,000 . 
magazine in Danish, reaching able-to-buy families in 
Denmark at rates as low as $2.90 per thousand. 


. . most widely read 


Published also in Spanish, Portuguese, French 
(Canada, France, Belgium, Switzerland), Swedish, 


Norwegian, Finnish, Arabic, 
African and Japanese editions. 
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For rates, list of advertisers and other information, ad- 
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or 333 N. Michigan Ave., Chicago 1, Iil., DEArborn 8331. 
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individuals” who took delivery of 
new cars from _ several dealers 
“with the clear intention of profit- 
ing on resale.” 

Mr. Coyle pointed out that 
“your city associations could 
eliminate many of these duplica- 
tions by screening all orders 
through a certain point.” This 
“practice should be controlled be- 
cause we are blamed for its exist- 
ence and good customers who still 
are waiting for delivery are right- 
fully incensed over the availabil- 
ity of new cars on used car lots.” 

However, “a great many dealers 
are guilty of other practices 
equally as unsound over the long 
range business cycle. One is 
under-allowing on used cars.”’ An- 
other is “packing” a new car with 
accessories. ‘Sell all the acces- 
sories you can, but be sure they 
are sold, not forced on the cus- 
tomer who accepts them in order 
to secure delivery of a car. . .” 

Material shortages still plague 
the industry. New continuous 
mills for flat rolled steel, Mr. 
Coyle explained, “will not be fully 
‘available until the first quarter of 
/1949. We believe we will have 
difficulty in increasing our rate of 
production materially until the 
last half of 1948. When all the 
new mills are in production... 
the steel industry will have a cold 
finishing capacity of 9,600,000 
tons annually, an increase of 60% 
above the present level.” 

Also, “we are not certain of 
availability in adequate quantity 
of pig iron, copper, lead, zinc or 
tin.” 

Continued labor unrest in the 
coal and other industries may 
hamper production. 


Price Factor Favorable 


“The prices of automobiles have 
|inflated less than farm products,” 
‘Mr. Coyle said, “and we know 
they are far below the level of 
/most manufactured goods. So long 
/as we can maintain this price re- 
|lationship, we will be assured of 
| strong demand for our products.” 
| General Motors’ recently- 
| adopted one-year factory-dealer 
| ee he pointed out, “has 


been disturbing to some of our 
dealers who are carrying large in- 
| vestments in their franchises. . . 
‘Our dealer organization has been 
| built up over a great many years 
and we consider it one of our 
major assets. However, we must 
have the latitude to take action to 
improve our dealer organization.” 

To the charge that GM is favor- 
ing its own employes in granting 
new dealerships, Mr. Coyle showed 
that in the past seven years “less 
than 7% of our new franchises 
granted ... went to employes of 
General Motors, 37.8% to people 
not previously in the automobile 
business and the remainder to for- 
mer dealers and their employes.” 


‘Herald’ Boosts Page 

W. E. Page has been promoted 
from business manager to general 
|manager of the Herald, Braden- 
| ton, Fla. 
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Receives Call Letters 


The Cedar Rapids Gazette has 
been authorized to use the call 
letters KCRK for its FM station, 
which is under construction and 
is expected to be in operation 
within three months. 


Appoints Reilly 

J. G. Reilly has been appointed 
general manager of the industrial 
relations department of Cutler- 
Hammer, Inc., Milwaukee, suc- 
ceeding A. J. Holmes, who has 


retired. 


GIBBONS 
J. J. 


KNOWS 
GIBBONS LTD. 


CANADA 


ADVERTISING - 


HEAD OFFICES 200 BAY STREET TORONTO 


TORONTO + MONTREAL + WINNIPEG + REGINA 


+ CALGARY « EDMONTON « 


VANCOUVER 


Joins Red Star Yeast 


Dr. Frank J. Rudert, formerly 
with William S. Merrell Company, 
Cincinnati, and Commercial Sol- 
vents Corporation, Terre Haute, 
Ind., has been named director of 
research of Red Star Yeast & 
Products Company, Milwaukee. 


Rockmore Adds Two 


Harry Pesin, formerly director 
of creative services of Lester “L” 
Wolff, Inc., has been appointed 
copy chief of Rockmore Company, 


New York. Mary Dooley Sheean, 
formerly assistant art director of 
Dorland, Inc., has been named art 
director. 


Karlson Joins Zippet 


Edwin J. Karlson, formerly 
public relations director of Rogers 
& Smith, Dallas, has joined Zip- 
pet Blind Company of Texas, Dal- 
las, manufacturer of patented 
aluminum indoor and outdoor 
blinds and permanent awnings, in 
charge of the sales organization 
expansion. 


Wadia ihe mcawue of a 


How best can you measure farmers as customers? Type of farming is one 
way; size of family another; income per acre is the best way of all. 


The farmer’s buying power is largely determined by the production he gets 
from his land. Iowa farmers make more because they get more from 
every acre they farm. Iowa’s soil is uniformly rich. lowa as a 
state has better than 25 & of the nation’s 

Grade 1 farm land within its borders. And Iowa 
as a market can be reached by a paper that 
delivers in one complete package the biggest 
farmers in the state. 
by the Bureau of Census for Wallaces’ Farmer 
shows that subscribers to this paper are materially 


A special analysis made 


above the state average. They own fewer of the 


smaller farms under 50 acres—more of the 
larger, big-profit farms over 220 acres.* These 
bigger farms with their concentrated production 


per acre mean more cash income—greater 
demand for farm products of all types—better results 


for sharp-shooting advertisers aiming at the 


cream of Iowa’s farm market. Sell Iowa’s best 9 out of 


10 farmers—your best potential customers— 
with Wallaces’ Farmer and lowa Homestead! 


*Complete figures available on request. 
plete analysis of subscribers, based on U. S. 


For com- 
Census 


tabulations, write for free booklet titled, ‘“Measur- 
ing the World’s Biggest Farmer’’. 
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Stroboscope Gets 
Another Convert 
in Beverly Vogue 


(Picture on Page 95) 

Los ANGELES—Stroboscopic pho- 
tography is getting an ever in- 
creasing play in advertising copy. 

One of the latest to employ the 
lighting technique is Beverly 
Vogue, Los Angeles foundation 
garment manufacturer. In a new 
series, starting this month in Lin- 
gerie Merchandising, Corsets and 
Brassieres and Corset and Under- 
wear Review, the company is using 
photographs taken with strobo- 
scopic lighting by John Schull 
here. 

While few commercial studios 
have been equipped with the new 
lighting facilities, those now using 
it have experimented extensively 
with sports and child photos and 
some commercial work. 

Beverly Vogue’s copy employs 
three action shots emphasizing the 
freedom of movement permitted 
by the functional design of the 
garments. One series boosts the 
company’s slips and gowns, while 
the other stresses the girdles, 
panti-girdles and garter belts. The 
Mayers Company handles the ac- 
count. 


Economy of Operation 


The relatively new lighting 
method (AA, Aug. 18) uses Xenon 
or Krypton gases, or combinations 
of them, to achieve light spec- 
trums similar to those of the sun. 
Capacitators pour from 2,200 to 
4,000 volts into the tubes, which 
flash from 1/2,000 to 1/30,000 of a 
second. 

The brief light is often synchro- 
nized with cameras so that ex- 
posure is made under ideal condi- 
tions. Some devices, such as those 
at the University of Chicago, have 
been coordinated to take motion 
pictures. 

The primary advantage of the 
technique is the economy of op- 
eration as compared with photo- 
flood lights or flash bulbs. Second- 
arily, stroboscopic lighting elimi- 
nates voltage fluctuations caused 
by suddenly increased loads on 
the power facilities of a building, 
thus making color photography a 
more certain operation. 


Launches Vitacolor 
as New Selling Aid 


Frank Miller Laboratories, Hol- 
lywood, Cal., has announced a 
new type of multiple print called 
Vitacolor, which is made from 
customers’ color film or artwork 
originals. 

Vitacolor, which produces ac- 
tual color photos, rather than 
printed reproductions, uses neither 
inks nor halftone screens, and is 
intended for use as a new type of 
selling tool for salesmen’s kits, 
counter cards, mailings, or wher- 
ever the quantity needed does not 
justify the cost of printing plates. 


McBrine Joins OAI 

Bob McBrine has joined the 
Houston sales staff of Outdoor Ad- 
vertising Incorporated. 


“I hate to cash in, boys, but 
WFDF has ‘Break the Bank’ on 
(sal 
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BUSINESS CHAR 


lhe Creative Mans Corner 


Last week the gentle inhabitant of this 
Corner remarked that the only advertis- 
ing he had found as marmorean as bank 
advertising was memorial advertising. 
This week, he wishes to expand on that 
remark. 

Silver advertising, too, has a feeling of 
having been engraved rather than written 
for the purpose of making a sale This 


Lunt ad, for example, suggests that ‘“‘com- 
ing generations will know you better 
through the rich heritage of your Sterl- 
ing.” 

To hell with coming generations. The 
Smiths are coming over for dinner and a 
bit of bridge and bingeing tonight. Mrs. 
Smith is something of a tilt-nose. Gad, 


You Ought toKnow . 


Several weeks ago, a group of adver- 
tising agency executives left their fa- 
miliar haunts on Park and Madison ave- 
nues to take a trip to Lake Success, ex- 
periment with the speakers and instant- 
translation devices, 
and watch a meeting 
of the Security Coun- 
cil. The group’s con- 
ductor was the pub- 
lisher of United Na- 
tions World —and he 
felt perfectly at home 
with the agency men, 
for “Bert” White had 
been an agency man 
for 30 years, as well as 
publisher, soldier and 
cause celebre of an 
Army squabble which rocked the Medi- 
terranean theater. 

The son of a Methodist minister, 
White was born in Kansas City in 1894. 
As it is for most ministers’ children, home 
was a succession of parishes. He went 
to work in Cleveland, in the cashier’s 
office of Prudential Insurance Company}; 
and worked for the company in its Kan- 


Egbert White 


what it wouldn’t be like to floor her with 
an indecent display of real sterling silver 
flatware—instead of the stuff we bought 
at the five-and-ten when we were mar- 
ried six years ago! 

Maybe Lunt thinks the wife and me 
really want something eternally correct 
. .. a pattern that will remain a com- 
pliment to our judgment and good taste. 


Yeas 


But the wife and me, all we want 
are some eating implements that will 
take the curl out of Mrs. Smith’s nose 
and. put it in her spine. Our grandchil- 
dren can fend for themselves. 

Got any stuff like that, Mr. Lunt? 
We'd like to hear about it—and in terms 
of right now. 


e o Egbert White 


sas City office when his family returned 
there. 

He went to Pittsburgh to work for an 
accountant’s firm, presumably to run a 
small mail order business the company 
operated in bookkeepers’ supplies. The 
company had recently taken over a 
weekly newspaper and printing plant in 
a Pittsburgh suburb, and young Bert was 
placed in charge “temporarily.” The 
temporary job lasted five years, until 
Bert left for New York to try to crack 
the agency business. 

He concentrated on the George Batten 
Company, but his first efforts were un- 
successful, and he found a job with a 
printing company. In 1916, however, he 
convinced the Batten company that he 
would be an asset, and joined the agency 
as an “assistant account representative,” 
as they were then called. 

He worked for Batten and its succes- 
sor, Batten, Barton, Durstine & Osborn, 
for 30 years—with interruptions for mili- 
tary duty. 

In 1917, he enlisted in the Army, went 
overseas with the AEF as a private in the 
Signal Corps, later becoming a sergeant 
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on the business side of Stars & Stripes in 
Paris. The Paris Stars & Stripes was the 
spawning bed of the literati of the be- 
tween-war period, but White says of it 
now: “We thought it was quite a paper 
then. It was a weekly, and had no home 
news—because there were three English- 
language newspapers publishing in Paris. 
It didn’t compare with this war’s Stars & 
Stripes.” 

After the war he returned to Batten 
and continued to work with the agency 
through the merger from which goliath 
BBDO emerged. He became a vice- 
president and director of BBDO, carrying 
the additional title of senior account ex- 
ecutive. Among the accounts he worked 
on were Armstrong Cork, U. S. Steel and 
Curtis Publishing Company. 

In early 1942, he was asked by the War 


.Department to serve as chairman of a 


civilian advisory committee to set up a 
new service magazine, Yank. Yank was 
destined to become a phenomenon in 
publishing history—special theater edi- 
tions were flown into combat areas, and 
fresh copies of Yank could be found in 
some of the most unlikely places in the 
world. 

In May, 1942, he was commissioned a 
lieutenant-colonel and became O-in-C of 
Yank. In the fall of that year he left the 
magazine, went to England, went on into 
North Africa with the invasion forces, 
and started publishing the Mediterranean 
edition of Stars & Stripes. 

The Mediterranean edition moved with 
the troops, took over French printing 
plants, staffed them with soldier editorial 
staffers and composition men, used 
French or Italian pressmen, and some- 
how managed to keep turning out daily 
editions under the most bizarre condi- 
tions. Unlike Stars & Stripes of World 
War I, the second edition carried home- 
front news, mostly supplied by OWI. 
Convinced that OWI’s news was slanted, 
Col. White requested that the newspaper 
be supplied with domestic press associa- 
tion news; it created a furor—both in 
Army and OWI circles—and in the U. S. 
press, which long had eyed OWI with 
mistrust. 

So—despite the fact that he had re- 
cently been promoted to colonel, that he 
had been awarded the Legion of Merit, 
and that General Eisenhower supported 
his stand—he was relieved of his re- 
sponsibilities in late 1944 and was ord- 
ered back to duty in the Pentagon. These 
are the barest outlines of the case; any 
former staffer of the MTO edition is gen- 


erally happy to discuss the Affaire White 
by the hour, with sulphurous epithets for 
Army brass. 

In retrospect, Bert has little to say 
about the episode, except that he thinks 
Secretary Stimson, who did the relieving, 
was “misinformed.” For his two wars, 
Bert can show the divisional citation, 
Battle of Seicheprey, Purple Heart, 
Legion of Merit, and Silver Star. 

He thinks Yank erred materially when 
it became only an enlisted man’s paper, 
which barred officers from writing for it 
and because its New York office was too 
close to Washington. Instead of mending 
the breach between pinks and O.D., he 
thinks these factors widened it. His own 
edition of Stars & Stripes frequently had 
bar-bearing reporters under direction of 
stripe-wearing editors, and with a mini- 
mum of friction. Although he uncovered 
Bill Mauldin, whose cartoons first ap- 
peared in the Mediterranean edition, there 
was little acrimonious debate about of- 
ficer-EM relations in the paper. 

From the Pentagon he went to the 
State Department as special consultant, 
left the Army in the summer of 1945 and 
returned to BBDO. The Saturday Eve- 
ning Post account, which had been 
weaned away in his absence by McFar- 


‘land, Aveyard & Co., came back to the 


BBDO fold shortly afterwards. “I like 
to think I had something to do with it,” 
Bert says. 

In September, 1946, he retired from 
BBDO, intending to become a gentleman 
farmer on his farm in Connecticut. Two 
months later he was publisher of UN 
World, scrapping to get a new publica- 
tion with a “world viewpoint” off the 
ground. “Never worked so hard in-my 
life,’ he says. The magazine has nearly 
completed its first year, the traditional 
period in which advertisers are loath to 
buy space, and on Jan. 1 will boost its 
rates, advance circulation to 100,000, and 
its guarantee to 85,000. ‘‘We’re doing all 
right,” says Publisher White. 

The UN trips are his idea. On the first, 
business men were taken, on the second 
agency executives. There’ll be others. 

White holds periodic barbecues at the 
farm, where he has had both Stars & 
Stripes alumni and the Overseas Press 
Club as guests. He belongs to the Chem- 
ists Club, New York, and the National 
Press Club, Washington. He has three 
children, including a son, John Shepard, 
who served in the Army and is now at 
Stanford University. 


Trend of Retail Prices in August 


George Neustadt, New York, checks all advertising in about 90 con- 
sumer commodities in nine cities to determine price trends. 
arrangement with Mr. Neustadt, ADVERTISING AGE each month will show 
the trend in prices, as well as total advertising support, of the 10 most 
significant or interesting commodities of the month. Prices shown here 
are the midpoint prices, meaning that half the advertising for each item 
featured a higher price than that shown, and half featured a lower price. 
The tabulation covers all advertising of each commodity in the measured 
cities—by all types of retail outlets and in all printed media. 


Average for Month of August 

Commodity 1947 1946 1940 
Women’s and misses’ silk and wool dresses...... $ 16.08 $ 17.04 $ 9.32 
Women’s and misses’ suite... ... 0.0... csc ccc cee, 47.24 44.24 22.16 
Women’s and misses’ fur trimmed coats......... 90.00 98.80 61.20 
Women’s and misses’ untrimmed coats.......... 42.20 45.80 15.02 
Women’s and misses’ fur coats.................. 248.00 273.00 134.60 
Women’s and misses’ shoes..................0%- 9.00 7.36 4.66 
Women’s and misses’ slips..................0.6. 2.94 2.74 1.89 
Ee nn ir ee eee 9.19 9.67 5.10 
ee ae ee ene ee ee 170.00 140.80 60.60 
PRE 5s v.55 Oo Saissk 3,6 Oka hse Lda date hes 48.80 38.96 39.92 

Advertising Linage Comparison 

1946 1947 % Gain 

Linage Linage or Loss 

Women’s and misses’ silk or wool dresses..... 1,098,584 1,129,453 3G 
Women’s and misses’ suits................... 661,555 507,091 23 L 
Women’s and misses’ trimmed cloth coats...... 573,147 632,181 10 G 
Women’s and misses’ untrimmed cloth coats... 433,532 387,786 11 L 
Women’s and misses’ fur coats................ 1,525,498 1,282,492 16 L 
Women’s and misses’ shoes................... 466,043 620,444 33 G 
Women’s and misses’ slips.................... 84,039 145,979 13G 
IS 605 040.6444 008 e2 doe e nw Ros area 59,480 101,701 10 G 
ee ee 228,076 425,357 87 G 
NE Doe a5-2 Sus a okie winks aed: Hea Eee 136,362 415,946 204 G 
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ADVERTISING SALESMEN 
EARN $5,000 TO $25,000 ANNUALLY 


- . + sell this newest most sensational advertising sign 


Multi-Color 


MOVING LITE 


Electric Display 


Animated. scintillating motion without mechanical action— 
No motors—no gears—no moving parts. It is bound to revo- 
lutionize the neon industry. Protected by U.S. and foreign 
patents. An opportunity of a life time for big earnings. 


Write today for particulars. 


OHIO ADVERTISING DISPLAY COMPANY 


SSSSSSSSSSSSSSSSSSSSSSSSSSSSS 


For Sale 


Chicago Advertising Agency 


$ Established 15 years, fully 
recognized, competent small 
staff. Present owner wants to 
take it easier on west coast. 
Average annual earnings for 
past 3 years $35,000. $30,000 
minimum assured income for 
1948. Excellent opportunity for 
account man who controls some 
business to make big money. 
Will sell accounts, recognition, 
equipment (everything except 
cash assets and payables) for 
1% times average 3-year earn- 
ings—all cash transaction only. 
Because owner wants to be sure 
present accounts will be in good 
hands, please give connections 
when responding. Box 6837, 
Advertising Age, 100 E. Ohio St., 
Chicago 11, Illinois. 


SSS$SSSSSSSSSSSSSSSSSSSSSSSSS 


IMPECUNIOUS 
PEDAGOGUE 

Desires to contact alert printer 

or book publisher. 

Object: To publish a much- 
needed reference book for 
the advertising profession. 

Cash needed: About $3000.00. 

Proof of marketability available. 

Curiosity seekers please keep 

away. 

Box 13, Brooklyn 10, N. Y. 


a ART DIRECTOR sete 
Rapidly growing, progressive Upstate New 
York cavertising agency needs Art Direc- 
tor, with ability to keep up with current 
art trends, to head well-staffed depart- 
ment. Should be able to handle and in- 
spire capable men and have personality 
and background to meet clients in widely 
divergent consumer and industrial fields. 
ox 6832, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Available 
SALES MANAGER 


or 
MANUFACTURER’S AGENT 


For Missouri-Kansas Terr. Home in Kansas 
City, Mo. Many years sales, sls. mgmt. exp. 
direct to consumer and industrial merchandise. 
Age 44. Irish-German ancestry. 
of earning $10,000 upward. Will 
any place. Box 6833, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


Notice To Agencies 
Doing $500,000 § 


We would like to exchange fig- 
ures, data, ideas with one or more 
agencies in our volume group, 
approximately $500,000. Located 
away from Chicago. Could meet 
you there. Do not need to discuss 
accounts but procedures, margins, 
problems. Write if interested. 


Box 6827, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


ACCOUNT EXECUTIVE 


A recognized well-financed Chicago 
agency seeks a real business builder. 
We want a man who will be con- 
tented to do most of his own think- 
ing and production until his volume 
warrants employing a larger staff. In 
return for hard work and aggressive- 
ness he will participate in a profit- 
sharing plan that will provide better- 
than-average earnings. 


Box 6831, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


| 


HELP WANTED 


RATES: 60¢ per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 
25 letters and spaces per line; light body face 34 per line. Hox numbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
\ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


A SHARP GAL 

Who knows her way around an ad- 
vertising agency will find a _ big 
opportunity as sec’y and general as- 
sistant to busy agency head in smail, 
rapidly growing agency. Knowledge 
of the graphic arts helpful. Capable 
ot handling loads of detail. Top sal- 
ary with solid future. Write fully. 

Box 9171, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON - 
Advertising & Pianning 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


Wanted: Public Relations Director 
for Mid-west city industrial asso- 
elation to present management’s 
viewpoint on industrial relations 
and economic problems to the com- 
munity. Applicant should be _ be- 
tween thirty and forty years of age. 
Be able to write institutional ad- 
vertising copy. Give complete infor- 
mation regarding age, marital sta- 
tus, education, past experience and 
salary requirements. 

Box 9148, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I1l. 


MONARCH PERSONAL 
Advertising—Graphiec Arts 
National Coverage 
Agencies in 38 Cities 
28 E,. Jackson Blvd. Chicago 4, Ill, 


MERCHANDISING Manager capable 
of handling mass details for direct 
mail in small company; with mer- 
chandising and _ sales promotion 
background. Must be able to train 
personnel for key positions and to 
coordinate national sales program 
with production. Good future. 

P. O. Box 869, Alliance, Ohio 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 3 


SECRETARY-STENOGRAPHER 
to advertising director national 
trade publication. Five days. Prefer 
woman 35-40. State salary. 

Box 9176, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING AND PUBLICITY 
MANAGE 


Young lady to direct activities of 
nationally known product sold to de- 
partment stores. Requirements: Good 
copy, layout, art and production ex- 
perience. Give complete resume of 
experience and salary requirements. 
Box 9178, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Market Research-—Executive—Chi- 
cago advertising agency needs man 
or woman, college graduate, several 
years research experience, capable 
planning, conducting, analyzing sur- 
veys and writing final reports. 
Assignment to. specific accounts. 
Salary dependent on worth. 

Box 9177, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill 


PRODUCTION-SECRETARY 
Excellent opportunity for experi- 
enced young woman in rapidly grow- 
ing agency, to assist with production 
and general advertising detail. 

Box 9179, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SEND FOR FREE BOOK—No cost, 
no obligation. Contains samples and 
background of one of the most in- 
teresting current adv. campaigns. 
Read it in peace and quiet—then 
ask the writer to come in for a talk 
if you need this kind of high-grade 
copy and service ability. 

Box 9172, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Knocking at Opportunity’s Door. 
Ad mgr. of small indus. mfr. wants 
change to asst. ad manager in larger 

firm. 4 yrs. experience. 

Box 9173, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Adv. Mgr. or Acct. Exec. Age 31. 
Veteran. 7 years exp. Know produc- 
tien, copy, media, etc. Industrial, con- 
sumer. Agency or private concern. 
Box 9174, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
One of America’s Most Outstanding 

and Seasoned 


SALES 


MANAGERS 
whose particular forte is the 


Successful Selection 
Intensive Training* 
Continuous Supervision and 
Proven Development 


of Salesmen into Potential 
Executives—along with 


VAST MARKETING AND SALES 
PROMOTION EXPERIENCE— 


Sales 


invites inquiries from manufactur- 
ers preferably of Nationally adver- 
tised mass-consumer merchandise, 
with a view to change of connection 
January Ist. 


Present setup limits scope of abili- 
ties. In his late forties, he possesses 
a sparkling and forceful personality 
and clean-cut record. Two connec- 
tions in last 25 years, both with 
major companies, 


Annual Income 
dium five figures. 


*(Personally instituted, developed 
and conducted Sales Training 
Courses for scores of now produc- 
tive Salesmen.) 


Box 9183, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


NEW MISSOURI GRADUATE— 
Trained in advertising department 
wants to do your copy, layouts. I 
am 24 years old, a vet. Newspaper 
experience. Single man. 
Box 9175, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


PUBLISHERS’ REPRESENTATIVE 
wanted by merchandising trade pa- 
per group servicing wholesalers and 
retailers, to cover areas of Philadel- 
phia, Boston, Cleveland and Los 
Angeles. Good contacts furnished. 
Liberal commission to recognized 
individual or firm. 
Box 9180, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 


PUBLISHERS 
REPRESENTATIVE 

20 yrs. exp. selling national adver- 
tising, newspapers, farm papers, mag- 
azines in Midwest. Now employed. 
Publishers say I get the business. 

Box 9181, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


BUSINESS PAPER FOR SALE: 
Serves Field with Large Potential. 
Write to: 

Box 9182, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


requirements me- 


SALES OR ADV. MGR. 
WANTED 


Southwestern Manufacturer, est. 1941, well 
financed, needs aggressive sales or adv. 
mgr. with agency and distributor know- 
how, to handle outstanding automotive 
and home products (not gadgets). Sal. 
with real incentive proposition for $20,000 
yearly. Ample raw stocks. Proprietors 
third generation manufacturers. Ground 
floor opportunity. Give complete resume 
experience. Write 

Box 6830, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED — Idea man for copy and 
layouts for food product in universal 
demand. Competition in industry in- 
tensive and aggressive after a some- 
what standard pattern. Clients of this 
agency must progress through more 
skillful use of words and pictures to 
put SELL into white space. Agenc 
established 47 years. Samples of wor 
and references showing energy and 
resourcefulness required. 


Box 6836, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


ADVERTISING EXECUTIVE 


Exceptional client contact experience on 
Nationally advertised consumer products 
which top highly competitive field. Flair 
for analysis, merchandising, copy plan- 
ning. Chicago preferred. 


Box 6834, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


Mr. Publisher: 

What can you do about High Costs? 
Should you cut salaries or increase 
your revenue. If you are interested 
in the latter write today to 


Box 6826, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


Radio Advisory 
Council Suspends 


NEw York — The Broadcasters 
Advisory Council was put on ice 
last week after Edgar Kobak, 
MBS president and chairman of 
the group’s organizational com- 
mittee, said the need for BAC had 
been obviated by NAB’s enact- 
ment of the Standards of Practices 
code. 

Announcement of the dissolu- 
tion of the council, composed of 
the presidents of the four net- 
works and representatives of the 
NAB, Four A’s and the ANA, was 
made by Mr. Kobak at a press 
conference in the office of Frank 
Stanton, CBS president, who pre- 
sided over the group’s final lunch- 
eon. 

Pointing out that there is ample 
opportunity for joint consultation 
among representatives of the 
groups making up the council, Mr. 
Kobak said his committee had de- 
cided to give radio a try at setting 
its own house straight. 

“If after six months the code 
doesn’t seem to be working as it 
should, then there might be some 
reason to get the council started 
again,” he said. 


AMC Releases Film, 
‘It's Up to You’ 


Associated Merchandising Cor- 
poration, New York, a cooperative 
organization composed of 23 de- 
partment stores, has agreed to re- 
lease its supervisory development 
film, “It’s Up to You,” for general 
distribution. 

The picture was produced more 
than a year ago by Caravel Films 
for AMC. John C. Oram, vice- 
president of AMC in charge of 
management, operation and re- 
search, said AMC’s usual policy 
had been reversed because of the 
many requests of industrial and 
a organizations for the 

m. 


Elects Three V.P.s 


G. Fred De Bolt, who specializes 
in merchandising, sales promotion 
and sales training programs, John 
W. Hutton, art director, and Ken- 
neth C. Lovgren, copy director, 
have been elected vice-presidents 
of Ross Roy, Inc., Detroit agency. 


WOQXR Signs Raymer 


Paul H. Raymer, Inc., has been 
appointed national sales repre- 
sentative for the New York Times 
station, WQXR. The New York 
City outlet formerly was repre- 
sented by Donald Cooke, Inc. 
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LUSCIOUS — "Just call it ‘luscious’ 
. «. till they bring out a new word to 
describe this spectacular peach cream 
pie" reads Carnation Co.'s November 
magazine copy. 


Joint Promotion of 
Peach Cream Pie 
Set for November 


MILWAUKEE — Joint November 
advertising of the Carnation Com- 
pany and the Cling Peach Advis- 
ory Board will center around the 
recipe for peach cream pie created 
by Mary Blake, Carnation’s home 
service director. 

Theme of Carnation ads during 
the month will be the familiar 
“velvet blend” appeal. Four-color 
copy will carry tempting illustra- 
tions of the pie in a stepped-up 
list of 13 magazines, including Dell 
Modern Group, Farm Journal, 
Fawcett Women’s Group, Good 
Housekeeping, Holland’s, House- 
hold, Ladies’ Home Journal, Mc- 
Call’s and Southern Agriculturist. 
The commercials on “Contented 
Hour,” the company’s NBC net 
show, also will back up the drive. 

Concurrently, Cling Peach Ad- 
visory Board copy in color will 
run in a list of 30 independent 
newspaper magazine sections plus 
The American Weekly and This 
Week Magazine. Full pages will 
boost the peach cream pie, with a 
credit line for Carnation. 

Both organizations will offer 
distributors and dealers a com- 
plete merchandising kit, including 
easel displays with both the Car- 
nation can and a can of Cling 
peaches and a box for take-away 
recipe leaflets. Posters, window 
streamers and mats are also in- 
cluded. 

Erwin, Wasey & Co. is the Car- 
nation agency. 


Abbott Promoted 


Curtiss Abbott, who joined the 
National Pressure Cooker Com- 
pany, Eau Claire, Wis., on July 
15, has been appointed regional 
sales manager for the midwestern 
territory, consisting of 12 states 
from Ohio to Oklahoma. He will 
maintain headquarters in Chicago. 


To Dinion & DuBrowin 
Bendix Chemical Corporation 
and American Firstoline Corpora- 
tion, New York, have named 
Dinion & DuBrowin, Inc., New 
York, to direct their advertising 
in newspapers, trade publications 


and direct mail. 
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Canadian House 
Organs Total 292, 
‘Marketing’ Says 


Toronto—House organs in Can- 
ada now total 292, compared with 
an all-time high of 327 in 1945, 
but during the next year there 
are expected to be fewer casual- 
ties and a considerable increase 
in the active number of company 
publications. 

The decrease, Marketing de- 
clares in its current listing of the 
publications, is due largely “to 
the great number of publications 
which died a natural death when 
war plants and factories were dis- 
continued,” adding that “publica- 
tions edited especially for person- 
nel in the armed services disap- 
peared also.” 

However, 39 new house organs 
were started in the year and a 
half since the publication pre- 
sented its last review, most of 
them being personnel publica- 
tions. These publications still are 
in the lead, with 125 of them be- 
ing recorded in the new list. There 
are now 47 publications directly 
interested in seeking prospects and 
customers; 26 edited for the en- 
couragement of employe sales 
help, and 24 devoted to dealers. 
The remaining 70 represent com- 
binations of these four types. 


Defends ‘House Organs’ 


Accepts Display Ads 

The Sunday Republican, Spring- 
field, Mass., is now accepting dis- 
play advertising. The paper re- 
sumed publication last month 
after a year’s absence because of 
a four-union contract dispute 
(AA, Sept. 22). 


Retains Amos Parrish 


Good Housekeeping, New York, 
has appointed Amos Parrish & 
Co., New York, as merchandising 
consultant. 


Gets Flower Account 


The Los Angeles office of Tay- 
lor-Mackenzie Company has named 
Hovey Associates, Los Angeles, to 
conduct a national promotional 
campaign for its Croft and Ken- 
yon-Davis lily bulbs. 


Resumes Publication 


Cine-Grams, monthly magazine 
for the non-professional movie 
craftsman, will resume publica- 
tion with the October issue. The 
magazine was discontinued during 


|the war. The first issue will carry 
no advertising but subsequent is- 
sues will be open to space users. 
Editor is H. L. Michell, and L. H. 
Zehrbach, business manager. Of- 
fices are located at 67704 Holly- 
wood Blvd., Hollywood 28. 


‘Hotpoint Names Two 

| A. W. Peterson, Kansas City 
'district sales manager, has been 
named western manager of utility 
sales of Hotpoint, Inc., Chicago. 
A. H. Jaeger has been appointed 
eastern manager of utility sales. 


77 
Linage Service Moves 


Advertising Linage Service has 
moved from 230 W. 4l1st St. to 33 
W. 60th St., New York. 


Blankets Northwest 


Bathe, Fut” 


© 5 editions — ads run in oll 5, 
no extra cost. 

© Serving growers nearly half 
century. 


5-IN-1 MAGAZINE: 


N Write for full story. 
1135 $, E. SALMON ST. * PORTLAND 14, OREGOR 


The weekly Canadian publica- 
tion said it is ready for the usual | 
barrage of telephone calls pro-| 
testing use of “the out-moded | 
phrase, ‘house organs.’” In de-| 
fense, it’s set to point out that of | 
the calls asking for the previous 


list, 90% referred to the publicas 


tions as “house organs.” 

The Canadian Industrial Ed- 
itors’ Association, however, has 
adopted the official title of ‘“‘com- 
pany publications.” 

Canada Life Assurance Com- 
pany is credited with the oldest 
publication, with its initial “Life” 
published in 1893, and life insur- 
ance companies hold the record as 
the oldest and most consistent 
users of company publications. 
Among other early users, the 
Young Women’s Christian Asso- 
ciation brought out its “YWCA 
Quarterly” in 1899, and the fol- 
lowing year Imperial Life Assur- 
ance Company of Canada launched 
its “Agents’ News.” 


Airs Football Games 


Reynolds Metals Company, 
Richmond, Va., will sponsor the 
University of Kentucky football 
games this season over Station 
WHAS, Louisville. Zimmer-Mc- 
Claskey - Kintner, Louisville 
agency, has been named to handle 
the program. 


Plans Kola Campaign 


H. R. Nicholson Company, Bal- 
timore, producer of Nichol Kola, 
will launch an expanded campaign 
in Life, beginning Jan. 1, to run 
on a regular schedule. One-min- 
ute transcriptions will also be 
used. 
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You ‘e@ant cover. California 


Two billion im buying power nestles in the Bonanza Beeline 
market—California’s central valleys plus the wealthiest 
slice of Nevada, But this is a market surrounded by high. 
> mountains ... natural barriers that block outside radio ~ 
signals, So you get effective coverage only with 
on-the-spot radio. 
Each of the five BEELINE stations is located right in a 
major Beeline trading center. Each is the oldest station. 


For example, consider Sacramento. SALES MANAGE- 
MENT’S 1947 study of test markets in the United States 
reveals this vita! facts In the opinion of agency time gnd 
space buyers and national advertisers, Sacramento leads the 
entire country as a good test market! The Beeline station in 
Sacramento is 25-year old KFBK—10,000 watts... . 1530 ke, 


Bokersfieid BS 
1000 w 1410 1 


atte 


‘s Bonanza Beeline : : 
without on-the-spot radio — ll 7 
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General Agencies 
Plan Top Fashion 
Copy, Noble Finds 


New YorK— The fashion ads 
prepared by larger agencies 
(which are not fashion specialists) 
are overshadowing the work of 
agencies whose energies are al- 
most wholly devoted to creating 
fashion copy. 

This challenging conclusion has 
been reached by Thomas B. Noble, 
president of Thomas B. Noble As- 
sociates, advertising photography 
consultant, on the basis of the 
work of the monthly fashion 
panel, which holds monthly meet- 
ings at the Advertising Club of 
New York to evaluate textile and 
fabric advertising copy. 

The panel is an outgrowth of an 
idea originated by 22 New York 
fashion advertising agencies, 
which persuaded Mr. Noble to 
sponsor some group to devise a 
method of raising standards and 
recognizing good taste in fashion 
advertising. The New York ad- 
club demonstrates its interest in 
the project by supplying a meet- 
ing place each month for the mem- 
bers of the panel. 


Awards Plaques Each Month 


The ‘panel consists of five mem- 
bers chosen for the month by Mr. 
Noble, representing a _ fashion 
business publication, a _ fashion 
style organization, a trade asso- 
ciation, a buying office, and a pub- 
lic relations department. 

The Noble organization awards 
approximately 15 plaques monthly 
for the three best color and the 
three best black-and-white ad- 
vertisements chosen from among 
full-page insertions in about nine 
national publications. Awards are 
given to winning art directors, ac- 
count executives, agencies, and 
their clients. 

Mr. Noble told AA that adver- 
tisements are judged on the com- 
bined effectiveness of the ad 
(whether or not the advertiser 
got his money’s worth in terms of 
sales), and on whether or not the 
panel members would like to see 
more use of the type of advertis- 
ing in the particular ad studied. 

He pointed out that of the 12 
winners selected since the panel’s 
first meeting in August, Sterling 
Advertising Agency, Albert Wood- 
ley Company and Young & Rubi- 
cam prepared two, and Jack 
Berman Agency of New York, 
Gotham Advertising Agency, 
Kelly, Nason, Inc., Abbott Kim- 
ball Company, J. M. Mathes, Inc., 
and McCann-Erickson, Inc., pre- 
pared one each. 

The panel has found, Mr. Noble 
said, that top ads in the fashion 


field are predominantly bleed 
pages, show an absence of copy 
with a luxury use of white space, 
are merchandise conscious, and do 
not resort to “tricks” to get across 
the selling message. 


Loeb Papers Shift 3 


John A. Cellar has been named 
advertising manager of the Daily 
News, Burlington, Vt., succeeding 
William J. Montague, who has 
been appointed advertising direc- 
tor for the four newspapers owned 


by William C. Loeb—Daily News; 
Daily Messenger, St. Albans, Vt.; 
Morning Union, Manchester, N. H., 
and Evening Leader, Manchester, 
N. H. Bernard B. Bosworth, as- 
sistant advertising manager of the 
Messenger, has been transferred 
to the same post on the News. 


Y&R Names Three 


Walter Bunker has been named 
manager of Young & Rubicam’s 
Hollywood radio office. He has 
been with the agency since 1942 
as a production supervisor. Samuel 


C. Fuller and Edward Merrill Jr. 
have rejoined Y&R as radio pro- 
gram executives. A former radio 
producer for Y&R, Mr. Fuller was 
national radio director for Sher- 
man & Marquette before taking 
his new position. Mr. Merrill pre- 
viously was with Y&R in New 
York. 


Names Mittelstadt V.P. 


Edward J. Mittelstadt, art di- 
rector of H. M. Gross Company, 
Chicago agency, has been named 
vice-president. 
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To Merrill Anderson 


The American Institute of Ac- 
countants has appointed Merrill 
Anderson Company, New York, to 
direct an institutional campaign 
by individual state societies of 
certified public accountants. 


Reorganize Adclub 


The Advertising Club in Scran- 
ton, Pa., has been reorganized 
after an interlude of 15 years, 
with Paul V. Barrett, I. C. S. ad- 


<3 that are [ sT 


1. CROSS COUNTRY NEWS 


An aviation newspaper de- 
voted to private flying . . . 
reaches over |/3 of the air- 
orts in the U.S... . circu- 
ation, 8,652. 


2. THE MAILBOX 


A direct mail advertising me- 
dium devoted to the farmer 
. . . reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 
families of the great south 
plains of West Texas . . 
reaches over 28,000 town and 
city homes. 


FOR RAT os to INFORMATION 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 


vertising director, as coordinator. 


A “Different” EDITORIAL CONCEPT: 


The Magazines of 


PROCESSING, ITS CONTROL and DEVELOPMENT 


IDEAS ...7 


CONTENTS ... TYPICAL ISSUE 
CHEMICAL PROCESSING Preview 


NEW SOLUTIONS of PLANT PROB- 


LEMS .. . 8 actual "installation- 
type" articles of “how it was done 
better." 


MATERIALS . . . 27 reports on develop- 


ments in materials that make for 
better processing. 


MATERIAL HANDLING.. . . 8 articles 


describing developments in han- 
dling . . . plus 4 digests of perti- 
nent information newly available. 


PROCESS INSTRUMENTATION ... 12 


reports on better process control 
through instruments. 

ideas gleaned from this 
or other industries that offer pos- 
sibilities in chemical processing. 


BRIEFS .. . 13 ‘quick looks" at interest- 


ing articles in contemporary publi- 
cations. 

—plus scores of new product and 
new literature reports of top inter- 
est to men who operate chemical 
processing plants. 


159 Articles ... All Staff 
Written 


NINE 


Y@ARS 


BUILDING 


CONTENTS .. . TYPICAL ISSUE 
FOOD PROCESSING Preview 


NEW SOLUTIONS of PLANT PROB- 
LEMS ... 6 actual "installation- 
type" articles of "how it was done 


PACKAGING .. . 8 examples of prac- 
tical packaging operations that 
make for speed and economy. 

MATERIALS ... 10 reports on develop- 
ments in materials . . . ingredients, 
or for use in operation and main- 
tenance. 

MATERIAL HANDLING .. . 9 articles 
on developments in handling. 
PROCESS INSTRUMENTATION ... 6 
reports on better process control 

through instruments. 

IDEAS ... 5 ideas gleaned from this or 
other industries that offer possibili- 
ties in food processing. ° 

BRIEFS .. . 16 "quick looks" at inter- 

esting articles appearing in con- 
temporary publications. 
—plus scores of new product and 
new literature reports of top inter- 
est to men who operate food 
processing plants. 


96 Articles ... All Staff 
Written 


INTENSITY OF READERSHIP 
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Names Pritchard 


Kent Pritchard, formerly with 
Swift & Co. and Lord & Thomas, 
has been appointed by Campbell- 
Mithun, Inc., Minneapolis and 
Chicago, as publicity director on 
the Preserve Industry Council ac- 
count. 


Nelson to Pacific Press 


Ross Nelson, formerly with L. A. 
Publishing Company, has_ been 
named sales representative of Pa- 
cific Press, Inc., Los Angeles. 


Centennial Pushes 


Flour Sales Via 
Dailies, Radio 


SEATTLE—Using newspapers pri- 
marily, Centennial Flouring Mills 
Company, Seattle, has launched 
its winter advertising campaign 


in the Pacific Northwest. 
The campaign will 


feature 
strong product selling with a pre- 
mium offer, a cup-sized plastic 


mixer. Three products will be 
featured—pancake and waffle 
flour, Peach Blossom cake flour 
_and Soft-Sifted flour. 
| Details of this campaign and of 
the Centennial feed program, 
which breaks this month, were 
presented at the company’s an- 
nual meeting, held in Spokane, 
the location of Centennial’s newest 
and finest flour mill. 

Centennial copy for pancake 
and waffle flour, the first of the 
series, says it is “More tender. . 


because Centennial is made with 
special ‘soft-test’ flour!” In addi- 
tion to newspapers, the company 
uses three radio programs on 
household flours, and three for 
farm feeds, plus trade publica- 
tions. 

Plans for establishment of a 
new cereal packing plant at Spo- 
kane were described by Moritz 
Milburn, Centennial president. He 
also announced that the output 
of the Spokane mill had been 


.|stepped up 800 sacks daily to an 


BUILDS HEAVIER READER TRAFFIC 


Gives Undiluted Editorial Service to Men 
With Plant Operating Responsibilities 


PROVES 


5 Characteristics of 
this "Different" Edi- 
torial Concept. 


BREADTH of editorial . . . 
covering a wide range of 
subjects vital to men re- 
sponsible for plant opera- 
tions. 


PERTINENCY of contents 

- « everything pertains 
stricHy to plant operating 
problems. 


TIMELINESS of content... 
everything is geared to 
NOW ...to TODAY... 
not to vague futures or 
musty history. 


BREVITY in writing . 
"long-windedness'' is 
"edited out" . . . so busy 
men can read quickly. 


ADEQUACY of information 

. « every article gives all 
the essential information a 
man requires to determine 
further action. 


P22 ea ELF 


IN 


. . .in food processing plants 
.. . in chemical processing plants 


You can't quickly "pigeon-hole" these ''different'' magazines .. . 
they aren't "just like" any others .. . yet they are "like" many. 


For example: they are "like'’ TIME or BUSINESS WEEK in that 
they tell their editorial stories briefly, tersely . . . "'long-winded- 
ness" is edited out'' . . . so busy men can read quickly. 


They are "'like'’ standard-type industrial magazines in editorial 
content . . . except that CHEMICAL PROCESSING Preview 
and FOOD PROCESSING Preview deal only with plant oper- 
ating subjects ... and, being brief, each issue carries many more 
idea-articles for men with plant operating responsibilities. 


They are "like both standard-type and the so-called 'equip- 
ment papers" in that they carry much editorial on new develop- 
ments in equipment. 


Those ''5 Characteristics" in panel at left tell WHY these pub- 
lications are ''different' in many other ways. 


And nine years of holding steadfastly to the fixed policy of 
"serving men with plant operating responsibilities" .. . not 
attempting to serve others . . . not being led astray by ‘the 
greener grass across the fence"... 


... this has brought an unusual INTENSITY of READERSHIP as 
the natural, the inevitable result of serving this specific group 
in a superior way. 


Thus CHEMICAL PROCESSING Preview and FOOD PRO- 
CESSING Preview are the ONLY publications in these fields giv- 
ing exclusive editorial attention to ‘‘men with plant operating re- 
sponsibilities” . . . 


. . . logically therefore, you reach the largest group of ''men 
with plant operating responsibilities" through these publications. 
And these reading audiences are still growing . . . rapidly. 


CHEMICAL PROCESSING Preview * FOOD PROCESSING Preview 
PUTMAN PUBLISHING COMPANY 


737 North Michigan Avenue, Chicago 11 


New York Cleveland Detroit Los Angeles 


REMARKABLE READER RESPONSE 


ae 
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operating capacity of 5,000 sacks 
a day. 

Honig-Cooper Company is the 
agency. 


Acrilex Names Agency 


Acrilex Sales Corporation, dis- 
tributor of Acrilex plastic, cover- 
ing any industries where plastic 
sheets, rods and tubes can be 
used, has appointed Hanson, Ger- 
ber & Shaw, New York, to handle 
advertising. 


Bruder Joins Donnelley 


Gerard M. Bruder has resigned 
as director of advertising and 
sales promotion for Bendix Heli- 
copter, Inc., New York, to join 
the direct mail division, sales 
service department of Reuben H. 
Donnelley Corporation. 


Best Foods Buys Plant 


Best Foods, Inc., New York, has 
purchased a plant in Dallas, which 
was formerly owned by Trinity 
Cotton Oil Company, for the man- 
ufacture of margarine. All the 
company’s operations in the South- 
west will be concentrated at this 
plant. 


The JOURNAL 


PORTLAND, 
OREGON 


EVENING. 


NEWSPAPER 
ON THE 


PACIFIC COAST 


The Journal now 
offers advertisers 
the largest circula- 
tion in its history 
..» both Daily and 
Sunday. 


You need The Journal to sell 
effectively in Oregon's only 
Major Market. .Metropolitan 
Portland and its Retail Trad- 
ing Zone. 


When you advertise 
in Portland 
be sure to specify... 


The JOURNAL 


‘EVENINGS and SUNDAY 


PORTLAND, OREGON 
| Member Metropolitan and 
Gelli Nlaite Galdips 
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Pickett Transferred Morrow Advanced 


Llewellyn E. Pickett has been Lynn Morrow, sales promotion 
transferred from the New York! and publicity manager, has been 
office of McCann-Erickson, where | named to the newly created posi- 
he did account work, to the Chi- tion of assistant sales manager of 
cago office as merchandising di- | Stations WBZ, Boston, and WBZA, 
rector. | Springfield, Mass. 


Giant Prints. Intelligent, prompt atten- 
tion te your every requirement. 


|plan their work, how they must 


—to customers, to “the boss’? and 
to the salesman’s own friends and 
family—how they can _ increase 
sales. 

Mr. Moore stresses the impor- 
tance of becoming familiar with 
the advertising program, of mer- 
chandising and of maintaining a 
sales quota. 


Moore of Makelim 
Agency Writes 
Book on Selling 


New YorK—Service and show- 
manship are the two most impor- 
tant tools in successful selling, ac- 
cording to “Man Alive in the 
Greatest Profession in the World,” 
a new book by Robert E. Moore. 

Mr. Moore is general manager 
of Makelim Associates, Chicago 
agency, and formerly was sales 
promotion manager of National 
Distillers Products Corporation. 
His book is published by Harper 
& Brothers at $3. 

The 216-page inspirational vol- 
ume first establishes the impor- 
tance of salesmanship, particularly 
as it provides service to business 
and the public. It then explains 
how salesmen can best train them- 
selves or be trained, how they can 


Gives Critics Hearing 

Formation of a state-wide coun- 
cil of local Vermont businesses 
and industries has been announced 
by the Vermont Outdoor Adver- | 
tising Council and its chairman, | 
Fred C. Hill, president of the Ver- 
mont Tourist Service Association. 
The new council will act as a 
clearing house for any criticisms 
or suggestions about outdoor ad- 
vertising, seeking to adjust situa- 
tions when warranted. 


Names Lawton V2. 


Joseph A. Lawton, general sales 
manager of John Deere Plow Com- 
pany, Syracuse, N. Y., has been 
named vice-president and general 
| eaten manager of the company. 


“accentuate the positive,” and 
through showmanship techniques 


These sales hold the heart of the 
- farm: three lorge transformers draw 
_ current from wires on the taller ‘pole. 


has to pay its way. Here 


: dian ebtna, $ easy re Mrs. ‘Huretg 
_ electrically. She enjoysa good!iawn, 
Pe cinid flowers. Current gives her time. aA 


‘wane kitchen | Mrs. Hartwig 
prepares delicious meal. Helper isthe — 


Meters on new equipment; everything 


Manager Morrow works with Hartwig. 


~ “We hired electricity to work...” 


Parte burr mill skidded to o few 4 
job by Milo Bolte. He knows electricity, — 
believes the more used, the cheaper. 


R.E.A. 


Last year, Herb Hartwig, Denison, Ia.. 
hooked three 15 kva transformers to the 
REA highline... 
his hammer and burr mills, grain elevator, 
hay hoist, milking machine, hog brooder, 
water supply pump... supplies lights for 
the poultry house, barn, yard and home... 
. and 


Now electricity powers 


tools.. 
even an 


operates welder, power saw, 
Mrs. H has an electric kitchen... 
electric lawn mower. 

Before Hartwig got electricity, he kept 
four full time hired men; today produces 
as much with only two! Current costs 
$24.87 a month .. . saves more than $3,500 
in labor, is quicker, more efficient. 


cameraman's daughter, Sero Curtis. 


” Welding is one of many electric skills : 
. Herb claims for his helper, Emil Eggers. 
a Wiring is plenty big for heavy loads. ‘: 


EOC De OE a ee OE 


ae -, 


Hours are saved in thelarge house by — 
schedules, electric equipment. “Adds 
—- ° my Soy. =y a Bama 


Hartwig’s success story ina recent issue 
of SUCCESSFUL FARMING, merits reading by 
any advertiser. 

SuCCESSFUL FARMING has concentrated 
coverage on the nation’s top farms in the 
15 Heart States.. 
productive methods, best brains, largest 


. with the richest soil, most 


property investments—is read in more than 
1,200,000 homes mostly missed by other 
media. With savings at new highs, billions 
in merchandise demands...SF is today’s 
best buy for any electric goods advertiser! 


SUCCESSFUL FARMING ("3 


Cte ge 
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British Society 
of Advertisers 


Quits Ad Ass'n 


Lonpon—The Incorporated So- 
ciety of British Advertisers has 
withdrawn its membership from 
the Advertising Association be- 
cause “there are two influential 
bodies, one a part of the other, 
each claiming to speak officially 
on behalf of advertisers.” 

The society’s executive commit- 
tee declared that the withdrawal 
was caused by no disagreement 
/over any particular matter but as 
a matter of policy. 

J. L. Henderson, director and 
general secretary of the Advertis- 
ing Association, replied to the ac- 
tion by declaring that the asso- 
ciation continues to have many 
individual advertisers and some 
trade associations among its mem- 
bers, others including agencies 
and media. 

He said the “society has made it 
clear by its resignation that it is 
more concerned at the moment 
with defending the sectional in- 
| terests of its members than with 
enhancing the cause of advertising 
/as a still vital and essential arm 
| of public welfare and industry.” 


Affiliation Not Successful 


The society’s executive commit- 
| tee, pointing out that its move 
had long been considered, de- 
clared that affiliation with the as- 
sociation had not been successful 
or satisfactory. 

“The Advertising Association,” 
the ISBA said, “because of its 
dual role as the _ organization 
claiming to represent, at the same 
time, both the buyer and the seller 
of advertising, is unable, nor can 
it be expected, to take a definite 
line on any issue of major im- 
portance to the advertiser.” 

As an example, the ISBA ob- 
served that the association had 
not helped form the British Audit 
Bureau of Circulations, ‘probably 
the most historic development in 
British advertising during the 
present century.” 

The withdrawal, the institute’s 
board said, was in no way caused 
by antagonism to the association. 


Tool Firm Shifts Three 


B. H. Johns, manager of the St. 
Louis branch of Independent 


| Pneumatic Tool Company, manu- 
'facturer of Thor portable power 


tools, has been named manager 
of the company’s mining and con- 
tractors tool sales division, with 
headquarters in Chicago. W. B. 


‘Smith, manager of the Houston 


branch, has been appointed to 
succeed Mr. Johns, and R. F. Cas- 
lin, Thor electric tool service en- 
gineer in the Houston territory, 
replaces Mr. Smith. 


Appoints Detroit Agency 

Florez, Phillips & Clark, Detroit, 
has been named to direct the ad- 
vertising of Saylor-Beall Mfg. 
Company, Lansing, Mich. A busi- 
ness paper campaign will be 
launched to promote the company’s 
air compressors, spray guns and 
farm maintenance units. 


Agency Names Agency 
Batten, Barton, Durstine & 
Osborn, New York, has appointed 
Robert Otto & Associates, New 
York, to handle export advertis- 
ing for the Durex Corporation. 
Campaigns are being released for 
Durex brand cellulose tape. 


Names Grady Agency 


Gardiner-Warring Company, 
Florence, Ala., has appointed Rob- 
|ert B. Grady Company, New York, 
,|to handle advertising for its line 
|of character sweatshirts, Captain 
|Marvel, Gene Autry, Red Ryder 
|and Little Beaver. 
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NOW... 


you get a full day's pay 
fer twe hours’ training 
in the NEW National Guard 


» 


“fad just thiwh cham--- 
we're gettin’ paid for this, tos!” 


Miewnens o¢ sun Diego's Nacsonal Guard are paid + tall days pay, depending 00 their ram, tor 10 
hours of ersuming ome saghe + week. But char's just + soull part of the benetis you revive as » member of 
Notmnal C 


pose 
You get snappy mew. regular army emdorms You're wvued the very tavew 
om regutar army gia Aad you're tramed with the Gen, mon moder 
qnprmens ce Restor, 

Yeu you'll be proud to be + member of Sam Daege’s own National Geard 
ean tabs moe ete opporienne ter advancement we good. 


Open # AM 20 5.30PM and 7.10 10 930 


Rerening miormsnon 1 sduble trom Recruiting Ocer uo che lobby of the 
Gan and Dectrs Company. teh and E Sareets, trom August tub vo August tixh 


COST OF THIS MESSACE CONTRIBUTED BY THE FOLLOWING 
PUBLIC SPIRITED BUSINESS ORCAMIZATIONS 


co | ane STORES Co - 
fot wassvom co = 


| 
| 
| 
co | 
sam Om Cas © HUCTEX CO | 
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Stoners meer’ erat eowtconany wanes CO eausane © SROCHETY 


RESULTS—The San Diego National 
Guard quota was filled, and seven 
additional units had to be activated, 
as a result of an unusual gag type 
ad drive using copy like this. The Tolle 
Co. prepared the newspaper series un- 
der sponsorship of the Advertising 

and Sales Club of San Diego. | 


Consolidated 
Grocers Elects | 
Kennedy President 


Cuicaco —S. M. Kennedy has | 
been elected president of Consoli- | 
dated Grocers Corporation, taking | 
the place of Nathan Cummings, | 
who has been named chairman of | 
the board of directors of the huge | 
wholesale grocery organization. | 

Mr. Kennedy formerly was ex- 
ecutive vice-president, treasurer | 
and general manager of Consoli- | 
dated. He aided Mr. Cummings 
in putting together the two-year-_ 
old corporation. Long in the groc- | 
ery business, Mr. Kennedy in 1939 | 
joined the C. D. Kenny Company | 
in Baltimore, predecessor of the | 
present Consolidated company. 

Consolidated controls Reid, 
Murdoch & Co., Chicago, (Monarch 
foods); Danneville Grocery Com- | 
pany, Canton, O. (Black & White); | 
Sprague Warner-Kenny Company 
(Richelieu, None-Such, Ken- 
Dawn and other canned goods) 
brands); Western Grocer Com-| 
pany and Marshall Canning Com- 
pany, Marshalltown, Ia. (Jack | 
Spratt). | 

Mr. Cummings recently became | 
chief stockholder of Associated 
Products, Inc., maker of Chen Yu | 
and other cosmetics here. | 


Coty Maps Xmas Drive _ 

Coty, Inc., New York, will pro- | 
mote its Christmas line in large-_| 
space advertisements in 110 news- | 
papers of 101 cities and in color | 
pages in December issues of | 
Charm, Cosmopolitan, Cue, Es-_| 
quire, Good Housekeeping, Ladies’ 
Home Journal, Life, Mademoiselle, 
Redbook and The New Yorker. | 
J. D. Tarcher & Co., New York, is 
the agency. 


Kalom Agency Moves 


Kalom Company, Chicago | 
agency, has moved its offices to) 
111 E. Delaware Pl. 


AGENCY 


COVERAGE 


NEDA Elects Snyder 


Jack E. Snyder, assistant gen- 
eral manager of Concord Radio 
Corporation, has been elected 
president of the Chicago chapter 
of National Electronics Distribu- 
tors Association, succeeding the 
late Al Oliver. 


Giezendanner Moves 


Giezendanner Advertising 
Agency, Houston, has moved into 
its new building at 3003 Louisiana 
St. 


Frigidaire Ups Drake 

F. Marion Drake, manager of 
the district operation in Milwau- 
kee under the Chicago branch, 
has been appointed general sales 
manager of the New York branch 
of Frigidaire Sales Corporation. 


Monsanto Promotes Two 


- Monsanto Chemical Company 
has promoted Dr. Reid G. For- 
dyce from research group leader 
at the central research depart- 
ment, Dayton, to sales develop- 
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of the Merrimac division, Everett, 
Mass. Edmund S. Childs, a sales 
representative in Cincinnati, will 
become assistant manager under 
Dr. Fordyce. 


ment manager of the plastics di- 
vision, Springfield, Mass. He re- 
places C. L. Jones Jr., who re- 
cently became sales manager for 
the protective coatings department 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


a sub 
trash 
provi 
the 


clue 


way 
can 


ded 


Every week-day morning New York’s subway trash cans fill up early as the myriad 


of office bound New Yorkers dispose of their morning paper. There was a clue on 


thorough and multiple readership of PM in the fact that so very few copies of this 


unique newspaper could be found in these convement subway receptacles — or 


on subway seats. 


Sa ¢ ¢ # we checked. In the recent survey of PM readers* the question 


was asked: “Do you take PM home with you?” 


93.6% ANSWERED YES. 


To advertisers, this overwhelming percentage means two very important things 


concerning readership of advertising. It means at least two readers for the price 


of one. Multiple readership was verified in the survey when 94.8% of the readers 


queried stated that others in their family read PM also. It means too that PM 


is read thoroughly for it is retained to finish reading at home. 


PM has proven that it is outstanding among New York’s morning or “all day” 


papers. The confidence which its readers place in ‘their’ paper, their responsiveness 


to and thorough reading of its pages and the economy of multiple readership 


make PM your best buy in New York... 


*Send for your copy of the PM survey now for the complete picture. 
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my Ad Rates, Agency 
m Fees Regulated 
in Czechoslovakia 


By F. A. MARTEAU 
AA European Correspondent 


PRAGUE, CZECHOSLOVAKIA—What 
the world may be coming to in 
publishing may be the completely 
unorthodox system rigidly con- 
trolled by the Czechoslovakian 
government. 

I have been told by advertisers, 
agency executives and newspaper 


the new system. 


big political parties. 


managers here that they all like 


The basis on which the Czech 
press and advertising have been 
rebuilt can be explained only by 
the new conception of the Na- 
tional Front grouping of the four 


The government has proclaimed 


UNITED NATIONS WORLD 
is Distinctly Going Places 


by Egbert White, Publisher 


"2 


TED NATIONS WORLD is going places. Subscriptions 
from both individuals and groups are rolling in. And im- 
portant new advertisers are climbing aboard. 
With this evidence of a lively, widespread public interest, we 
are convinced that UNITED NATIONS WORLD is going to suc- 
ceed on an important scale. 


Because UNITED NATIONS WORLD is right . . . right in the 
propulsive groove of an unprecedented and dynamic human 
surge toward world cooperation. 


Never before in history have so many people been so actively 
devoted to making and keeping the peace. While not a perfect 
instrument, they know the United Nations may be our last 
chance. They deeply feel that we all have an imperative need 
to make the United Nations work—today—so that tomorrow a 
world of peace—through international cooperation—can be 
assured. 


If the human race is here to stay—then the United Nations 
must be here to stay. 


The UN Is Really Important 


According to authoritative surveys, 85% of the U.S. voters 
favor the UN. Most approve of seeking means to strengthen it. 
Secretary of State George C. Marshall recently most emphati- 
cally went on record in his belief that the United Nations and its 
tenets have become the “keystone” of American foreign policy. 
Actually, the United Nations is the first line of defense of mil- 
lions of peace-seeking persons. Deadlocks or delays are tran- 
sient. Inevitably they will wither before the might of an 
informed and implemented public opinion. 

Today the topic of the United Nations is on the tip of all our 
tongues because thinking people are hungry for a better and 
correct understanding of the United Nations and that for which 
it stands. 

Because the UNITED NATIONS WORLD presents the facts in a 
complete and proper perspective, the magazine is successfully 
fulfilling a fundamental need of thousands of important persons 
and groups—-public, governmental and educational. 

That is why UNITED NATIONS WORLD is distinctly going 
places! 


Why UNITED NATIONS WORLD is an 
Important Advertising Medium 


In actual fact, the UNITED NATIONS WORLD is rapidly assem- 
bling the most important and influential reader- ; 
ship in the world. 


It has become indispensable reading for busi- 
ness men, necessary reading for civic leaders, 
governmental officials of all nations and edu- 
cators. It is a guide post to thinking families 
whose active support gives the magazine a 
zealous readership that is truly unique. 


In the U.S.A., the magazine goes to people who 
are vitally interested in world affairs. They are 


leaders of opinion. They lead discussion groups. They are im- 
portant as individual customers, and also because they are in 
a position to influence large purchases in business. 


About 4,000 copies go abroad to key people in government, 
education, science and in business. Remember, too, that among 
the Secretariats and delegations to the UN, the magazine is 
regarded as a factual, fully-informed reporter. 

In brief, the UN WORLD is inevitably the sure and direct way 
to reach people in governments throughout the world who con- 
trol and regulate foreign exchange, trading licenses, tariffs and 
all the intricate routine of international business relationships. 


Most important, it is read by all ihe 113 government buying 
missions established in the U.S.A.—missions that purchase 
directly billions of dollars worth of every imaginable sort of 
merchandise. 


UN WORLD Much Quoted 


It has become one of the most quoted U.S. publications. It is 
accepted as an authority by the authorities. It is being used as 
important source material by members of Congress, the Con- 
gressional Library and schools and colleges everywhere. Much 
material from its columns has been reprinted and broadcast by 
the State Department. 


UNITED NATIONS WORLD is endorsed by UN Secretary Gen- 
eral Trygve Lie, U.S. Delegate, Senator Warren R. Austin, by 
chief delegates of practically all of the UN member nations, 
and by leading business men, educators and government offi- 
cials in the United States. 


It carries the advertising of many leading American companies, 
and the list is growing. 


UNITED NATIONS WORLD is now published in the United 
States and Sweden, and negotiations are being completed for 
publication in many other countries. 


UN WORLD an Excellent Buy 


The present advertising rate is based on 50,000. This circula- 
tion is increasing rapidly and we will guarantee 85,000 net paid 
circulation for the first six months of 1948. As a plus value, 
keep in mind that we are delivering this amount with each 
current issue. 


Investigate UNITED NATIONS WORLD. Ask for the facts as to 
the caliber and importance of its readership as uncovered in a 
recent survey made by Fact Finders Associates, Inc. 


Learn how this unique and influential magazine 
can yield rich returns on your advertising dollar. 


x * * 


UNITED NATIONS WORLD, Inc., 385 Madison Ave., 
New York 17, New York: Egbert White, Publisher: 
George B. Sadler, Asst. Publisher; Houston Boyles, 
Advertising Manager. Advertising Representatives: 
Blanchard Nichols, Inc., 2020 Russ Bldg., San Fran- 
cisco and 448 South Hill St., Los Angeles, Calif.; 
O. A. Feldon & Associates, 185 No, Wabash Ave., 
Chicago, Ill.; John M. Sweeney Company, 176 Fed- 
eral St., Boston, Mass. 
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that newspapers and magazines 
are the property of the nation and 
cannot become the object of gain- 
ful enterprise by individuals or 
anonymous groups. Only a po- 
litical or social group, known to 
have substantial following, can 
publish a newspaper. 


Ad Rates All the Same 


As a result of the decision, 
Prague today has only “party” 
organs, of which there are -four, 
and six so-called grouping papers. 
And advertising rates for all are 
the same, varying only by their 
circulation. 

The party organs are Rude 
Pravo, a Communist newspaper, 
with 450,000 weekday circulation; 
Lidova Demokracie, Czechoslovak 
(Catholic) People’s Party, 200,- 
000; Pravo Lidu, Social Democrats, 
190,000, and Svobodne Slovo, Na- 
tional Socialists, 300,000. ‘‘Group- 
ing” papers are: Prace, Revolu- 
tionary Trade Union Movement, 
250,000; Svobodne Noviny, Fed- 
eration of Cultural Organizations, 
68,000; Mlada Fronta, Union of 
Czech Youth, 80,000; Zemedelske 
Noviny, Czech Agriculturists, 120,- 


Army, 80,000; and Narodni Os- 
vobozeni, Legionnaires Associa- 
tion, 40,000. 

Advertising rates are fixed in a 
unique manner by governmental 
decree. The basic space or unit 
for ads is one square centimeter 
(there are about 6% centimeters 
per square inch). All space in all 
publications has exactly the same 
rate, based on circulations which 
“must be revealed on request.” 
These are maximum rates, but all 
papers have adopted them. 


Fixed Rates for Other Media 


A paper once admitted at a rate 
can only increase that rate on Jan. 
1 or July 1, after having satisfied 
the Price Control Authority that 
such increase is justified by a cir- 
culation increase. 

The scale of rates for daily 
newspapers is five kroner per unit 
for papers with circulation up to 
25,000; six kroner for 25,000 to 
50,000 circulation, and so on to 
11% kroner for papers with more 
than 100,000 circulation. 

Somewhat different rates apply 
similarly for other media, includ- 
ing illustrated papers, political 
and economic magazines, club and 
association magazines, technical 
publications, calendars, transpor- 
tation tickets and programs for 
public events. 

All rates are for unspecified 
positions. For specified position 
next to reading matter rates are 
50% higher. Classified advertis- 
ing sold by the line is charged for 
at 20% below the unit rate. 


Agency Commission Fixed 


Agencies’ commission may not 
exceed 20% for newspapers and 
magazines or 25% for “irregularly 
appearing” publications. 

Similar rates have been set up 
for billposting. Three categories 
for outdoor advertising are recog- 
nized: (1) Big towns with much 
traffic, which take a low rate be- 
cause attention value is smallest; 
(2) medium-size towns, and (3) 
small towns, which take the high- 
est rate. 

Chief reason given here by 
agencies and advertisers for their 
satisfaction with the rate scale is 
that, as one put it, “this manner 
of fixing rates does not recognize 
class distinction of papers in the 
same groups, which is true de- 
mocracy.” 

The nation’s constitution in- 
terprets the freedom of the press 
as “freedom to express opinion in 
the press but not freedom of jour- 
nalistic enterprise.” 

“The fact is,” it declares, “that 
the publishing of periodicals is an 
activity in the sphere of culture, 
| economics or politics which in a 
|planned economy ought to be sub- 
| ject to regulation just as are other 
| sections of public life.” 


000; Obrana Lidu, Czechoslovak. 
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Retailers Support 
Plan for National 
‘Merchants Day’ 


San FraANcisco—Retailers across 
the country are lining up in sup- 
port of D. P. Street’s proposal that 
a national “Retail Merchants Day” 
be established. 

Mr. Street, managing director of 
the Retail Merchants Association 
of the San Francisco Chamber of 
Commerce, inaugurated the idea 
at a “Retail Merchants Day” 
luncheon here June 17. Since then 
he has received much favorable 
comment on the plan from retail- 
ers. 

Recently Lew Hahn, president 
of the National Retail Dry Goods 
Association, gave his official en- 
dorsement to the proposal. Mr. 
Hahn, who appeared as guest 
speaker at the local luncheon, ex- 
plained in his official statement: 

“We think the luncheon was an 
excellent public relations effort. 
The idea of at least one day a year 
being devoted to the attempt to 
bring to other business men, and 
the public, a better understanding 
of retailing appears to us to be an 
intelligent move and one which 
should be taken up in every com- 
munity in the country. We should 
like to have a hand in helping to 
make ‘Retail Merchants Day’ a 
great national success.” 


Gets Bicycle Account 


Westfield Mfg. Company, West- 
field, Mass., manufacturer of Co- 
lumbia-built bicycles, has placed 
its advertising with Horton-Noyes 
Company, Providence, R. I. 


Names R. A. Hill Co. 


Sound Recorder & Reproducer 
Corporation, Philadelphia, has 
named R. A. Hill Company, Phila- 
delphia, as its public relations 
counsel. 


As a user of Words 
You will be thrilled 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 
as he tells you of his business experi- 


ences in that interesting book 
“Teacher of Business.” 


This man who built one of America’s 
most successful business publishing 
properties — The McGraw-Hill Pub- 
lishing Company — is none other than 
James H. McGraw. 


The size of this book is 64% x 9%4— 
It is bound in a_ beautiful green 
simulated leather with title and sub 
title printed in gold ink on the front 
cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book 
will make a useful, permanent addi- 
tion to your business and home 


library. 
$ 190 


ber copy 


Advertising Publications, Inc. 

100 E. Ohio St. Chicago 11, Il. 

FILL IN AND MAIL THIS COUPON 
TODAY 


—_— ow oe ee se oe eee ee ee ee ee ee ee eee 


Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago 11, Il. 


Gentlemen: 


Please send me....copies of “Teacher 
of Business”. Enclosed is $.......... 


COMBDONY 6.6.5.0 0s3i0 Cisne ss vse ceuestes 
pS reer Tr Tere TEE T eC eter, 


$200,000 Expansion for 


Nassau Review-Star’ 

The Nassau Daily Review-Star, 
Hempstead, Long Island, has ap- 
propriated $200,000 for an expan- 
sion program, calling for a new 
high-speed press and an addition 
to its present main office building 
in Rockville Centre, Long Island. 
Delivery of the press and comple- 
tion of the building is expected by 
May, 1948. 

The new press, a four-unit, 40- 
page capacity type, will be capable 
of turning out 40,000 papers 


hourly and will be equipped for 
color printing, designed to make 
possible three different colors in 
a single run. 


Tuco Makes Table Mats 


Tuco Work Shops, Inc., Lock- 
port, N. Y., subsidiary of Upson 
Company, Lockport, has _ intro- 
duced reversible table mats made 
of heat-resisting fiber board. They 
are hand covered with gold and 
silver metallic-finish designs and 
retail at 49 cents per set of three 
mats. 


100% EXPANSION 


OF OUR LITHOGRAPHING FACILITIES 


MEANS @ FASTER, BETTER 
SERVICE FOR YOU 


MARCON LITHOGRAPHING COMPANY 
538 SOUTH CLARK ST., CHICAGO + WEBSTER 2745 


utd Kato 


Source: ‘Leading National Advertisers,’’ June 1947. 
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Appoints Allan Reagan 


Allan Reagan, public relations 
counsel in New York, has been 
appointed director of advertising 
and public relations of Phelps 
Dodge Copper Products Corpora- 


tion, New York, manufacturer of | published by 


wire and copper alloy products. 


‘Magazine Changes Name 
| Home Circuit, a monthly na- 


| tional magazine for Negro women, 
| will change its name to Smart 
|Women, beginning with the No- 
|vember issue. The magazine is 
Circuit Publishing 
Company, Chicago. 


OFFICES 


IN PITTSBURGH AND 


MONror 7080 


NEW YORK 


Higher Standards 
Depend on Goods, 
Osborne Insists 


Purchasing Power 
Still Above 1939, 
NAM Declares 


PHILADELPHIA — If Americans 
want a higher standard of living, 
they must produce it, L. E. Os- 
borne, senior operating vice-presi- 
dent of Westinghouse Electric 
Corporation, told the Pennsyl- 
vania Electric Association here 
recently. 

Adding that he does not wish 
to be misunderstood, he said he 
advocates an ever-increasing 
standard of living but that if 
people “want more houses, auto- 
mobiles, refrigerators, clothes— 


they must produce them. They 
cannot get them by insisting upon 
more dollar bills being stuffed into 
their pay envelopes. Those who 
think they can, have really swal- 
lowed the philosophy of getting 
something for nothing.” 

Mr.. Osborne repeated rather 
familiar arguments for profits, 
pointing out that most of profits 
are either paid out to stockholders 
‘or retained for plant and expan- 


_ sion plans. 


Increases in Advance 


He said confusion existed in the 
public mind about the relation be- 
tween money and buying power, 
asserting that “if the American 
people have increased their out- 
put of manufactured goods by 
only 8 to 10% in this period, then, 
as a people, we can buy only 8 to 
10% more manufactured goods, 
regardless of how much money 
we have to bargain with.” 

Accordingly, he believes that 
Americans will learn that they 
have paid themselves wage and 
salary increases in advance for an 


Index to 12,750,000 people... 


N considering the markets your advertising must 
reach, have you investigated the 12,750,000 readers 

of The Popular Fiction Group? 
A complete analysis of this pulp fiction magazine 
audience, based on 12,600 personal interviews, is now 


available. It is considered an outstanding research 


accomplishment. 


A copy of the study, revealing a new and hitherto un- 
tapped market is yours upon request. Address: 205 
E. 42nd St., N. Y. or 333 No. Michigan Ave., Chicago. 


7HE Popular Fiction Group 


ACE HIGH WESTERN * ADVENTURE © ALL STORY LOVE ¢ BIG BOOK WESTERN ¢ BLACK MASK © DETECTIVE TALES * DIME DETECTIVE * DIME MYSTERY * DIME 
WESTERN * FAMOUS FANTASTIC © FIFTEEN WESTERN TALES © .44 WESTERN * LOVE BOOK « LOVE NOVELS * LOVE SHORT STORY * NEW DETECTIVE 
NEW LOVE « NEW SPORTS *« NEW WESTERN « RAILROAD « RANGELAND ROMANCES « ROMANCE « SPORTS NOVELS « STAR WESTERN © 10 STORY WESTERN 
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increase in production not yet 
produced, and that profits are the 
source from which facilities. to 
produce more must come. 


‘YOU NEVER HAD IT 
SO GOOD’—NAM 


New YorkK—‘Industry’s View,” 
a publication of the National As- 
sociation of Manufacturers, last 
week had something to say on the 
problem of wages and buying 
power and prices. Its conclusion: 
|Prices have gone up, but workers 
are better off than before the war. 

“Actually the index of the cost 
of living was 57.9% higher in 
June, 1947, than it was in the 
base period 1935-39,” NAM said. 
“But ... we have not experienced 
the runaway prices which were 
so confidently predicted when 
price controls were completely re- 
moved. As a matter of fact, the 
cost of living in June, 1947, was 
only 3.2% higher than it was in 
November, 1946, when price con- 
trols were completely abandoned.” 

Further, says NAM, “average 
hourly earnings actually have 
moved up ahead of consumers 
|prices—the cost of living—ever 
‘since 1939. .. ‘Real’ hourly earn- 
ings, that is wages adjusted for 
| price changes, have increased 22% 
from 1939 to June, 1947 (the latest 
-available figure). . A recent 
|study by the Bureau of Labor 
| Statistics, Department of Labor, 
shows that after deducting per- 
sonal income taxes for a family 
of four, with only one person 
working, and after discounting the 
rise in the cost of living, the ac- 
tual purchasing power of weekly 
wages that remains to such a 
worker is 27% higher than it was 
in 1939.” 


Hits Defunct OPA 


Still defensive on the subject of 
OPA, NAM summarizes its ob- 
jections.to the defunct agency: 
(1) many prices were kept low 
'by subsidy payments, thus higher 
prices were actually paid out of 
|taxes; (2) many items priced in 
| the index could only be found in 
the black market at over-ceiling 
| prices; (3) many items in the price 
‘indices reflected lower quality, 
/concealing price increases. 
_ On profits, NAM reiterates, “the 
.extraordinary rise in reported 
|profits in 1946 and 1947 to date 
|/ has been due, to an important: de- 
gree, to inventory valuation ad- 
_justments. For the first half of 
1947, the reported profit rate of all 
‘corporations was $17.4 billion an- 
nually. Of this amount $5.5 bil- 
lion are inventory profits.” This 
leaves $11.9 billion, “no mean 
amount, but neither is it an ex- 
orbitant amount when we com- 
pare it with the earlier record. 
It is 6% of the national income, 
which in the first half of 1947 was 
estimated to be at the rate of 
$199 billion a year. Even in the 
| prewar years, 1936-39, corporate 
‘profits, after taxes (corrected for 
|inventory revaluation) were 5.7% 
| of national income.” 


California Has Edge 
on Population Growth 

Census Bureau estimates, pub- 
lished in a September issue of 
Western Markets, show that Cali- 
fornia registered the highest state 
percentage increase over the 1940 
population (36.2%), making it the 
nation’s third largest state by 
population. 

Additional data of the Bureau 
of Agricultural Economics, De- 
partment of Agriculture, show 
California to have the highest 
farm income in the U. S., both 
in total cash receipts and income 
per individual farm. 


Names Ryhlick 


Frank Ryhlick, formerly adver- 
tising manager of Pre-Bilt Homes 
Company and Business Service 
Company, Los Angeles, has been 
named account executive of Ross, 
Gardner & White, Los Angeles. 
The agency has moved to larger 
quarters at 2412. W. Seventh St. 
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- Crowell-Collier 


‘plane, she had a luscious box of 


Advertising Age, October 6, 1947 


CROWELL - COLLIER CELEBRANTS— 
Thomas H. Beck (left), chairman of 
Publishing Co., New 
York, is greeted by Peter J. Dennerlein, 
vice-president and head of the firm's 
Springfield, O., plant, upon arriving to 
participate in the publishing firm's 70th 
anniversary celebration. 


‘Miss Television’ 
Helps to Promote 
Evergreen State 


SEATTLE—Doing one better than 
the schoolboy with an apple for 
teacher, pretty Pat Stewart flew 
into Los Angeles last week, wear- 
ing the Bon Marche’s tag of ‘‘Miss 
Television of Western Washing- 
ton” and bearing just short of a 
half ton of assorted gifts. 

Because queens come cheaper 
in Hollywood than Florida or- 
anges, Pat Stewart’s gifts were 
designed to set her apart. For 
every reporter and photographer 
meeting her Western Airlines 


Washington-made fruit cordials. 
For the city editor who made the 
assignment, there was a five- 
pound box. And the bait was 
spread well in advance, with tele- 
grams from the Junior Chamber 
of Commerce. 

Then for publishers of daily 
newspapers in Los Angeles, for 
managers of principal radio sta- 
tions (at many of whose studios 
Pat Stewart would appear pub- 
licizing Washington state) and for 
the mayor and president of the 
Chamber of Commerce, there were 
25 individual gift packages. 


‘Offer Plenty of Variety 


The packages contained such 
things as deep sea fish lures, hand- 
painted scarfs, men’s felt hats, 
sport shirts, Northwest books and 
orders for Northwest Christmas 
trees by mail. On the side, for 
distribution during the 10-day 
trip through Hollywood, were 
such items as patio sets, bleached 
mahogany living room furniture 
and a 40-gallon bronze electric hot 
water heater. For gag purposes 
there were even underground gar- 
bage cans. 

Miss Stewart’s wardrobe for the | 
good-will trip was supplied en- 
tirely by Washington manufac- | 
turers. The gifts were donations | 
from western Washington manu-_| 
facturers to advertise their prod-_| 
ucts. The promotion was arranged | 
by Bon Marche, Seattle depart- | 
ment store. It began as just one) 


leticing. ha 
The pa a 


National Newspaper 
$00 E. Ohio St., Chicago 


more stop in a national television | the mop-up squad. 


caravan of RCA Victor and the 
Allied Stores, of which Bon 
Marche is a unit. But it soon grew 
into something a good deal bigger. 

The caravan provided a dem- 
onstration of television in a city 
where there is no likelihood of 
video for two years or more. The 
high point of this phase came as 
Betty (Egg and I) MacDonald, 
flanked by the Bon Marche offi- 
cials and E. L. Skeel, president of 
the Seattle Chamber of Commerce, 
tossed a dozen eggs off a 12-story 
office building. The target was a 
rubber air mat on the sidewalk 
below. As eggs bounced, they 
were to be caught by a couple of 
hands from the Seattle ball club. 
But a few bad pitches and occa- 
sional fielding errors brought in 


Whatever the score on eggs, 
video caught the result for the 
handful of screens specially set up 
at the Bon Marche. 

For glamour, there was the usual 
beauty contest, and Miss Stewart, 
19-year-old University of Wash- 
ington drama student, took the 
honors. 

Green and gold stickers for each 
gift package made no mention of 
Bon Marche itself but read 
simply: 

“Greetings from Western Wash- 
ington’s ‘Miss Television.’ This 
gift package is brought to you by 
‘Miss Television’ in the name of 
the many manufacturers of West- 
ern Washington, to bring you a 
salute from the great Evergreen 
State.” 


The promotion was directed by 
the Bon Marche ‘sales and pro- 
motion department, headed by 
Donna Newell Ames. 


Family Circle’ Adds 
Southern Circulation 
This month Family Circle adds 
410 Colonial Stores to its list of 
distributors, thus upping its cir- 
culation guarantee to 1,500,000 
copies monthly. The Colonial 
Stores distribution will be known 
as Family Circle’s South Atlantic 
edition. Colonial Stores opera 
the Big Star and Little Star Mar— 
kets, Pender Stores and R¢ aed 
Stores, located in Virginia, the | 
Carolinas, Georgia, Alabama / 
northern Florida. $ 
Other chains distributing Fe 
ily Circle are: First Nat 


85 


American Stores Company in the 
Middle Atlantic area, and Safe- 
way Stores, Inc., through the West 
and in the Washington-Richmond 
and New York areas. 
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If you, too, missed the news that Baltimore is 57,620* 


families bigger, get wise: 


Now more than ever, to cover bigger Baltimore, you 
need the biggest paper — 194,063 City Zone circula- 
tion among 321,158 families, and the News-Post total 


circulation is 221,127. 


*Sources: Director of Statistical Section, Baltimore City Health 
Department; Building Engineer, Baltimore County; Super- 
visors of Assessments, Howard and Anne Arundel Counties. 


FOR 1947, MORE THAN EVER, 


IT’S THE 


Baltimore News-Post 


NATIONALLY 


REPRESENTED 


BY HEARST ADVERTISING SERVICE 
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Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


7 113 New Montgomery Street 
“HS San Francisco 5, California 


Royal Metal Opens 
Magazine Series 


Cuicaco—“Invitation to Speak,” 
Royal Metal Mfg. Company’s new 
institutional ad series, will make 
its first appearance in the Oct. 13 
Time and Oct. 27 Newsweek. 

A column of paid space open to 
leading spokesmen of democratic 
causes, “Invitation to Speak” will 


Five thousand watts on 550 kilocycles. 


Add to this an intense listener loyalty—carefully 
built up during the past 22 years—and you have 
an unbeatable combination for the advertiser 

who selects stations with care. 


“ween 


be completely devoid of copy pro- 
moting the company and_ its 
Royalchrome furniture. 

While each ad is normally de- 
voted to the message of one out- 
standing leader, the initial column 
will carry the combined state- 
ments of Dr. Everett R. Clinchy, 
president of the World Council of 
Christians and Jews, and Roger 
W. Strauss and Thomas E. Braniff, 
co-chairmen of the National Con- 
ference of Christians and Jews. 

Kuttner & Kuttner, Inc., directs 
the account. 


ArtTechniques Win 
Praise of Swedish 
Production Head 


San Francisco — Fluorescent 
lights and new type drawing 
boards. made an immediate im- 
pression on Hans-Erik Olsen, art 
director of Ab Sveriges Litograf- 
iska Tryckerier, Gothenburg, 
Sweden, on his recent trip here. 

They impressed him so much 
that he decided to order a com- 
plete supply for his department in 
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return—not a small order since 
the holding company controls 67 
Swedish concerns in the printing 
and allied industries. Total sales 
for the group in 1946 reached 
$35,000,000. 

Although he is considered one 
of the top men in his field, Mr. 
Olsen’s salary is around $6,000 a 
year. He cheerfully observes that 
there is hardly ground for salary 
comparison when some leading 
free-lance American artists are 
paid about half that much for one 
piece of work. 

But Sweden, he says, has very 


Buchanan Appoints Two /|the Swedish Printing Corporation. ce g gt d ead 

R. E. Jacobson, manager of the| During his first stop here on a are od aa or job IN DE 
commercial division of Buchanan | three-months’ tour of leading U. S. that will give them some assur- agency 
& Co.’s Los Angeles office, has|advertising and printing centers, ‘nae of senate te the. Site lica of 
been appointed southern Cal-|Mr. Olsen determined that hence- rg ge ~d ‘ine tte Major, 
ifornia manager in charge of the|forth his company’s clients will |?” =, ee - eer, oe paintin« 


Los Angeles and Beverly Hills 
offices. Charles C. Alsup, for- 
merly advertising and sales pro- 
motion manager of Packard-Bell 
Radio Mfg. Company, Los Angeles, 
has joined Buchanan as account 
executive in the Los Angeles and 
Beverly Hills offices. 


get more advertising material with 
“that American look.” 

The information on American 
art and production techniques 
which he will gather during his 
trip will be passed along to all of 
SLT’s plants and offices upon his 


working for themselves.” 


Ross Joins Fisher 

Willis M. Ross, formerly pro- 
gram director of Station KALE, 
Portland, Ore., has joined the 
sales staff of Joe Fisher, Portland. 


rich brandy sytuP packed in 
quisite brown, 


3 Ibs. of plump tender dates in 


white or chartreuse 


% They're Friendship Makers . . 


% They Win Customer or Employe Good Will... 


¥% They are so Rare and Impressive! 


host year | shipped thousands of pounds of these 


ex- 


Christmas Shopping is done, so send it to me now. 


3 DeLuxe Bulk 
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To the engineer it means greater signal strength ing of 
over a greater area... To the listener it means Pao 
better reception . . . To the advertiser it means Major’: 
more listener impressions per dollar. For 5000 oe ae Gay PI 
watts on 550 can do the work of 50,000 or even a ae coset 
100,000 watts on less favorable frequencies. It Neel Let Me Solve Your eS snag 
means that KF YR, with 5000 on 550 gives you . ee: — cae thing i 
. cleared channel coverage of one of America’s Compa ny s Gift Problems signee 
richest markets at regional channel rates. ’ ai nine: 

Ot ob e 
This choice frequency, in combination with an With the World’s Finest aa 
amazingly high ground conductivity, gives KFYR ee a iets , aid, “ 
a ground coverage unsurpassed by any station ee Dates From C alifornia 1? a toler 
in the nation. ian oe ee J peniae 
an 


KFYR Bismarck, N. D. 5 marvelous delicacies for executives all over America. Th 
i NBC Affiliat ' a aaa You ought to see the glowing letters | got back telling 
' 4 me how delighted clients, friends, and employees ba 

ese were! Never had they tasted such luscious rare dates, . 

a so beautifully packaged ... and they're so easy to pe 

_ o v2 : i back order. Just send me your list and presto! . . . your ie 


° ceramic cask decorated with real Date Package 
nd real spigot. A beautiful Connoisseur's choice . - . | 
gold and 7 
humidor, ornamental container oF cds Ailiciods maven truly | 
a decorative and useful piece for a gourmei's dream 
LEADERSHIP your bar when empty. $10.00 Packed in two sizes: sett. £ 
id. . Sg es 6 eee : $ _— 
ro 3 Ib. carton . . postpaid 3.95 $ 5 
ae | 5 Ib. carton . . postpaid 59 


MR. ACCOUNT EXECUTIVE 


Are you getting your share of Christmas dollars? I'll pay the usual 15% agency commission 
on any orders you send in for your clients. Write for full details, samples, etc. 


Cordially, V7 
att George Berkey 


P. S. We will personalize your La Quinta Casks with any three initials (instead of 
Brandy") on orders received by November Ist. 


Che (Shel (Mart 


than a quarter of a century... 


MONSEN-CHICAGO 


MONSEN-LOS ANGELES 


928 South Figueroa Street 


MECCA, 
CALIFORNIA 
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IN DEMAND—Paul Grani, Chicago 
agency chief, holds a cast metal rep- 


lica of an original statue by Henry 

Major, hand colored to match the oil 

painting of the same subject, “The 
penchant Philosopher.” 


‘Gay Philosopher’ 
in Metal Becomes 
Specialty Success 


Cuicaco—“It is with the open- 
ing of the door and the entrance 
of men that he begins to live.” 

There is something in Henry 
Major’s famed painting of “The 
Gay Philosopher” that has caused 
more than a third of a million 
visitors in art galleries to take a 
print home. And there is some- 
thing in the small metal replicas, 
which Patl Grant had made from 
an original statue by Major, that 
makes them vanish from his desk 
as fast as he puts them out. 

Perhaps, as the Ashford News 
said, “It is the living warmth of 
a tolerant spirit, regarding with 
benign humor, all human frailties 
and stumblings, his own and ours 


alike, and the impudent glint in 
his eyes which cautions the adult 
from thinking that because he is 
old, he is therefore wise.” 


‘Mental Vitamins’ 


Whatever it is, Paul Grant, 
president of Paul Grant Advertis- 
ing here, placed a print of the 
painting in the reception room of 
his agency. “The print is wonder- 
ful,” he said, “but I wanted a 
statue of the little guy. I wanted 
him to be looking at me every 
day from across the desk ... it 
would act like a daily dose of 
mental vitamins.” 

To get it, he took a trip to New 
York to see if he could persuade 
Henry Major to model a statue. 
A few weeks later, the uncolored 
clay model arrived, as a gift. To 
protect the original from possible 
damage, Grant had several replicas 
cast in metal and colored exactly 
like the painting—and that was 
his mistake. 

Friends, associates, and even 
strangers wanted a replica. In 
desperation, Grant had _ several 
hundred duplicates made and now 
is marketing them, with reason- 
able success, through Syndicate 


Specialties, at 520 N. Michigan 
Ave. 
CJAV Names Rudd 


Charles J. Rudd, formerly with 
Station CKNW, New Westminster, 
B. C., has been named station 
manager of Station CJAV, Port 
Alberni, B. C. 


Tyson Appoints Hall 

Thomas W. Hall, formerly vice- 
president of Mercready & Co., 
Newark, N. J., has been appointed 
an account executive of O. S. 
Tyson & Co., New York. 


GREAT INDUSTRIES ww rae 


Growing GREENSBORO MARKET 


The huge, new Greensboro $5,000,- 
000 Sears & Roebuck Mail Order 
Plant is the first erected in 26 years. 
Serving the Southeastern region, an 
area greater than New York and 
New England States combined, the 
Greensboro plant employs over 1800 
people with an annual payroll of 
$2,000,000 and is the most modern 
in the world. 


Ort Jenkins 
Manager 


ier So s 
pots yee 


increase 


This confidence . . . in the GROW- 7 
ING GREENSBORO MARKET is un- 


questionably borne out 


by the 


in new busi- 


reensboro News-K ccord , 


nesses, and reflected in retail sales 
of over $100,000,000". Only ONE 
other market in the two Carolinas 
can match Greensboro in total retail 
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“1946 Sales Management's County Out- 
line Retail Sales. 


—— 


SREENSBORO. N. 


‘\ 


This is our invitation to your salesmen who pause on 


our thresholds and hesitate to come all of the way inside 


our homes. 


This invitation is our way of showing our friendliness 


toward you, our way of telling you that we will meet you 


more than half-way if you will give us the chance. 


Just come a little closer! 


Just send your salesmen- 


in-print into our family circles through the pages that 


1,300,000 families of us read with 


interest and con- 


fidence every week. We'll give you of ourselves and of 


our billfolds! 


ee | 


”Bpey gg 0 


C. D. BERTOLET & CO., INC. 


Advertising Representatives 


CHICAGO 
30 N. Dearborn St., CENtral 0481 


NEW YORK 
110 E. 42nd, Rm. 803, Lex. 2-6176 


Sell the tincene...theyle STAY SOLD Longer 
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Joins Sawyer-Ferguson 


Richard W. Cavell, formerly 
with the Detroit Free Press, Ross 
Roy, Inc., and Brooke, Smith, 
French & Dorrance, has joined the 
Detroit staff of Sawyer-Ferguson- 
Walker Company, newspaper rep- 
resentative. 


WPGH Appoints Two 


Adam J. Young Jr., Inc., New 
York, has been named national 
advertising representative of Sta- 


tion WPGH, Pittsburgh, sched- 
uled to go on the air this month 
at 1080 ke. Public Relations Re- 
search Service, Inc., Pittsburgh, 
will handle the station’s advertis- 
ing and public relations. 


WTRF Names Campbell 
Robert J. Campbell, formerly 
with Station WWVA, Wheeling, 
W. Va., has been named _ sales 
manager of Stations WTRF and 
WTRF-FM, Bellaire, O., ‘sched- 
uled to begin operations Nov. 1. 


st 
~ MORNING* 
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st 
~ NIGHT*™ 


~ AFTERNOON™ 


June-July ’47 Hooper 


* Monday through Friday 
**Sunday through Saturday 


ALABAMA'S BEST BUY FAR! 
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BIRMINGHAM 2, ALABAMA 2 Se 
Represented Nationally By Headley-Beed ‘i 


Broadside Shows 
Magnitude of ‘47 
Frigidaire Drive 


Dayton, O.—As the latest step 
in its program of merchandising 
Frigidaire advertising to dealers, 
the General: Motors Corporation 
division has sent out a broadside 
reminding them of its integrated 
ad campaigns and the multitude of 
ad materials available to retailers. 

“Doing a Whale of a Job” is the 
attention getting headline of the 
two-color brochure, which shows 
how Frigidaire’s advertising has 
gained momentum throughout the 
year in an effort to lay the ground- 
work for “the big selling job 
ahead.” 

The campaign, Frigidaire points 
out, is reaching prospects through 
every type of medium—radio, na- 
tional magazines, farm publica- 
tions, newspapers, business pa- 
pers, etc.—to help sell Frigidaire’s 
greatly expanded line of postwar 
household appliances. 


Dealer Material Listed 


Dealers can tie in with the pro- 
grams, they are shown, through 
the use of literature on every 
product, newspaper ad mats, win- 
dow and floor displays, both out- 
door and indoor neon signs, movie 
and slide films, spot radio an- 
nouncements, special listings in 
phone directories, and installation 
of Frigidaire “Selling Stations” on 
display floors. More than 3,000 
dealers have already put these 
stations to work, as “one of the 
best investments they ever made,” 
the company says. 

The division’s ad merchandising 
program, in addition to such pro- 
motion as the broadsides, includes 
special full-color inserts of sample 
ads, sent out with the company 
publication going to dealers and 
salesmen; ad proofs for use in 
glass-enclosed frames in all dis- 
trict offices; copies of all radio 
commercials furnished dealers in 
advance of their use, and a busi- 
ness paper advertisement aimed 
at electrical dealers, summarizing 
the story presented in the broad- 
side. 

“Even though advertising is not 
needed to move most of our prod- 
ucts in today’s market,” explained 
F. H. Peters, advertising manager 
of the division, “we believe it is 
needed for identification and in 
building for future business. We 
try to not only follow this prac- 
tice ourselves, but also encourage 
our dealers to do likewise.” 

As with most large advertisers, 
Mr. Peters added, there are so 
many facets to Frigidaire’s na- 
tional and local advertising pro- 
grams “that dealers frequently 


Much less 


because you can reach 1,000 
for only $1.60 
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The Eagle Magazine with 1,052,000 circulation, is the fastest growing 


fraternal publication in its field, 


and the following figures taken from 


Standard Rate and Data show that its rates are the lowest: 


MAGAZINE 
Eagle 
Elks . 
Foreign Service 
legion . ° 


RATES FROM JULY 15, 1947, SRDS 


MAXIMIL MINIMIL 
3.74 3.56 
5.10 4.84 
4.42 4.12 
. ° 7.84 


8.24 


fail to recognize the magnitude of 
the advertising support they are 
getting.” 

Foote, Cone & Belding is the 
Frigidaire agency. 


Names McMurphey 

George W. McMurphey Adver- 
tising Agency, Portland, Ore., has 
been appointed to handle the ad- 
vertising of products manufac- 
tured and distributed by Scientific 
Research Company, Portland. 
Trade publications will be used 
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for the Lewis automatic electric 
carbonator for soda _ fountains, 
Lewis tubular water cooler and 
the Flash Circle burner. Maga- 
zines and trade publications will 
promote B & H Footshift, a hand 
clutch-shift attachment for motor- 
cycles. 


Gerber Appoints Lee 

Henry Lee Jr. has been ap- 
pointed art director of Joseph R. 
Gerber Company, Portland, Ore., 
succeeding Dean Pollock, who has 
been appointed copy chief. 


Levelecal” 


PRINTING PAPERS 


A PRODUCT OF 


Distributed by 


ALABAMA 

Birmingham....... Sloan Paper Company 
ARIZONA 

by) Zellerbach Paper Company 
ARKANSAS 

Little Rock....Arkansas Paper Company 
CALIFORNIA 

Eureka ....<% Zellerbach Paper Company 

ia, eer Zellerbach Paper Company 

Los Angeles ..Zellerbach Paper Company 


aS. Saree Zellerbach Paper Company 


Redding ...... Zellerbach Paper Company 
Sacramento ...Zellerbach Paper Company 
San Diego ...Zellerbach Paper Company 


San Francisco. Zellerbach Paper Company 


San JOC 2.025 Zellerbach Paper Company 

Stockton ...... Zellerbach Paper Company 
COLORADO 

DORVEP 2.00.60 Carpenter Paper Company 

a Carpenter Paper Company 
CONNECTICUT 


Hartford.The Rourke-Eno Paper Co., Inc. 
New Haven..Bulkley, Dunton & Co., Inc. 


DISTRICT OF COLUMBIA 


Washington 
....The Barton, Duer & Koch Paper Co. 


FLORIDA 


Jacksonville 

seaviewa Knight Brothers Paper Company 
i ..Knight Brothers Paper Company 
Orlando .Knight Brothers Paper Company 
Tallahassee 

giana as Knight Brothers Paper Company 
Tampa..Knight Brothers Paper Company 


GEORGIA 

NN 60-04 wend Sloan Paper Company 
IDAHO 

eee Zellerbach Paper Company 
ILLINOIS 

CUBR SE 6 5.865 06058 Berkshire Papers, Inc. 

eee Chicago Paper Company 

PP ee Midland Paper Company 

Springfield...Capital City Paper Company 
INDIANA 

Indianapolis..... Crescent Paper Company 
1OWA 


Des Moines ...Carpenter Paper Company 
Sioux City....Carpenter Paper Company 


KANSAS 
Topeka........ Carpenter Paper Company 
Wichita....... Western Newspaper Union 
KENTUCKY 


Louisville..... The Chatfield Paper Corp. 


LOUISIANA 
Baton Rouge... Louisiana marr Co., Led. 


New Orleans....The D and Paper Co. 

Shreveport..... Louisiana Paper Co., Ltd. 
MARYLAND 

Baltimore. Baltimore Paper Company, Inc. 
MASSACHUSETTS 

Boston... Carter, Rice & Company Corp. 

Springfield....... Bulkley, Dunton & Co. 

Worcester 

scanned Charles A. Esty Paper Company 
MICHIGAN 

0 eee Seaman-Patrick Paper Co. 

Grand Rapids..Carpenter Paper Company 
MINNESOTA 


Duluth....John Boshart Paper Company 

Minneapolis ...Carpenter Paper Company 

ae ae Carpenter Paper Company 
MISSOURI 

Kansas City...Carpenter Paper Company 


oe Beacon Paper Company 
St. Louis 

he re Shaughnessy-Kniep-Hawe Paper Co. 
Bt. LMR. 0 44:00: Tobey Fine Papers, Inc. 


MONTANA 
BD. bsaca ss Carpenter Paper Company 
SD 585.5408 Carpenter Paper Company 
Great Falls ...Carpenter Paper Company 
Misscula ..... Carpenter Paper Company 
NEBRASKA 
Lincoln. .....0. Carpenter Paper Compan 
EE 50:4 054.008 Carpenter Paper Company 
NEVADA 
eee Zellerbach Paper Company 
NEW JERSEY 
Newark...... J. E. Linde Paper Company 
NEW MEXICO 


Albuquerque...Carpenter Paper Company 
NEW YORK 


Price 
BOEEMED, «6.6 40 00 Hubbs & Howe Company 
New York. Baldwin Paper Company, Inc. 
New York....Bulkley, Dunton & Co., Inc. 
New York....... The Canfield Paper Co. 
New York...Forest Paper Company, Ine. 


New York...J. E. Linde Paper Company 
New YOrK......... A. Price & Son, Ine. 
New York...... Royal Paper Corporation 
as Paper Service, Inc. 
EUS. 59.4.3. ¢-<kaoa's Paper Service, Inc. 
i nee Troy Paper Corporation 


NORTH CAROLINA 


Charlotte....Dillard Paper Company, Inc. 
Greensboro. . Dillard Paper Company Inc. 


NORTH DAKOTA 


eee Western Newspaper Union 
OHIO 

Cincinnati..... The Chatfield Paper Corp. 

Cleveland. .The Petrequin Paper Company 

Columbus..... The Scioto Paper Company 

Toledo...The Ohio & Michigan Paper Co. 
OKLAHOMA 


Oklahoma City.Carpenter Paper Company 
Tulsa.Tayloe Paper Company of Oklahoma 


OREGON 
Eugene ...... Zellerbach Paper Company 
Portland ..... Zellerbach Paper Company 
PENNSYLVANIA 
Philadelphia....... Paper Merchants, Inc. 
Philadelphia. ...... D. L. Ward Company 
Pittsburgh 
seazed The Chatfield & Woods Co. of Pa. 


RHODE ISLAND 
Providence. Carter, Rice & Company Corp. 


SOUTH CAROLINA 
Greenville. ..Dillard Paper Company, Inc. 
TENNESSEE 


Chattanooga..... Bond-Sanders Paper Co. 
Knoxville. .Southern Paper Company, Inc. 


Memphis......... Tayloe Paper Company 

Nashville........ Bond-Sanders Paper Co. 
TEXAS 

OIE. - 260060 Carpenter Paper Company 

SRD cisesens Carpenter Paper Company 

Forth Worth...Carpenter Paper Company 

Harlingen ..... Carpenter Paper Company 

Tlouston.... ... Carpenter Paper Company 

Lubbock .,....Carpenter Paper Company 

San Antonio ..Carpenter Paper Company 
UTAH 

Salt Lake City.Zellerbach Paper Company 
VIRGINIA 

Richmond..... Cauthorne Paper Company 
WASHINGTON 

 erreee Zellerbach Paper Company 

Spokane ..... Zellerbach Paper Company 


Walla Walla..Zellerbach Paper Company 
Fee ticscs Zellerbach Paper Company 


WISCONSIN 
Milwaukee....The Bouer Paper Company 


EXPORT AGENTS: American Paper Exports Inc., New York, U. S. A. 
Cable Address: APEXINC — New York 


If our distributors cannot supply your immediate needs, we solicit your patience, There 
will be ample Levelcoat Printing Papers for your requirements when our plans for in 
creased production can be realized. 


KIMBERLY-CLARK CORPORATION 


Neenah, Wisconsin 


122 E. 42nd St., New York 17 @ 8 S. Michigan Ave., Chicago 3 @ 155 Sansome St., 


San Francisco 4 © 22 Marietta St. N.W., Atlanta 3 
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Cold Winter? 
Antifreeze Ad 
Plans Are Mild 


New York — Except for Pub-| 
licker Industries, Inc., Phila- | 
delphia, which will conduct a sub- 
stantially larger campaign for its 
Thermo brand, motor car radiator | 
antifreeze advertising efforts this. 
fall appear to be relatively mild. | 

On the theme “Fill up or freeze | 
up,” Thermo will be promoted, | 
through Al Paul Lefton Company, | 
in half-page two-color insertions | 
in Collier’s, Life and The Satur-| 
day Evening Post during October, | 
November and December, in 24- 
sheet posters in 71 cities in 22. 
states and in a broadside to 10,000 | 
dealers. 

Of the _ long-established Big | 
Three, National Carbon and U. S. | 
Industrial Chemicals say that | 
plans aren’t ready yet—respec- | 


tively for Prestone and Trek,| Newell & Ganger. 


- Lyric by 
COMMERCIAL SOLVENTS: 


SERENADE 


to the man who drives a car 


Muse by 
STEPHEN POSTER 


¢ $333 4 
There’s gonna be a cold day coming, Not far away. 


= SS = SEs 


That's when you'll want the old bus humming, Merrily on its way. 


CHORUS (With fervor) 


== SSS =a 


Before you putin anti-freeze, There’s this you oughta do- 


WINTER LYRIC—Commercial Solvents 
Corp., New York, gets lyrical in this 
magazine advertisement, placed through 


Fuller & Smith & Ross. 


|ten, Barton, Durstine & Osborn, 
other than to say that radio, maga- 
zines, newspapers and outdoor 
posters will be scheduled. 


To Use Local Radio 


| Shell Oil Company will promote 
|Shellzone in a 15-minute local 
‘radio program on about 35 sta- 
tions, through J. Walter Thomp- 
son Company, but Socony Vacuum 
Oil Company plans only a one- 
|time magazine shot for Mobil 
Freezone, through Compton Ad- 
vertising, Inc., “due to product 
shortage.” 

Commercial Solvents Corpora- 
tion will advertise Nor’way and 
Peak antifreeze brands in one- 
‘half and two-thirds page inser- 
tions in Business Week, Collier’s, 
Newsweek, Pathfinder and Time 
for the next two months through 
Fuller & Smith & Ross. This com- 
pany has discontinued its Ajax 
| antifreeze. 
| Great Northern Research Lab- 


Du Pont has oratories, Chicago, has scheduled 


through William Esty & Co., and|not revealed plans for Zerone, | Collier’s, Country Gentleman and 
for Super Pyro, through Geyer,)| Zerex and Five Star, through Bat-|The Saturday Evening Post for 


the reintroduction of No-Freeze, | 


petroleum base antifreeze (AA, 
Sept. 22). Behel & Waldie & Briggs 
is the agency. 


‘Materials Handling 


Show Is Scheduled 


The Second Annual National 
Materials Handling Exposition will 
be held in the public auditorium, 
Cleveland, Jan. 12-16, reports Ed- 
win J. Heimer, president of Bar- 
rett-Cravens Company, Chicago, 
and chairman of the exposition 
committee. 

A total of 154 exhibitors,. 60% 
more than last year, will show 
such equipment as hand trucks, 
lift trucks, conveyors, hoists, 
monorails, portable elevators, 
stacking units, tractors, trailers, 
fork trucks, skids and pallets, and 
their respective accessories. Clapp 
& Poliak, Inc., 350 Fifth Ave., New 
York, manages the exposition. 


Names Advisors, Inc. 


Advisors, Inc., Detroit, has been 
named to handle the advertising 
of Great Lakes Products, Detroit, 
manufacturer of fishing tackle. 


1. Blanc Fixe 


3. Pop Test 


LC!) Material used as filler in paper 


L| Fixative used in etching 


C) Pulp bleach 


L. Strength test for paper 
CL) Analysis of bleach liquor 
C) Test for purity of pulp 


Test your word knowledge 


of Paper and Printing 


2. Format 


| Fiber distribution in paper 
C] Special kind of press make-ready 
| General appearance of a printed piece 


_ | Half an en 


(} Roman symbol for 1000 


(| Fourth letter in the printer's alphabet 


ANSWERS 


* 


] Blanc Fixe is material used as 

filler in paper. Filler and surfac- 
ing materials used in Levelcoat* 
printing papers are required to pass 
strict tests of purity and whiteness. 
That’s one reason Levelcoat is 
brighter consistently. 


3 Pop Test is a strength test for 
paper. In perfecting Levelcoat 
printing paper some 700 checks and 
instrumentation procedures may 
play a part. No wonder, then, that 
with printers who are perfectionists 
themselves, this excellent paper is 
so popular. 


i PRINTING PAPERS 


Levelcoat* printing papers 


are made in the following 
grades: Trufectt, Kimfectt. 


Multifectt and Rotofectt. 


Kimberly 
Clark 


RESEARCH 


y] Format is the general appearance 

of a printed piece — its size. style, 
and shape. Even with the most dis- 
tinctive format, fine printing achieves 
its full effect only on fine paper. And 
for pieces which deserve fine paper, 
specify a grade of Levelcoat. 


4 M is the Roman symbol for 1000. 
Check 1000 sheets of Levelcoat 
on the press. Or 10,000. Or 100.000. 
You'll ind them uniform in texture, 
in smoothness, in strength. And in 
printed results which say indisput- 
ably, “This is Levelcoat!” 


* + RADEMARK 


TT. M. REG.U.S. PAT. OFF. 


KIMBERLY-CLARK CORPORATION 


NEENAH, WISCONSIN 


1872 — SEVENTY-FIVE YEARS OF FINE PAPERMAKING — 1947 
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More than 
20,000 hospital 
executives read 
each issue of 
HOSPITAL 
MANAGEMENT. 
Since a dozen 
people may 
influence the 
purchase of 
your product 


a Single 


hospital, you 
need to touch 


| the bases 


to score in 
this huge 
market. 


Send for our 
hooklet 
“Touching All 
the Bases” 
for complete 
details on 
Selling to 
hospitals. 


FOR DETAILED 
REFERENCE DATA 


(INDUSTRIAL MARKETING S| 


“Industrial 
MARKET 
DATA BOOK 


Ha 
NMA 


100 E. Ohie St. Chicage 
330 W. 42nd St, New York 

68 Post St. San Francisce 
William-Oliver Bldg. Atlanta 
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Tax Group Head Taxes 
AA with Co-op Bias 


To the Editor: Stanley E. 
Cohen’s column “This Week in 


Washington” in the Sept. 8 issue | 


of ADVERTISING AGE, seenis to pay 
little or no attention to accurate 
facts in reporting the hearings 
now being conducted by the House 
small business committee. Con- 
trary to Mr. Cohen’s assertion that 
the probe “threatens to blow up,” 
there is every indication that the 
hearings are going ahead stronger 
than ever and that the committee 
will not suspend its hearings. 
Last week in Seattle, Wash., 
Rep. Walter C. Ploeser, chairman 
of the House small business com- 
mittee, won the acclaim of every- 
body, co-ops, business men and 
members of the press alike for his 


This department is a reader’s forum. Letters are welcome. 


fair play in these 
hearings. 

The committee has not dropped | 
plans for additional hearings. | 
They will meet Sept. 19 in San 
Francisco and next week move to 
Los Angeles. If time permits they 
will go on from there to hold hear- 
ings in the Midwest and a final 
wind-up session will be held in 
Washington around Nov. 1. 

One of our members reports the 
receipt of a letter from House 
Speaker Joseph Martin saying, “I 
know of no efforts to call off the 
hearings of the small business in- 
vestigation. I believe the commi- 
tee will conduct a fair and just in- 
vestigation.” 

As a matter of fact, farmers and 
business men, both members and 
non members of cooperatives, have 


conducting 


indicated very strongly that they 


want these hearings. J. A. Mc- 


Connell, general manager of the 


cooperative Grange League Fed- 
eration whose own co-op is one of 
the 50 under investigation by the 
committee, said the hearings are 
“necessary to bring out the facts 
needed to. clarify 
thinking.” 

It might be well to point out 
here that UAW and CIO has just 
published a series of charts and 
talks urging the formation of co- 
op grocery stores. A complete 
chart is devoted to the damning of 
advertising—and here are a few 
quotes from it: 

“In co-ops, the, glamour is in 
what you buy, not in the ads.” 

“You don’t waste your money 
on silly advertisements.” 

“She’s the girl in the ads, she’s 
sucker bait.” 


the public’s 


Food Will Win 


the Peace! 


Food is the weapon of Western democracy. Food, prop- 
erly distributed, will stem the tide of communism. So think 
many of our statesmen, military men and others who are 
undertaking to establish amity and economic harmony 


among nations. 


As a result, American agriculture has taken on new 
stature, new responsibilities. World-wise it is the most. vital 


of all industries. 


How important, then, that the men who produce food 
should be informed continuously, promptly, accurately, of 
all affairs that relate to agriculture. How natural that they 
should seek this information in The Weekly Kansas City 


Star. 


The Weekly Star has the presses, the reporters, the 
world-wide news connections, the editorial background, the 
distribution facilities, to give the farmer the sort of service 


that fits his needs. 


possessing those qualifications. 


It is the only Midwestern farm paper 


Che Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


436,422 Paid-in-Advance Subscribers 
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‘iz é The Lincola Telephone & Telegraph Go. 


It seems to me that ADVERTISING 
AGE, one of the leading trade jour- 
nals of the advertising profession 
—certainly a champion of com- 
petitive enterprise—is in its col- 
umns promoting tax-free coopera- 
tives, which, in turn, seek the de- 
feat of those who buy advertising 
and the defeat of advertising it- 
self. 

ADVERTISING AGE should exercise 
in all of its reporting complete 
impartiality. 

Ben C. McCase, 

President, National Tax 

Equality Association, Chicago. 

[Editor’s Note: AA “promotes” 
nothing in its editorial columns. 
It reports the news as honestly 
and impartially as it can, and, in- 
cidentally, “This Week in Wash- 
ington” is seldom off base in call- 
ing the turns. A detailed report 
of the Seattle hearings appeared 
in AA’s Sept. 22 issue.] 


v , F 
Similar Setups Hit 
Same Newspaper Page 
To the Editor: Coincidental, in- 


deed, are the utility ads in the 
enclosed tear sheet from the 


Nebraska State Journal, Lincoln, 
Sept. 9. 

Note similar sitting positions of 
dogs, short pants-attired school- 
boys, school steps, and building in 
background. 

Last line of gas copy reads 
“Well worth waiting for’ and ties 
in with telephone headline “When 
waiting is necessary.” 

Ads were timely—running with 
beginning of school. Gas ad pre- 
pared by Warren Joyce Ayres Ad- 
vertising, Lincoln, and telephone 
ad a mat from Telephone Adver- 
tising Institute. 

JAMES M. EVINGER, 


Advertising Manager, Central 
Electric & Gas Company, Lin- 
coln, Neb. 


7, | 2 


Thinks Outside Judges 
Are Disturbing Factor 

To the Editor: Referring to the 
letters in your paper regarding 
contests, I believe most of the dis- 
satisfaction on the part of the 
consumers and contestants arises 
when they are told that the win- 
ners are to be decided by some 


gee 


With a daily circulation that 
is both concentrated and 
home delivered, the Oakland 
Tribune continually offers 
advertisers the most effective results. 


TOTAL NET PAID CIRCULATION 


pay 147,308 sunpay 161,002 


A.B.C. Publisher's Statement, March 31, 1947 


COaklands@4Tribune 
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organization outside of the firm. 

To my mind, those awards could 
never be fair and unbiased, and 
that I believe is one big reason 
for the great many thousands of 
people who no longer enter con- 
tests. 

A. WOLFF, 
Economy Bias Binding Com- 
pany, New York. 
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Says Bond's Different 

To the Editor: FPuiease tell the 
Creative Man’s Corner that it is 
no longer “practically impossible 
to distinguish between one loaf 
(of bread) and another.” 

Seriously, our client, General 
Baking Company, has spent a lot 
of time and money developing an 
exclusive homogenizing process 


that actually makes homogenized 
Bond bread very easily distin- 
guishable from other loaves. 

The attached ads from a recent 
campaign bear 


Bond out this 


claim of distinctive difference, but 
even more dramatic proof is the 
growing roster of thousands of 
new steady users of homogenized 
Bond bread. 

In writing about bread as “a 
difficult product to advertise,’ the 
Creative Man’s Corner doubtless 
referred to other brands less dis- 
tinctive than Bond. Or so we 
hope. 

JACK MULLEN, 

Batten, Barton, Durstine & 

Osborn, New York. 


: a 

Readers Show Varied 
Ideas on PR Functions 

To the Editor: I am enclosing 
our current issue of Public Re-| 
lations News, which carries 15'| 
definitions of public relations 
selected as best from the hun- 
dreds submitted by our subscrib- 
ers. There has been so much 
discussion and contention on the 
question of defining the function 
of public relations, it occurs to 
me you may want to bring the 
definitions to the attention of your 
readers. We are, of course, sus- 
pending the copyright so that you 
may print these in part or in full, 
if you wish. 

Public Relations is: 

(1) The continued process of 
keying policies, services and ac- 


tions to the best interests of those | 
individuals and groups whose con- | 
fidence and good will an individual | 
or institution covets; and secondly, | 
it is the interpretation of these 
policies, services and actions to| 
assure complete understanding | 
and appreciation. 

(2) good morals and good man- 
ners; the morals being the ethical | 
conduct of one’s self, business or | 
profession and the manners be- 
ing the intelligent presentation of | 
this conduct to one’s fellow work- | 
ers, customers, competitors and | 
the general public. 

(3) an organized activity in 
which the principal genuinely | 
wants to deserve as well as to} 
win good will in his human and | 
business relationships. 

(4) the art of bringing about) 
better public understanding which | 
breeds greater public confidence | 


for any individual or organization. | 


(5) a fundamental attitude of 
mind, a philosophy of manage- 
ment, which deliberately and with 
enlightened selfishness places the 
broad interest of the public first 
in every decision affecting the op- 
eration of the business. 

(6) the effort designed to im- 


between a company and its pub- 
lics whereby the company seeks to 
earn the high regard of those 
publics. 

(9) the planning, producing 
and placing before the various 
publics those factors of an enter- 
prise the knowledge of which is 


prove the stature and dignity of|designed to create and maintain 


an industry, 


ual. 

(7) the formulation and main- 
tenance of policies and activities 
calculated to win and hold the 
good will of the publics with which 
an enterprise must deal and the 
planned program of carrying to 
each of these groups, in terms of 
its own self-interest, the story of 
those policies and activities. 

(8) the relationships existing 


an organization, a|favorable public opinion. 
product, a service or an individ-| 


(10) the practice of doing the 
right thing in the right way at the 
right time and place, and then 
explaining it in the right words 
and images to the right people. 

(11) the continuing process by 
which management endeavors to 
obtain the good will and under- 
standing of its customers, its em- 
ployes and the public at large; in- 
wardly through self-analysis and 
correction, outwardly through all 


means of expression. 

(12) the creating of ideas that 
will generate good will, giving 
those ideas practical application, 
then selling them to the public. 

(13) the practice of matching 
policy with public interest and 
communicating such policy to 
those publics which are concerned. 

(14) the process by which an 
individual or institution adapts 
itself to its social, political and 


91 


economic environment and inter- 
prets itself to society, whether ac- 
tively or passively, consciously or 
not. 

(15) the function of manage- 
ment designed to create good will 
through a continuing program of 
action and the interpretation of 
that program to the public. 

H. BrRowpe, 

Editorial Director, Public Re- 

lations News, New York. 


IN: EXCESS OF 200,000 
ABC MEMBERSHIP) 


lowest cost per inquiry in 


this highly responsive field 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 
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*sell out 


*Saks 5th Ave. advertised these 
$49.95-$59.95 suits and coats 
exclusively in The Sun. Depart- 
ment — 9 was heavy at store 
opening. Sales help said coat 
was sellout by noon. 


traffic 


*B. Altman advertised this $110- 
$795 furniture exclusively in The 
Sun. Furniture department had 
steady traffic all day. At least 25 
customers in department on each 
visit. Advertised items sold well. 


& 


* i Ce 
FIFTH AVENUE 


ow) Aut Arud 


Broadeloh Ere lanivig 


Store Hours %: Wr te 5 30, “Opew every Setord 


The New York department store space buyer is a specialist. He knows where advertising 
dollars are most effective. His preference for any newspaper depends upon its ability to 
produce customers consistently. 


His formula for profitable newspaper advertising in New York will work for any manu- 
facturer who seeks sales success in the world’s richest trading area. Manhattan department 
store executives know the effectiveness of Sun advertising .... for 24 consecutive years 
they have placed more advertising in The Sun than any other evening, morning or 
Sunday newspaper. 


in The 


NEW YORK 


Represented in Chicago, Detroit, San Francisco and Los Angeles by 
Williams, Lawrence & Cresmer Company; in Boston, Tilton S. Bell, 


*Reported by The Retail News Bureau. 
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Buchanan Agency 
Adopts West Coast 


Video-as Sponsor 

Los ANGELES—The Los Angeles 
office of Buchanan & Co. has re- 
versed the advertising agency’s 
usual role by deciding to sponsor 
a video newsreel over Station 
KTLA, Hollywood. 

The “Telenews Digest,’ pre- 
pared for the agency by a major 
newsreel company, is being tele- 
vised Tuesday and Friday nights 
at 8 p.m. It features foreign news 


,events and human interest stories. 
|The news releases are flown here 
each week. 

Purpose of the agency experi- 
'ment, said Fred M. Jordan, ex- 
{ecutive vice-president in charge 
‘of Buchanan & Co.’s West Coast 
offices, is to speed commercial 
| television’s development by show- 
‘ing advertisers that they can 
|Sponsor a creditable video show, 
-even on a limited budget. 


‘Townsend Names Two 

| Patricia Kierstead has been ap- 
| Pointed secretary and production 
|manager of Townsend Advertising 


Agency, Burlington, Vt., succeed- 
ing Thelma Brown. Joan N. Ren- 
dell, formerly in the creative de- 
partment of Cockfield, Brown & 
Co., Montreal, has joined. the 
agency in an advisory capacity. 


Names VanSant, Dugdale 


A. B. Farquhar, ‘York, Pa., 
manufacturer of farm equipment, 
hydraulic presses, saw mills and 
special food processing machinery, 
|has appointed VanSant, Dugdale 
-& Co., Baltimore, to handle its 
'advertising. Separate campaigns, 
_to break in January, are being de- 
veloped for each of Farquhar’s 
five sales divisions. 


ouston Hums On! 


$600 million worth of construction slated .. . 


nearly twice amount spent on wartime projects 


JANUARY, 1947 


SEPTEMBER, 1947 


The two photographs above show the rapid progress on some of the construction in the 


. f . - 
business section — only a small portion of Houston’s w 
program now under way. 


hopping $600 million building 


=> SEE HOUSTON IN THE HEADLINES 


“Today, Houston has under way its greatest peacetime construction program... 


A survey early this year showed that the volume of construction completed in 


recent months, now building, or programmed, amounts to $600 million . . . This 


far overshadows the $350-million outlay that went into war plant construction 


in the greater-Houston area... About 20% of the $600 million building pro- 


gram going forward represents industrial construction . . . plants for petroleum 


products, chemicals, paper and metal containers, iron and steel products, 


processed foods, beverages.” 


—Business WEEK, August 2, 1947 


> SELL HOUSTON IN The Chronicle 


Houston, the South’s Number One Market, is growing rapidly — but its growth is 


sound. The Chronicle, Houston’s first newspaper, reaches all levels and corners of 


this rich market with rare efficiency. It is a matter of record that The Chronicle, 


for 34 consecutive years, has been first among Houston newspapers in both 


advertising and circulation. 


The Houston Chronicle 


LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
Notional Representatives 


The Houston Market is sold 
when your story is told 


... in The Chronicle 


‘National Union’ 
Ad Ruling Causes 
Koerber to Quit 


DENVER—L. W. Roy Koerber has 
resigned as advertising manager 
of the National Union Farmer be- 
cause National Farmers Union, its 
publisher, has put a ban on insti- 
tutional advertising. 

In resigning, effective Nov. 1, 
Mr. Koerber said that, “while the 
National Farmers Union may not 
agree with what large companies 
and organizations have to say, I 
believe they have the right to pre- 
sent their message to NFU mem- 
bers.” 

His resignation follows within 
10 days the resignation of James 
S. Elmore as editor, who quit be- 
cause of what he called Com- 
munist principles adopted by NFU 
officials. 

James G. Patton, president of 
the organization, said the decision 
not to accept institutional adver- 
tising with expiration of present 
contracts had been made by the 
NFU board of directors last March, 
following complaints from mem- 
bers. 


Most of Ads Affected 


Mr. Koerber pointed out that 
“the major portion of advertising 
revenue in NFU in the past three 
years has been institutional ad- 
vertising placed by such firms as 
Swift & Co., the Association of 
American Railroads and _ other 
firms desiring to carry an institu- 
tional advertisement.” 

Such a policy, he said, “will 
make it virtually impossible to de- 
velop sufficient advertising reve- 
nue to justify my efforts and to 
give the NFU sufficient advertis- 
ing revenue to warrant a continu- 
ance of my services.” 

Mr. Patton said advertising will 
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be limited to product copy. The 
monthly has a circulation of about 
205,000. 

Mr. Koerber formerly operated 
his own agency here and before 
that was in the newspaper field. 


Form Children’s 


Record Company 

Henry Walden of WNEW, New 
York, and Abram S. Jaffe, for- 
merly with Majestic Brands, dis- 
tributor of Majestic records, have 
formed a new record making com- 
pany, Kidisks, with offices at 1600 
Broadway, New York. The firm 
will make children’s unbreakable 
records. 

First release will be P. K. 
Thomajan’s “The White Lie.” 
Favorite poems and stories will be 
featured on other platters. : 


WGHF Shifts Schedule 

FM station WGHF, New York, 
is broadcasting on a new channel 
of 270 at 101.9 megacycles from 
5 p.m. to 12 midnight, Monday 
through Saturday. Previous broad- 
casting hours were from 2 to 
9 p.m. 


Rubin Joins Frankel 


Ben Rubin, formerly account 
executive of Craig Dennison 
Agency, has joined Jones Frankel 
Company, Chicago, in the same 
capacity. 


the # 


2/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


is 
POULTRY Supply Dealer 


Burridge D. Butler, Pub. Prairie Farmer—WLS Bidg. 
1230 Washington Bivd., Chicago 7, Minois 
Write on Business Letterhead For Market Data Folder 


states), the Cooperative Medical 


income” merchandise! 


Journal of Med. 


ALABAMA, 
, Assn. of 

ARIZONA Medicine E Med 

ARKANSAS Med. _ Society, ? 
Journal of 

CONNECTICUT State Med. 
Journal 


Journal of 
IOWA State Med. Soc., Jour- 
nal of Journa! 


*Average percentage of doctors 


A Single Ring Calls 
73.41 Per Cent of the 
Doctors in 41 States 


LIKE A GENERAL RING on a party line, your advertising mes- 
sage in the State Medical Journals Group can command the atten- 
tion of all subscribers with a single effort. 


Through the nationwide hookup of 33 State Journals (serving 41 


to “spot” your campaign according to your sales territory, and cash 
in on the strong local influence of these official: journals . 
with just ONE contract, ONE copy job, ONE set of original plates 
(per insertion), and ONE monthly statement. 


A mighty lucrative inarket—for medical products, and for “upper 
Full details on request. 


COOPERATIVE MEDICAL 
ADVERTISING BUREAU 


American Medical Association 
535 N. Dearborn Street, Chicago 10, Illinois 
KANSAS Med. Soc., Journal 


0 
KENTUCKY Med. Journal 
MAIN Assn., | 


of the 
MICHIGAN State Med. Soc., 


lournal of PENNSYLVANIA Med. Jour- 
MINNESOTA Medicine nal 

DELAWARE Med. Journal MISSOURI State Med. Assn., ROCKY MOUNTAIN Med. 

DISTRICT OF COLUMBIA Journal of Journal (Colo., Utah, Wyo., 
Med. Annals of NEBRASKA ‘State Med. ew Mexico 

i> | ae Med. Assn., Jour- Journal ay ing fn. Med. 
nal o NEW ENGLAND Journal of 2 

GEORGIA, Journal of Med. Med. (Mass.. New Hamp.) by ~~ gy ~~ H- e Med. 
ssn. 0 NEW JERSEY, Journal of =" 

HAWAII Med. Journal Med. Soc. o TEXAS State Journal of 

INDIANA State Med. Assn., NEW ORLEANS Med. and 


Surgical Journal 
we CAROLINA Med. 


receiving State Journals in states served. 


Advertising Bureau enables you 


.. All 


of the 


NORTHWEST MEDICINE 
(Oregon, Washington, Idaho 
& Alaska) 

Journa OHIO State Med. Journal 

OKLAHOMA State Med 


Assn., Journal of 


Med. 

VIRGINIA Med. Boathty 

WEST VIRGINIA ed. 
Journal 

WISCONSIN Med. Journal 
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SALES SPUR—Gillette Safety Razor 

Co. stepped up Blue Blade sales 

sharply with copy such as this in news- 

papers of six test cities, featuring the 
new Speed-pak. 


$1,000,000 Drive 
Pushes Gillette 
Razor, Dispenser 


Detroit—Gillette Safety Razor 
Company plans to spend more 
than $1,000,000 to promote a new 


blade dispenser and _ one-piece 
razor. 
National distribution of the 


new products—the Speed-pak dis- 
penser and Super-Speed razor— 
will start Nov. 1. 

First ads are to appear in trade 
publications in late October. Na- 
tionwide consumer advertising 
will be launched Jan. 1 on bowl 
football game broadcasts. These 
include the Orange Bowl, Sugar 
Bowl and the East-West All-Star 
game. 

Simultaneously, one and two- 
page four-color ads will be re- 
leased in national weeklies and 
Sunday newspaper sections. Win- 
dow display installations will be 
placed during the week between 
Christmas and New Year’s. 

To introduce the new products, 
Gillette announced it would offer 
the.-new razor with a Speed-pak 
containing 10 blades at a retail 
price of $1. 

Consumer response to the dis- 
penser in six test cities was “en- 


Look (1 le 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


agusTRIAL manneting . 


thusiastic,” it was said. The test 
cities, ranging in population from 
50,000 to 350,000,’ boosted Blue 
Blade sales 33% in the first week, 
49% in the second week and, in 
some instances, to a high of 62%. 
| Maxon, Inc., is the agency. 


Gets Furniture Account 

A. A. Laun & Co., Kiel, Wis., 
maker of occasional furniture, has 
;named W. B. Doner & Co., Chi- 
|cago, to handle its advertising. 
| Trade publications and direct mail 
will be used. 


Sunshine Biscuits Moves 

Sunshine Biscuits, Inc., has 
transferred its general executive 
offices from Kansas City, Mo., to 
the New York Bakery building, 
29-10 Thomson Ave., Long Island 
| City. 


Joins Bozell & Jacobs 


Robert P. Carey, formerly di- 
rector of the public relations de- 
partment of Burton Browne Ad- 
vertising and William R. Harshe, 
Inc., has been named account ex- 
ecutive in the public relations de- 
partment of Bozell & Jacobs, Inc., 
Chicago. 


To Hoag & Provandie 
Stetson Fuel Company has| 


named Hoag & Provandie, Inc., | 
Boston, to direct its advertising. | 
Boston newspapers and direct mail | 
will be used. 


| 


Name Western Agency 


Western Advertising Agency, | 
Chicago and Racine, Wis., has been | 
appointed to direct the advertis- | 
ing of Reliance Automatic Light- | 
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ing Company, Racine, manufac- | Cooper, Inc., Los Angeles. Radio, 
turer of Reliance time switches farm publications and magazines 
and Robotrol interval timers, using | will be used. 

trade publications, and Halldorson 
Company, Chicago, manufacturer 
of electrical transformers. 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Booker-Cooper Appointed 


Inland Fertilizer Company and 


its subsidiaries, Los Angeles, man- © penulactoring Cosperation 
ufacturers of Beacon Brand Globe <Y/ 900 Kibby St., Lima, Ohie, U.S.A. 
and Pestless products, have placed 

their advertising with Booker- “Trodemerts top. U.S. Pr Of | 


2200 HEADLINE CUTOUTS FOR OFFSET 


The OFFSET SCRAPBOOK is endorsed by leading advertising and print- 


ing journals. Now in 2d printing. Expertly compiled and classified, a 

52 real source of practical help for advertisers. Printed on one side only 00 
and usable as art for offset and letterpress. Saves many $$$ in composi- 
PAGES tion and letterina. Unlimited type styles; attention getters; news an- 
nouncements; quality emphasizers; style, utility and value headings; free 


(8Yextt) offers; coupon beads, arrows, panels, borders, ete. Contains also classified 
1200 descriptive words used in advertising. 


list of 
for only $3.00 postpaid. 


Postpaid 


id A valuable book of 
ideas \ 


A. A. ARCHBOLD, 1207 S. Lake St., Los Angeles 6, Calif. 


% Industrial Marketing's | 
INDUSTRIAL MARKET DATA BOOK 
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National Representatives. 
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We admit it; it’s gotten so bad around 
here that pedestrians have to walk on the 
sidewalks! And, thanks to The Boston Globe, 
it’s getting worse every day! 

It seems that whenever a Bostonian gets an 
idea he’d like to buy . . . or sell ...a car, he 
naturally —and rightly—turns to The Boston 
Globe. In fact, during the first six months 
of 1947, The Boston Globe carried nearly 
double the total automotive classified linage 


of its nearest Boston competitor (Boston Globe, 


Boston streets aren't really so narrow; they're just fuller! 


417,933 lines; paper B, 221,674 lines). Num- 
ber of individual ads carried by The Globe 
was almost double paper B and was more than 


the combined totals of papers B, C, and D! 


The place to sell an automobile in Boston 
is The Globe! And The Boston Globe “pays 
off” for any advertiser with something to sell 
in the free-spending $2,000,000,000 Greater 
Boston Market, for The Boston Globe is 
Boston’s best-read newspaper and Boston’s 


best buy! 


(Trust us to come out of a traffic jam with a success story!) 


The Boston Globe 


MORNING - EVENING ‘ SUNDAY 


National Representatives: J. B. Woodward, Inc., New York, San Franciseo, Los Angeles Osborn, Scolaro, Meeker & Co., Chicago, Detroit 
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PHOTOGRAPHI 
REVIEW 


—_— 


(histanding formance 


Quite an achievement to mould without hampering 
freechun of movement? But Beverly Vogue proves @ can be done 
.. dlecnwely, beautifully. . with functional deugn. 
Write for dlasrace:d bonklet « severty vouve Les Angeles hs 


Creators of Girdles « Panne. Girdles + Garter Belts. a8 


: : behab teas] b ded ‘ 
ide tn: i avin 


NUVEMBER tdth mm Wd OuL 
¥ U iia 


mA 
SERRE LER AOB HR, ROTI, 


new PRREK ANOWING «VANGERRILT HOTEL « 
= 


FUNCTIONAL DESIGN—Beverly Vogue of Los Angeles boosts freedom of 
movement in its girdles, using action shots taken with stroboscopic flash pho- 
tography. (Story on Page 74). 


RADIO WEEK PLANNERS—In a huddle to prepare for radio's celebration of 

its 27th anniversary from Oct. 26.to Nov. | are, left to right, Robert C. Cole- 

son, NAB, Hollywood; Linnea Nelson, time buyer, J. Walter Thompson; Dr. Ray 

H. Manson, president of Stromberg-Carlson; Nora Hammesfahr, account ex- 

ecutive, Fred Eldean Organization, and Frank Silvernail, radio time buyer, Bat- 
ten, Barton, Durstine & Osborn. 


BACK TO CARTOONS—Petri Wine Co., San Francisco, returns to the cartoon 
type of illustration in its new wine-season posters, of which this is one. Young 
& Rubicam's San Francisco office handles the account. 


95 


Essense sey 


AGENCY AND MEDIA MEN DISCUSS THEIR PROBLEMS—The Southwestern Association of Advertising Agencies has been 
sponsoring a series of round-table discussion meetings in various cities of the area for agency and media men. This group, in 
El Paso, includes (standing, left to right) Dick Richards, business manager, El Continental; Roy Chapman, sales manager, Sta- 
tion KTSM, and Vincent McConn, manager, Station KEPT. Seated (left to right) are Warren Mithoff and Richard Mithoff, of 
Mithoff & White; Jack Hall, national ad manager, Newspaper Printing Corp. (El Paso Herald-Post and Times); Will Harris, 
local advertising department, same company; Tom Conroy, president, Southwestern Association of Advertising Agencies; Dan 
White, Mithoff & White; Karl Wyler, general manager, Station KTSM; Rodney MacNeil, advertising manager, Newspaper 
Printing Corp.; Robert Hughes, sales manager, Southwest Network, and Larry Daniels, Station KROD. 
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| 
Cie Dallas fllorning News 


SAFETY PROGRAM—Unveiling the first of a series of safety posters are (left 
to right) Leonard Dreyfuss, president of United Advertising Corporation, New- 
ark, N. J.; Mrs. Harold E. Stewart, president of the New Jersey Congress of 
Parents & Teachers; George E. Wendle, vice-president and general manager of 
United; Mrs. Daniel Reifsneider, chairman of the parent-teacher traffic safety 
committee, and Lloyd L. Felmly, editor of the Newark Evening News and co- 
chairman of the Governor's Safety Congress. Member companies of the Out- 
door Advertising Association of New Jersey will cooperate by contributing more 
than 900 poster panels during the next six months. 


PR IN ACTION—The Dallas Morning 
News’ familiar cartoon character does 
his part for traffic safety in a heavily 
traveled artery where construction of 
the News’ new building is under way. 


SEPTEMBER CHOICES OF PANEL STUDYING FASHION COPY—Winners among color fashion ads, picked by a panel of 

New York specialists, were the three at the top. Left to right are: first prize, American Viscose Co., New York, J. M. Mathes, 

Inc., agency; second prize, The Broadway, Southern California, Los Angeles, McCann-Erickson, agency, and David Crystal, Inc., 

New York, Sterling Advertising Agency. Black-and-white winners, bottom row, were (left to right) second prize, Arkwright, 

Inc., New York, Jack Berman Agency; first prize, |. Magnin & Co., Albert Woodley Co., agency, and third prize, Woodward & 
Lothrop, Washington, D. C., Abbott Kimball Co. agency. {story on Page 78.) 
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Appoints Seidel Agency Elects Fisher V.P. Litchfield Sees Appeints Bresler ‘Madison Shifts Reilly 
Hollopeter & Post, Miami, Fla.,, Theodore C. Fisher, media di- |... | Harvey J. Bresler, formerly di-| Madison Advertising Company, Cy 
realtor, has placed its advertising | rector of Pedlar & Ryan, New) Tire Shortage rector of marketing and sales|New York, has transferred J. 
bss —" Advertising Agency, | es ~% been elected a _ vice- E | merge 1 ge J. Silberstein-| Porter Reilly, copy chief, to its 
ew Yor presiden | Ber oldsmith, Inc., New York|newly opened Los Angeles office, ‘ 
nded by 1948 |}agency, has been appointed sales|to service new accounts and or- | 
i ie a lc PE AKRoN—An indication of even Manager of Manchester Knitted | ganize personnel. 
— ==> == — =| more intensive selling and adver- Fashions, Inc., New York. 
| tising in the tire industry is linked | ee. KI EE am Ac 
| with the latest review of postwar) Nemes Tracy, Kent eta ingyen 
1 rman, former 
THE FARGO FORUM pete 2.2.%, santes |, ii, Rent £05) New, York WOL, Washington, announcer, has 
Published Morning, Evening and Sunday ‘Tire & Rubber Company. vertising of Nacto Cleanser Cor- ag get g a  eeieae adve 
FARGO, NORTH DAKOTA | The “tremendous tire shortage Poration, New York, manufacturer iam ia achniad Ac 
Nacto fab i N station is scheduled to go on the 
of V-J Day,” said Mr. Litchfield, | abric cleaner. News-| 4. early in January. class 
‘ papers will be used. y d 
will be wiped out by the end of — num 
the year, while prices to consum- F ° js serv: 
ers will be less than those of pre-|F @r¥ Joins Mutual Kiernan Agency Moves “F 
a 'war 1939 levels. Finis Farr, radio writer, has Frank Kiernan & Co., New ers © 
Color Advertising? | Production this year, he. said,|joined Mutual Broadcasting Sys-| York, has moved its offices to 55 750,( 
‘is at the rate of 20,000,000 more pene as Bag editor. = = Liberty St. ilies 
passenger car tires than in 39, "Time, Pid pg ecgperte wae ere 
Sure The Fargo Forum offers with truck and tractor tires UP for the “March of Time.” World’s funniest single-panel gag “ey: 
iin died lice od Stach 06.00 14,000,000. The passenger tires, | yb i ht CARTOONS wv 1s 
' providing substantially more mile- | Ash J Eby A num 
gp ce cae See Som ‘age than the prewar varieties, are “*® oins Eby Agency busineses, etc. PRICE: $5 each professionally tions 
ee : | ane at 7% less to the consumer | eng a etary f “the V infor~ | Tiomit rough sketches by pepuler artists. tical 
Our repens, Keli ‘han the '30 tines etn Sead ane 
will gladly give you particulars wages in the rubber industry have | | agency. ' 276 W. 43 St. New York City incre 
. so will we. practically doubled, Mr. Litchfield | both 
declares in the latest of his cn ers.” 
'of ‘Notes on America’s Rubber Cu 
Industry. ” Production workers, of | Sept 
| will 
Write for market folder. now total 224,000, while the aver-| and 
_age wage has gone up from $1, 448 | for 
to $2,814. vom 
Representatives, Sac acriacce 
Kelly-Smith Compan 7 
y head Buys KTLA Time Spots — Cu 
Affiliated with Radio Station | Television News, weekly maga-_ towa: 
WDAY. zine of the television industry, has | made 
signed with Paramount Station | in 1! 
KTLA, Los Angeles, for i ; : ; ae ss 
NORTH DAKOTA MEANS BUSINESS of anki ihew cis. thee National advertisers frequently ig- reader-members will start a chain jg 
eee ers es tract runs for 13 weeks. | ‘ 
| nore circulation figures to select the — of influence that will permeate the bo re 
e 
& | influential newspapers in each town country at the grass roots level. “4 th 
rou 
ou lim 0 ve | throughout the country. Kiwanians — Imagine being able to dominate the — 
SPORTS E UIPMENT are the influential people in more thinking in 2700 communities oe 
Q than 2700 typical American com- through one publication—and by -" 
To Retailers, Wholesal ers, | munities and they all read one pub- paying for only 180,000 circulation! — 
Department Stores and Chains lication, The Kiwanis Magazine. For further information about cee 
USE Your message addressed to our America’s community leaders, write os 
| hibite 
| was 1 
| KIWANIS Lae ig 
Gime to a 
' a | PUBLISHED FOR COMMUNITY LEADERS wy 
‘ 520 NORTH MICHIGAN AVENUE « CHICAGO 11, ILLINOIS May, 
90 Percent -~ 
We 
of sporTS AGE 13,000 monthly circulation is — up of Retailers — 
and Wholesalers of sports equipment and Department and Chain a: & OT Saba weed 
stores that Sell it. This is 36% more coverage of these important OY es eee sami 
outlets than is provided by any other trade magazine in this field if 0 : additi 
. . z ory 
— as shown by latest available audited reports. 3 C L L | N S 150 U 
In January of this year, SPORTS AGE doubled its page size and fi Eski 
increased its advertising rates. Since then it has consistently pub- & ¢ J: 
lished far more pages of advertising than ever before in its history. a Eo 
a rado | 
For the first 9 months Send for Rate Card H U T C H | N G $ 5 its su 
or See S.R.D.S. a in Bu 
advertising is up 421/3°/. 


all of which reflects its ever in- 
creasing power in producing prof- 
itable returns for its advertisers. 


BUSINESS MAGAZINE OF SPORTS EQUIPMENT 
A Geyer. Villicilion 
ta 260 FIFTH AVENUE NEW YORK 1, N. Y. 


Also publishers of 
GEYER’S TOPICS, THE GIFT AND ART BUYER, OFFICE MANAGEMENT AND EQUIPMENT and TRADE DIRECTORIES © 
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Curtis’ ‘Holiday’ 
Will Take Liquor 
Ads; Others Won't 


(Continued from Page 1) 


advertising, he emphasized. 

Addition of the new advertising 
classification will bring to 43 the 
number of classes of products and 
services promoted in Holiday. 

“Holiday now provides advertis- 
ers with a market of more than 
750,000 high-income, active fam- 
ilies brought together by a com- 
mon interest in a gracious way of 
living,” Mr. Fuller declared, “and 
it is natural that an increasing 
number of advertising classifica- 
tions should find Holiday a prac- 
tical and effective medium. To 
add this new classification to Holi- 
day is a step which we believe will 
increase Holiday serviceability 
both to its advertisers and read- 
ers.” 

Curtis officials revealed that the 
September issue of the monthly 
will exceed 800,000 circulation 
and that its advertising volume 
for the last three months this 
year indicates increasing gains. 


Old Line Policy 


Curtis’ last statement on policy 
toward liquor advertising was 
made at a stockholders’ meeting 
in 1940 by Mr. Fuller. Answer- 
ing some who urged acceptance of 
such ads, Mr. Fuller said a change 
in the policy would hurt sales of 
the Curtis magazines because much 
of their circulation was obtained 
through work of women’s clubs, 
churches and schools, which frown 
on alcoholic beverages. The stock- 
holders voted 25 to 1 against a 
change in Curtis policy on such 
advertising. 

Cyrus H. K. Curtis, publisher of 
both magazines and newspapers, 
was one of the first publishers to 
“screen” advertisements, and to 
refuse the use of his pages to those | 
with which he disagreed. | 

Another of Curtis’ rules pro- 
hibited tobacco advertising. This 
was relaxed on Oct. 4, 1930, when 
The Saturday Evening Post began 
to accept tobacco ads, as did 
Country Gentleman in May, 1931, 
and the Ladies’ Home Journal in 


Lux Theater Tops 


‘|Hooper Report: 


‘Mr. D. A.’ Second 


New York —CBS Lux Radio 
Theater (17.9) eased out NBC’s 
“Mr. District Attorney” (17) for 
first place in the current Hoop- 
eratings. 

“Mr. D. A.,” the Bristol-Myers 
thriller, gained more than six 
points over the last report when it 
placed second with a rating of 
10.9. 

The return of NBC’s big attrac- 
tions—Red Skelton, Bob Hope and 
Charlie McCarthy landed back 
among the leaders with ease— 
gave that network 11 on the first 
15, and 16 on this report because 


of a tie. 
The lineup for the Sept. 30 re- 
port includes: 


ee ee ee 1 
pT SPT Pee eee Ce Cee Re 1 
Chariio- MoCarthy ...........: 1 
Walter Winchell ..........06. 1 
pS rr ery oe are 1 
Truth or Consequences........ 1 
Manhattan Merry-Go-Round.... 1 
Rexall Summer Theater........ 1 
BEY WVEGRG “GOO 6 66sec sec ee Ses 1 
Take Th OF BOO Thai isccasscs Tt; 
MOISE DT os a 60050545008 1 
1 


Om im Ton OH rooOH 


WOR Fee PPO ian 6 sees sees ro. 
Crime TdGOTOR: 6.0 06 bac eediwowsees s 10. 

Walter Winchell is ABC’s only 
representative in the lineup. 

A creditable Hooperating is not 
always enough to hold the spon- 
sor, it seems. “Crime Doctor” is 
being dropped by Philip Morris 
after the Oct. 19 broadcast. 

The average rating was 7.2—up 


May, 1933. 


Airs ‘Favorite Story’ 

Werner-Hilton, St. Louis men’s | 
clothier, has signed to sponsor a 
new dramatic series, “Favorite 
Story,” which features Ronald 
Colman as host and narrator, over 
Station KXOK, St. Louis, Sunday 
evenings from 9:30-10. With the 
addition of this sponsor, ‘Favorite 
Story” is now being aired in nearly 
150 U. S. radio markets. 


J. S. Eskin has been promoted 
to general sales manager of the 
Realock Fence division of Colo- 
rado Fuel & Iron Corporation and 
its subsidiaries, with headquarters 
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PP 


1.6 from last report, down 0.2 
from a year ago. Average sets- 
in-use—22.9— increased 3.8 from 
last report, but was down 0.8 from 
a year ago. Available homes of 
75.4 were up 3.7 from the last re- 
port. 


Executone Names Walter 


Executone, Inc., New York, in- 
tercommunication and sound sys- 
tems, has appointed Clark Walter 
general sales manager. Mr. Wal- 
ter has been with the company for 
nine years as New Jersey dis- 
tributor. 


Becomes NBC Editor 


Virginia D. Smily has been 
named managing editor of 
“Chimes,” monthly house organ 
of NBC, New York. Formerly as- 
sociated with McGraw-Hill Pub- 
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lishing Company, she _ succeeds 
Lucille Sharp, who resigned. 


Offers lc Per Coupon 


Perfex Company, Shenandoah, 
Ia., manufacturer of Perfex super 
cleaner and Gloss Tex plastic 
starch, has authorized payment of 
one cent for each coupon re- 
deemed by all retailers, whether 
mailed in to the company or 
picked up by company representa- 
tives. 


“3033 Retailing Ideas”’ 


Enlarged Edition 


ONLY BOOK OF ITS KIND—offers 

deepest insight into retailing actualities 
theory; advertising, merchandising, 
display, administrative nearly every line. For 
manufacturers, distributors, sellers consumer 
goods. Used by colleges, schools, public 
advertising oat newspapers. - 


5%x8, 306 Pgs., 40 t. $3.50 paid. 
E. LYONS, Publisher, Pittstown 8, 


Roberts Brothers, a leading 
downtown Portland department 
store since 1890, has reaped a rich 
reward from placing 90% of its 
promotion budget in The 
Oregonian. Amazing sales gains 
under this program have resulted 
in a recent modernization program 
adding 55% more selling space. 
Many firms in the rich Oregonian 
market have, like Roberts Brothers, 
grown steadily with their favorite 
advertising medium. 


These on-the-ground retailers know | 
that dominant circulation leadership 
and loyal readership combine in a 
magic sales-making formula in 
The Oregonian. This powerful 
medium will produce for you as it 
does for them. They have proved 
through performance that in the big, 

growing Oregon Market, 

The Oregonian is THE medium. ~—S 

Place it at the very top of 

your must list. 


a 

Yoarl 

IN CIRCULATION... 
DAILY AND SUNDAY 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 


| 
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Groucho Marx 
Signed for ABC 


New YorkK— American Broad- 
casting Company last week took 
another forward step in its cam- 
paign to line up big names for the 
network. 

Groucho Marx was signed by 
Elgin-American division of Illi- 
nois Watch Case Company, Elgin, 
Ill., through Weiss & Geller, Chi- 
cago, to fill the 8 p.m. Monday 


LAYOUTS ixiccr 


ADVERTISING MEN + ART 


Over 100 Jdcas 


LETTERHEADS IN COLOR by National Designer 
MAIL $1.00 ONE DOLLAR TO 


FEDERAL PRINTING COMPANY 
345 Wall Street, Los Angeles 13, Calif. 


4 


spot on ABC, starting Oct. 27. 

This is the first solo radio ven- 
ture for the comedian, who will 
make with quips and questions for 
the customers, presumably with 
prizes for winners. The show will 
originate in Hollywood. 


Appoints Miss Lanpher 

Mary Elizabeth Lanpher, for- 
merly with Hazard Advertising 
Company, New York, has been 
appointed copy chief of the pub- 
licity and retail promotion depart- 
ments of Scott & Williams, Inc., 
New York, manufacturer of circu- 
lar knit hosiery machines. 


Cole’s Agency to Move 


Cole’s, Inc., Des Moines agency, 
will move to new quarters in the 
Insurance Exchange building 
about Oct. 15. 


eve it to 


pace setters 


wl 


Unless you own a mint, you have simply got 
to depend on pace setters to lead the public 
to your product or to your way of thinking. 


There is no easier or more inexpensive 
way to reach America’s pace setters than to 
advertise in THE ROTARIAN. 


Here you appeal to a quarter million pace 
setters in some 4,000 communities—each se- 
lected and elected as a leader in his field and 
community by men who know him best. 


“Rotarian 


35 E. Wacker Drive, Chicago 1, Illinois 


* 


nationally 


* 


5 433,574 Pairs of Ears 
within reach of Philadel- 


phia's Pioneer Voice. 


IT’S MUTUAL 


by EDWARD PETRY & CO. 


Psychology Offers 
New Product, Copy 
Testing Technique 


Abandon Statistical 
_ Methods in Learning 
Selection Reasons 


Cuicaco—A new psychological 
method for predicting in advance 
whether a new product will sell, 
or whether ad copy will stimulate 
purchases, made an _ impressive 
showing as results of its first 
major test were unveiled here last 
| week. 
| Prof. W. Lloyd Warner and Dr. 
William E. Henry cited their score 
of 87.5% accuracy as proof that 
the new method now being used 
_by Social Research, Inc., holds tre- 


of product design, ad copy, mo- 
tion pictures and many others. 

In the original exploratory re- 
searches conducted for Gantner & 
Bender, Inc., Chicago greeting 
card publisher, Warner and Henry 
specified in advance which of a 
long list of cards would be ac- 
ceptable, and which would be un- 
acceptable to purchasers. 

The latest report extends the 
original research, and applies the 
principles to the many fields in 
which illustrations, designs and 
symbols are used to influence con- 
sumers. It also reports results of 
the greeting card study. 

Controlled tests by a_ selected 
jury of 871 purchasers showed 
that the cards designated as ac- 
ceptable were chosen in a ratio 
of seven to one over those listed 
as unacceptable, a proportion 
greatly exceeding that of pure 
chance. 


No Check List Used 


Unlike many analysis methods 
now being used, the new system 


mendous possibilities in the fields|does not employ a check list of 
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appeals. It is, rather, a psycholog- 
ical study of pictures, colors and 
forms favored by any selected 
group of persons. 

Given criteria such as income, 
source of income, occupation, edu- 
cation, kind of living quarters and 
the location in town, as well as 
club and church affiliations, the 
researchers contend that they can 
predict whether catalog illustra- 
tions, advertisements, window dis- 
plays or consumer products will 
appeal to a given group of per- 
sons. 


Adapt Technique from Studies 


Mr. Warner, a professor of an- 
thropology and sociology, is the 
author of many sociological and 
anthropological studies, one of the 
most recent being “The Status 
System of a Modern Community,” 
with P. S. Lunt, published in the 
Yankee City Series of Yale Uni- 
versity Press. A monograph by 
Dr. Henry on the subject of “The 
Thematic Apperception Technique 
in the Study of Culture-Personal- 
ity Relations” recently appeared 


lication. 


Dallas). 


ONE STATE FARM PAPER IN CALIFORNIA 
Effective February 1, 1948 


The California Cultivator and the Pacific Rural Press announce their 
intention of consolidating into a single farm paper to be known as the 
CALIFORNIA FARMER, effective February 1, 1948. First issue 
of the new paper will appear February 14, 1948, and the Pacific Rural 


Press and California Cultivator will discontinue publication. 


The October issue of Standard Rate and Data carries all details re- 
garding the new publication. All present contracts held by the Pacific 
Rural Press and the California Cultivator beyond February 1, 1948, 


will be renegotiated in accordance with the rate card of the new pub- 


California, the Nation’s only two billion dollar farm market, with an 
average cash farm income of $15,000 per farm, may now be covered 
by a single insertion order. The new publication, which will combine 
the ABC circulations of the present publications, will reach practically 


one hundred per cent of the farms in this rich market. 


The new publication will be under the direction of Editors John E. 
Pickett of the Pacific Rural Press and Jack Klein of the California 
Cultivator, and the editorial policies of the two papers will be consoli- 
dated in the California Farmer to serve the cultural needs of Cali- 
fornia’s 138,000 farms. 


The California Farmer will be represented nationally by the Katz 
Agency (New York, Chicago, Detroit, Kansas City, Atlanta, 


THE CALIFORNIA FARMER 


Home Office: 83 Stevenson St., San Francisco 5, Calif. 
Los Angeles Office: 317 Central Ave., Los Angeles 13, Calif. 
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in “Genetic Psychology Mono- 
graphs.” 

From their studies, both men 
have adapted a technique which 
they now feel can satisfactorily 
apply social and psychological re- 
search principles to the problems 
of business planning. 


Based on Card’s Function 


Prior to engaging in the greet- 
ing card test program, Professor 
Warner and Dr. Henry developed 
a theory of the function of the 
greeting card in American society. 
They traced the transition in the 
U. S. social structure from its 
earliest days, when close ties were 
maintained between individuals 
through daily personal contact, to 
the present day, when complexity 
and diversity have resulted in 
many small groups with varied 
customs and moral values, and a 
great deal less social intercourse. 

Mass communication media tend 
to partially remedy the problems 
of loneliness and isolation, and the 
greeting card is one of those de- 
vices which both helps people feel 
related to other persons and re- 
affirms the dominant moral values 
of society. 

Greeting cards, however, say 
Warner and Henry, are not used 
by all segments of the social struc- 
ture. In dividing the population 
into three general groups, upper, 
middle, and lower, it is found that 
65% of the people fall within the 
middle or “Common Man” classi- 
fication. It is this 65%, they dis- 
covered, which comprises the bulk 
of radio’s daytime listeners, which 
buys the women’s magazines, and 
uses greeting cards intensively. 


Holds Similar Views 


Because of their social position 
and income similarities, the middle 
group tends to hold similar views 
on moral questions, etiquette, dress 
and values. Therefore, they argue, 
greeting cards are used by this 
group to convey sentiments which 
cannot be expressed in other ways. 

The problem, then, of greeting 
card manufacturers is one of sym- 
bolizing ideas or sentiments which 
must be transmitted. The illustra- 
tions used, however, have both 
public connotations (such as an 
evergreen for Christmas) and pri- 
vate meanings (as an unconscious 
dislike of evergreens if childhood 
Christmases were extremely un- 
pleasant). 

The greeting card today is thus 
a method of emphasizing common 
beliefs and attitudes, or, more ac- 
curately, common patterns of at- 
titudes, such as mother-son and 
brother-sister relationships. 


Applicable to Other Products 


While the subject of the pres- 
ent investigation was limited to 
greeting cards, both Professor 
Warner and Dr. Henry insist that 
the method can be applied with 
equal facility to other consumer 
products or to advertising. 

Once the analysis of the func- 
tion of greeting cards in the 
American culture pattern had been 
completed, the researchers turned | 
to an investigation of the patterns | 
of belief in the limited consumer | 
group. 

It had been found in previous 
psychological studies that under- 
lying feelings are often symbolized 
in predictable ways. The concept 
of mother, for example, can be 
conveyed in circular, enclosing 
forms, while the idea of maleness | 
is associated with rough materials, | 
dark colors, and virile, sexual | 
forms. 

To further explore the patterns | 
of belief, a Thematic Appercep- 
tion Test was used, a refinement 
of the ink-blot test used by psy- 
chiatrists. The subjects were asked 
to give their interpretations of the 
somewhat hazy illustrations. This 
disclosed the private symbol sys- 
tems of the greeting card buyers, 
and thus provided the answer to 
why certain cards were chosen 


over others. 

Once this information had been 
uncovered, the theory was tested 
through predicting the acceptance 
of an entire year’s production of 
greeting cards. A battery of 871 
judges, under carefully controlled 
conditions, were shown the cards, 
with the result that those desig- 
nated as “acceptable” were chosen 
seven to one over those termed 
“unacceptable.” 

It had been forecast that the 
majority of women would choose 
cards in warm colors, friendly 
situations, enclosed by round, 
smooth forms. The overwhelming 
majority did so. The prediction 
that the small minority who long 
for increased social prestige would 
choose cooler colors, more simple 
designs, impersonal situations and 
elongated forms also was cor- 
roborated. 

While the mere presence of the 
acceptable symbols did not guar- 
antee acceptable cards, the re- 
searchers found that it was pos- 
sible to examine the arrangement, 


somewhat like a medical diagnos- 
tician, and determine accurately 
which arrangement of pictorial 
decoration patterns was most 
likely to insure acceptance. As 
a result of the study, Gantner & 
Bender has successfully expanded 
its production of recommended 
cards and curtailed manufacture 
of cards which violated the social 
and psychological principles. 

Social Research, Inc., is located. 
at 1525 E. 58rd St., Chicago. A 
Los Angeles office also is being 
opened, to be managed by Frances 
Farmer Wilder, former president 
of the Association of Women 
Broadcasters and, until recently, 
CBS consultant on daytime pro- 
grams. 


Two Name Mercready 


Mercready & Co., Newark, has 
been named to direct the adver- 
tising of Acme Tool Mfg. Com- 
pany, Belleville, N. J., manufac- 
turer of machine tool accessories, 
and John T. O’Connor & Co., West 
Orange, N. J., manufacturer of 
special electronic devices. 


Appoints Paul Moore 


Paul J. Moore, formerly in the 
motor engineering and sales de- 
partments of General Electric 
Company, Schenectady, has been 
appointed to the newly created 
position of director of sales and 
engineering of Crocker-Wheeler 
Electric Mfg. Company, Ampere, 
N. J., a division of Joshua Hendy 


Pes * 


When you need a BIRTH LIST 


Remember 


WILLIAM F. RUPERT 


Compiler of national birth lists 
EXCLUSIVELY for the past fifty years. 


90 Fifth Ave., New York 11—CH 2-3757 


Corporation. 


PO 


_WIN THE HEART 
FIELD WITH ITS 


CANDY [INDUSTRY 


More Manufacturers—representing greater 
buying power — read CANDY INDUSTRY 
than any other publication 

FIRST In Advertising Volume {7 x 10 Units) 

FIRST In Industry Preference (4-to-1 by actual survey) 


CANDY INDUSTRY: 


Don Gussow — Publisher & Editor + 33 West 42nd St., New York City 
Other Don Gussow Publications: Bottling Industry, Tobacco Record 


)F THE CONFECTIONERY 
ACE | PUBLICATION 


The Newspaper 


+ 


ADVERTISE FoR THE YES” 


TtHat cets ACTION 


Sell through the pages that Top Management 


values more highly than any other publication 


HEN a 


down. 


That is why they place im 
schedules in The Journal of Com- 
merce. With the mornin 
day the J-of-C lands on the desks of 
top management in thousands of of- 
fices and plants. It is their good right 


hand. 


licy-making executive 

says OK, the sale is completed. 
That is why so many alert advertisers 
today do their selling from the top 


ports of buying and selling factors, 
prices and pricing, governmental and 
international influences, Jabor-man- 
agement doings and many other trends 


that will influence their own business. 


rtant 


mail each 


advertisers. 


Thousands of presidents, vice pres- 
idents and other top executives pay 
$20 a year to read The Journal of 
Commerce. Its circulation represents 
probably the highest concentration of 
policy -nraking executives available to 


Do you advertise a business prod- 
uct or service? A commercial or indus- 
trial commodity? A consumer prod 
uct with a top-income market? Do 
you have an institutional message 
for top management? Write or tele- 

hone for the Story of the J-of-C 
Market and rate card. GET TO THE 
MEN WHO DECIDE .. . IN THE DAILY 
THAT HELPS THEM DECIDE. 


THE NEW YORK 


Journal of Lommerce 


53 Park Row, New York 15,-N. Y. 


TOP MANAGEMENT'S 
GOOD RIGHT HAND 


America’s most complete daily busi- 
ness newspaper is an authoritative 
voice on business and industry. 

Edited deliberately for the men who 
manage business and meet payrolls, 
The Journal of Commerce brings to 
its readers many exclusive profit-news 
features to be found in no other pub- 
lication. 

Its readers depend each day on its 
vital, up-to-the-minute business news. 


Each day they follow the J-of-C’s re- 


* x * 


A Few of Theuwsands of 
J-of-C Advertisers 


Kaiser-Frazer Corporation 
Commercial Solvents Corporation 
Corn Exchange Bank Trust Co. 
Mohawk Carpet Mills 
Armour & Company 
Burroughs Adding Machine Co. 
Firestone Rubber & Tire Co. 
Eastman Kodak Company 
New York Life Insurance Co. 
Noyal Typewriter Company 


bvcn Metbcapene 


Intensive concentration of top management. 


~_ ee a oF 
log- = | 
and ee bee 
cted eae 
ome, aes 
a | cs ‘ 
and oa 
1 as 
the | 
can Co , : 
stra- fF = cme 
dis- SSE coat 
will : . ; — 
ies | Md 
an- | O- 
the | | h 4 . 
and | . O° ot 
t the io g coo «v* os 
eS pe 4\ 
tatus wot eo” 2 OE 
ity,” ee ee le _ 
_ the bs won 900 oes ssi 
i Memibes i w As) te 
a Fs casdigioa® 2 
: ee 229 ats 
. TOVion, aes 
ique audie ® 
ynal- estrada 
ared | | 
——— | 7 
| . ee ee ee | 
| p Sil Att we 
| $ 
| | 
| — 
| 
| ee * 
es aus 
| = 
se ie 
| io 
ee ee , 
| ee 
5 
| | 
| 
| : 
ae 
wy ~. © BaZa ie ee i. 
| =. Wi Za ge ; 
Fe mart a we es : As - ney, i t j 5 Pee 
s = Oo) IN "a 
We ahh. XE \ A ¥) 
; >< | > AS : 
ee ‘ “ie me? ed 3 é * 4 <¢ 
e™ ° * yy, ‘106 i} ~ 
aie : > We og = E . 
ee oie ) : = a : 
— = Gc Jenene Ta a 
& . ‘= =. = ae ae a i: 
o oe a ~~ < a = - = 39) Sct ad : 
ci 3 me f= te f s 
} . ; ; a SS = | ae 
ae a PP — 4 = = = = i. : ' , cf od ‘ 
[POS _\ => aa | 
' ls q = “a . ops nde 
2 5 se & oo | ft "ee a hes a y* LF td o.. ah | - 
eee 


fe Lares ssa PSY ih as NN FS ae 


100 Advertising Age, October 6, 1947 


Fhe de willcae | pears “46 Retail 
bognerv hamid MediaExpenditure 


LEVISION Hits $18,676,000 


Jackson Boosts Hope Names Representative 
Jackson & Co., New York The Herald, Grand Rapids, 
agency, has promoted Norman L.| Mich., has appointed Sawyer-Fer- 
Hope from account executive to| guson-Walker Company as gen- 
copy chief. eral advertising representative. 


CuicaGo—Sears, Roebuck & Co. 
spent $15,069,000 for newspaper 
space last year, a third more than 
the $11,130,000 it spent in the me- 
dium in 1945. 

T. V. Houser, vice-president in 
charge of merchandising, said 
newspapers received 80.7% of | 
Sears’ retail media expenditures / 
last year, about the same percent- 

' 
i 


age newspapers have had in recent 


sssax: | years. 
IMMEDIATE DELIVERY! See your PHILCO DEALER Other Sears retail media ex- 
at Once for a FREE DEMONSTRATION! = | nenditures in 1946 included: $1,- 


' 612,000 (8.6%) in circulars; $1,- 
VIDEO GOLDEN OPPORTUNITY—Television set makers went all out last week | 224,000 (6.6%) in miscellaneous 
to capitalize on the World Series as a sales factor. Philco Corp. and RCA | media, including outdoor, movie i 
Victor rushed into print with full-page ads in New York papers as soon as | trailers, fashion shows, etc.; and 
official word on the World Series telecast was forthcoming. RCA's advertising | $771,000 (41%) in radio. The 
was cooperative and included a series of time signals over WNEW, New York. | total retail media expenditure was 


$18,676,000. 


7 Dodge Boosts Templeton | Newspaper space used aggre- 
DuMont, Philco, Fd P gated 158,378,000 agate lines in a 


C. A. Templeton, regional man- 7 . 
RC A Back World ager of the Philadelphia region, | total of 1,059 dailies and weeklies. 
‘s has been named sales supervisor ~anemenes - 
Series Telecast of the Dodge division of Chrysler} WAVZ Names Grossman 
ba Corporation, Detroit. G. E. Little Murray Grossman has. been 
New York—Television set man-| has been appointed to succeed Mr.|named sales director of Station 


ufacturers, who were planning to| Templeton. WAVZ, New Haven, Conn. 
capitalize on the World Series as 


a sales and promotion force, were 
more than a little disappointed by 
the last-minute announcement of 
the televising of the Dodger- 


Yankee matches. Just out 
| The delay in getting the series 


| definitely set cramped their ad- 
| vertising style somewhat, but at 


< 


— 


—————a~ §6~CF — * enero 


/least three companies were ready This 

|with full-page newspaper adver- | 
| tisements, which went into print | 
_shortly after the rights were sold. 24 pg. book | 
The baseball classic was used as 

|}a peg for ballyhoo for other tele- tells how 


vision attractions, particularly 
sports, coming up in the fall and 


s 
winter season. National 


Philco Corporation ran _ full- 


: 2 
page advertisements in the lead- Advertisers 


ing newspapers in New York, 
| Washington and Philadelphia for 

two days preceding the series. LOCALIZE 
This campaign, through Hutchins : 
Advertising Company, used the ® 

| World Series as an attention-get- for selling 
ter, but emphasized the football 
games that will be brought to set ACTION 
owners this fall. In Philadelphia 
the full schedule of games was in- : 


cluded in the copy. This, however, . ; : a. 
was impossible “4 New York and Read the exciting story of ‘big time” merchandising at | 


Washington, where game sched- point of sale and how you can build maximum sales 
ules are not’ complete in every! with Brand Identification Signs. : ) 
case. . 


“QUALITY Neon and Fivorescent Signs...in QUANTITY” 


Runs Cooperative Copy 


RCA Victor ran cooperative ad- 
vertising in dailies in New York, 
Washington and Philadelphia pre- ' 
ceding the opening of the series, ( 
through J. Walter Thompson Com- 
pany. 
Bruno-New York, Inc., metro- 

} 
( 


Maw York Ottier, Cucte 57570 « Chicago Ottice, Arcimore 9402 + Los Angeles Office. empsacd 4841 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 


politan distributor for RCA, had 
planned to repeat the full page 
which appeared in the New York 
Times Monday, but sales were re- 
ported going so well after one day 
that Bruno decided against it. 
The distributor also bought 15 CAN BE 
spots a day over WNEW, New| FURNISHED 


York, plugging RCA Victor sets. WITH WRITE 
DuMont Telesets were plugged DEALER FOR 
in full-page advertisements in IMPRINT CIRCULAR ] 


papers in New York and New|! 
Jersey the day the series opened. | 
Allen B. DuMont Laboratories’. 
big screen model was featured. 
Buchanan & Co. is the agency. 


Back in Federal Fold 


Federal Advertising Agency, 
which last fall resigned the ac- 
count, has been named to handle 
the advertising of American 
|Thread Company, New York, ef- 
fective Jan. 1. John A. Cairns & 
Co. has recently had the account. 


BRILLIANT ILLUMINATED PRODUCT 
IDENTIFICATION AT POINT OF SALE! 


Opens Branch Office GIVES CONTINUOUS Golden Glow SIGNS 
Southwest Dailies, publishers’ ADVERTISING DEEP ENGRAVED IN EDGE LIGHTED 

representative, has opened a Kan- DAY and NIGHT NON-SHATTERING LUCITE 

sas City, Mo., office at 417 Finance YEAR AFTER YEAR | mMEXCO PRODUCTS, INC. eee 


building, 1119 Baltimore Ave., 
with George W. Kelly in charge. 
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BBDO Wins Court 
Case in Fight 


Over Stock Tax 


WASHINGTON — Internal revenue 
tax collectors were defeated in 
federal tax court last week in an 
effort to collect taxes on alleged 
gain of nearly $94,000 in the sale 
of treasury stock in Batten, Bar- 
ton, Durstine & Osborn to em- 
ployes during 1939 and 1941. 

The court held that the sale of 
the tightly controlled agency stock 
did not constitute “dealing in its 
own shares as it might have dealt 
in the shares of others,” and is 
not subject to the tax on capital 
gains. 

The court noted that BBDO had 
originally issued 50,000 shares to 
its organizers in 1928, but that 
each stockholder had voluntarily 
donated 20% of his shares to the 
treasury “so that shares of stock 
would be available for issuance 
to other employes who demon- 
strated talent and ability.” 

Between 1939 and 1941, the 
number of employes holding stock 
was increased from 78 to 110, the 
court found. 


Profitable Transaction 


Treasury contended that sale of 
these shares, allotted and sold to) 
employes “to insure their loyalty. 
and retention by the firm,” con-| 
stituted a profitable transaction by | 
the agency’s treasury. | 

The court noted, however, that 
BBDO stock is not listed or traded, 
and that the stock was sold en-| 
tirely at book value, without any | 
effort on the part of the agency to 
choose a favorable time for the 
purchase or sale. 

In denying that this was trading 
in the accepted sense, it observed 
that the stock does not appear at 
any time as an asset on its books 
or balance sheet; that treasury 
holdings are not voted, nor divi- 
dends paid on it. 

The court explained that BBDO 
stock involved an option for re- 
purchase by the treasury at book 
value in the event of resignation, 
or a desire to sell. 


‘No Press Party’ — 
for Commentator; 
Saving to Charity 


New YorK—There wasn’t a soul 
at the press party Compton Ad- 
vertising had for Lowell Thomas 
the other day, but it was a big 
success. 

Breaking with tradition, the 
agency threw a “no-press party” 
to celebrate the beginning of the 
commentator’s new daily series for 
Procter & Gamble over CBS. In- 
stead the money which would 
have been spent entertaining rep- 
resentatives of the press — some 
$1,000 — went to their favorite 
charities. 

Together with the invitation to 
the “no-press party” editors re- 
ceived a card on which they could 
indicate their favorite humani- 
tarian causes. From these P&G 
selected the organization to bene- 
fit from the $1,000 contribution. 


Offers Apron Premium 


Recipe Foods, Baltimore and 
Terre Haute, has launched a cam- 
paign on ae market-by-market 
basis to promote the line of Ben- 
nett’s Prize Recipe and New 
Recipe products. The campaign 
offers a plastic hostess apron for 
25 cents and the label from any 
Bennett item. Newspapers, point- 
of-sale displays and radio spot 
announcements are being used. 
S. A. Levyne Company, Baltimore, | 
is the agency. 


Gardner Company Moves 


The Fred Gardner Company— 
Advertising, New York, has moved 
from 425 E. 86th St. to 441 Lex- 


ington Ave; 


ROYDEN D. KERBY 


Toronto—Royden D. Kerby, as- 
sistant to the president, General 
Motors of Canada, and president 
during the war of Research Enter- 
prises Ltd., died here Sept. 24 
after a lengthy illness. 


MRS. GERTRUDE BEST 


EvErRETT, WasH.—Mrs. Gertrude 
D. Best, publisher of the Everett 
Daily Herald, died Sept. 26 after 
a long illness. Mrs. Best and her 
husband, James B. Best, founded 
the paper in 1902. She had been 
publisher of the Herald since Mr. 
Best’s death in 1922. 


3 Name Finneran 


Onita Specialty Company, man- 
ufacturer and distributor of Cutie 
Babe infants’ and children’s wear; 
G. M. C. Process Corporation, 
manufacturer and decorator in 
electro-deposition of metals, and 
the Westchester (N. Y.) Gas and 
Electric Dealers’ Association have 
appointed John A. Finneran, Inc., 
New York, to handle advertising. 


CBS Radio Sales 
Signs 11th Client; 
Sets 15 as Limit 


New YorkK—Radio Sales, the 
spot broadcasting division of CBS, 
last week added the 11th station 
—KSL, Salt Lake City—to the list 
it represents. At the same time, 
Howard Meighan, Columbia vice- 
president in charge of station ad- 
ministration, set 15 as the top 
number of outlets which Radio 
Sales wishes to represent. 

The 50,000-watt CBS affiliate’s 
contract with Radio Sales starts 
Jan. 1. The Columbia spot sales 
organization now represents seven 
network-owned stations, two 
others formerly wholly or partly 
owned by the network, and 
WRVA, Richmond, the most rec- 
cent addition to its file of clients. 

In announcing the signing of 
KSL, Mr. Meighan said: “This 
brings us one step nearer the 15- 
station limit set by Radio Sales 


as the most that can be served by 
the complex personal service it 
maintains. . . We specialize in the 
sale of locally-devised, live-talent 
programs through a system set up 
in 1942. This involves first-hand 
knowledge on the part of each 
salesman, who visits each station 
personally.” 

Another development at Radio 
Sales last week was the appoint- 
ment of Thomas B. Ellsworth as 
sales promotion director. For the 
past two years he was assistant 
manager of CBS sales presenta- 
tion division, having come to the 
network from MBS. He succeeds 
Howard Stanley, who resigned to 
join the staff of WEAM, Arling- 
ton, Va. 


Promotes Formula X 
Adolph’s Beauty Products Com- 
pany, Philadelphia, will use 400- 
line insertions in Negro newspa- 
pers in 30 urban centers to pro- 
mote Formula X Pomade. The 
campaign, to run through fall and 
winter, will be built around the 
theme “Positive in Action,” and 


101 


will be supplemented in some 
markets by car card advertising. 
James W. Bluford, general man- 
ager, is directing the campaign, 


‘and art work is being handled by 


Lenwood Robinson &-Associates. 


Stephens to Lonergan 


John L. Stephens has been ap- 
pointed sales manager of Loner- 
gan Mfg. Company, Albion, Mich., 
maker of water heaters and oil 
burning space heaters. 


TYPOGRAPHIC 
SALES REPRESENTATIVE 


Well-known Chicago Typographic 
Plant seeks a man with good connee- 
tions as our sole typographic sales 
representative. 

s unusual opportunity plus cur 
facilities would help increase his 
present earnings through intelligent 
plant cooperation and prompt service, 
drawing against commission. Write 
in strictest confidence. Box 6815, 
Advertising Age, 100 E. Ohio St., 
Chicago 11, Ill. 


Says S. 


J. Besthoff, President of Katz & Besthoff, 


"T like the ITEM because .. 7 


"It provides an endless source of inspiration and support 
for the men and women who get things done for New Orleans. 


"Going into the home, as the Item 
does, it reaches the whole family--- 
at the right time---when purchases 


are being planned. 


We advertise 


heavily in the Item because I con- 
sider it a great market place in 
which to display our merchandise." 


Katz & Besthoff’s 16 stores—largest local 
drug chain—have filled more than 8 mil- 


lion prescriptions. The Item carries a color 
page every week for K & B. 


Ltd., 


Reader Acceptance: Largest evening circulation in Louisiana (92% 
concentrated in the New Orleans market--growing steadily) 


Advertising Acceptance: Nearly 12,000,000 lines carried in 1946. 


Your 
New Selling Force 


r 


in New Orleans 


SAWYER-FERGUSON-WALKER CoO.., 
NATIONAL REPRESENTATIVES 


_ 


NEW ORLEANS 


ITT: 


RALPH NICHOLSON, PRESIDENT AND PUBLISHER 
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$500,000 Kroger 
Promotion Pushes 
National Brands 


(Continued from Page 1) 


set, who will tour the Kroger ter- 
ritory in one of the fur coats, and 
who will get “welcome ads” as 
well as reams of tie-up publicity, 
in the cities she visits. 

The “Stars of the Food World” 
segment of the promotion will be 
launched with full pages in 52 
newspapers Oct. 9 or 10, and 
smaller ads in 1,143 papers serv- 


‘ing the 2,545 Kroger stores in 18 
| states. 


It will feature 61 leading 
brands at special prices, and a 


| similar ad will run the following 


week. 


Plans Handbill Flood 


To back up the “stars” promo- 
tion, each of the cooperating 
brands will get an overwire ban- 
ner in each store, either a blow- 
up of the brand’s national adver- 
tising, a special star poster, or a 
poster featuring the brand’s radio 
personalities. Handbills, some 2,- 
000,000 of them, will also feature 
the 61 brands and the contest. 

Kroger’s regular radio programs 
on 33 selected stations in its terri- 
tory will plug both the brand pro- 
motion and the contest, and in ad- 
dition unusual spots, with the 


brands’ own personalities doing 
the selling for their brand, will be 
carried on hundreds of stations. 

These spots set a new trend in 
tie-in promotion. With Kroger 
supplying the time and the an- 
nouncer, the spots consist of brief 
transcriptions by such well known 
figures as Edgar Bergen and 
Charlie McCarthy, the Great Gild- 
ersleeve, Fred Allen, Amos ’n’ 
Andy and Al Jolson, each telling 
what a wonderful product his 
sponsor makes. 

Following the “Its Kroger for 
Better Values—As Advertised in 
Life” promotion of last spring, 
the new and expanded program 
further intensifies the huge groc- 
ery chain’s determination to build 
traffic and sales primarily on the 
basis of being headquarters for 


well-known, wanted brands. 

Normal merchandising opera- 
tions in the retail field are being 
completely reversed in the present 
operation, in which Kroger picked 
the brands it wanted to feature, 
built a complete advertising, mer- 
chandising and sales story, and 
then took it around to the manu- 
facturers selected, laid its plans 
before them, and besought their 
cooperation. This is a far cry from 
the usual procedure, in which the 
manufacturer develops the mer- 
chandising and then does his best 
to convince the chain that it 
should be used. 

Kroger, which last year did 
about $548,000,000 in volume, and 
which has already topped $500,- 
000,000 for the first nine four- 
week periods this year, is com- 


at the Waldorf-Astoria | 
“on October 20, 21 and 22, 1947 


Modern Man-Slave or Sovereign? 


Since their founding in 1930, there have been fifteen New York Herald 
Tribune Forums. The theme of each Forum and the speakers selected to 


discuss various aspects of it, are determined by world events. 


The Forum of ’47 will take place at a time when the direction signs have 
become clear. Will man become a slave to his weaknesses . . . or master of 
the powers that his knowledge has brought him? 


This problem, which the 1947 Herald Tribune Forum will pose, is also the 
basic world problem which the Marshall Plan may help to solve. 


Months ago, Forum staff members began the preliminary work of seeking out 
men and women who are today making history . . . enlisting their cooperation 
in preparing a program that can be of help in the months ahead. Expectation 
is that forty or more distinguished speakers—some from overseas—will 
address the coming Forum’s four sessions. 


The immediate Forum audience at the Waldorf-Astoria, representing 
community leadership from all over the United States, will carry back the 
Forum’s discussions and conclusions to cities, towns and organizations— 
both national and local. So, also, will the press, radio networks, and 


international short-wave. 


A complete report of the coming Forum’s proceedings, with accompanying 
advertising messages from leaders of business and industry, will oe 
in the Annual Forum Section—to be published in the 


Sunday, October 26th 


NEW YORK HERALD TRIBUNE 
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pletely sold on national brand pro- 
motion. 

The “Advertised in Life” cam- 
paign this spring upped its busi- 
ness for the period of the promo- 
tion 44% over last year’s figure, 
and the company confidently ex- 
pects this fall’s expanded promo- 
tion to do even better. 

Contests, too, have proved their 
value to the Kroger organization, 
and both can be counted upon to 
figure heavily in merchandising 
operations of the chain hereafter. 


’45 Contest Boosts Sales 


The first postwar Kroger con- 
test, in 1945, was designed to re- 
turn coffee sales to prewar levels, 
from which they had fallen during 
the period of rationing. Although 
this first contest pulled only 130,- 
000 entries, it not only boosted 
coffee to levels above 1941, but 
also resulted in substantial in- 
creases in other departments. Even 
more interesting, however, was 
the fact that a check of contest 
entrants showed 30% were not 
regular Kroger customers, and 
had been brought into the store by 
the contest promotion. 

The second contest, run last 
year, got 987,000 entries, which 
Kroger believes is the third high- 
est number in any postwar con- 
test, and remarkable in that the 
two which drew more entries 
were national in scope. 

Kroger attributes its success 
with contests to the use of scarce 
and wanted merchandise, such as 
automobiles, Westinghouse appli- 
ances, and this year fur coats, and 
to the support which it has been 
able to secure for the contests 
from dealers of the companies 
whose merchandise is being fea- 
tured. 

As was true with the “Adver- 
tised in Life’ promotion last 
spring, the current intensive pro- 
motion is literally a free ride for 
brand manufacturers. Kroger 
pays all advertising and promo- 
tional expenses. The brands con- 
tribute only the blow-ups used in 
stores, the time of their radio 
artists for the spot transcriptions, 
and other normal merchandising 
aids. 


Brack Advanced 


Reginald Brack has been ap- 
pointed general traffic and sales 
manager of Braniff International 
Airways, Dallas, domestic divi- 
sion. He formerly managed the 
line’s Chicago - Dallas nine - city 
northern traffic region. 


4. Tips On Space Buying 


Can You Afford It? 


This guy can afford the space he's using. 
It doesn't cost him a cent. He doesn't have 
to worry over results. 

Your space is costly; must be bought upon 
careful analysis of the facts. If you don't 
get results, your money is wasted. 

To reach the Water and Sewage field, first 
analyze the market; then study the pu lica- 
tions. In studyinc WATER & SEWAGE 
WORKS, analyze the ABC statement, the 
effective readership, cost gt reader, format, 
editorial content etc. For WATER & SEW- 
AGE WORKS, the only publication that cov- 
ers both these utilities, analysis is easy, as 
this publication has a set of concise facts 
ready for your study. 


Call or Write Mr. Cocker today for Our 
latest folder—packed full of facts 


WATER & SEWAGE 
WORKS 


22 W. MAPLE ST, CHICAGO 10, ILL. 
HEN TORK - CLEVELAND - LOS ABGELES - AH uMNCisd 
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an Goes Into 
ction on Gov't 


No-Waste Drive 


Agencies Rush Ads; 
Media Promise Full 


Cooperation in Drive 


WasHiIncton—C harles Luck- 
man, dynamic young president of 
Lever Brothers, quickly captured 
the admiration of key government 
officials last week by swinging 
vigorously into the preparation of 
a powerful campaign to cut the 
nation’s waste of food. 

Immediately after he hit town 
Monday evening, he began a seem- 
ingly endless series of conferences 
to size up prospects of the food 
conservation campaign and the 
steps that are immediately neces- 
sary. 

With him on his private plane 
was his own team of Lever public 
relations and publicity people. On 
other planes and trains were rep- 


_resentatives of the six agencies 


and the radio networks that carry 
Lever business. 


Ad Decision Waits 


Though many freshly prepared 
ads were available eariy in the 
peek, decisions on the advertising 
aspects of the drive had to mark 
ime while Mr. Luckman tackled 
dministrative issues. 

By midweek he was meeting 
with his 26-man citizens food com- 
mittee to work out agreements on 
policies, and he was exploring the 
vast government facilities for 
gathering information and reach- 
ing essential trade and consumer 
groups. 

With basic policy questions out 
of the way, Mr. Luckman will 
turn, in the immediate future, to 
the appointment of media commit- 
tees which will sift through the 
mountain of advertising and pub- 
licity ideas submitted by agencies 
and media groups. 

Every effort will be made to 
shake down the operation so that 
definite copy themes can be estab- 
lished in time for December maga- 
zines. Radio publicity was under 
way with a special network Presi- 
dential appeal Sunday night. 

Since his appointment, Mr. 
Luckman has stressed the need to 
bring the emergency food con- 
servation message to the public 
through every channel of com- 
munication. 

One of his first acts was to call 
on all Lever facilities to go to 
work on campaign material. Many 
of these ads were available for 
committee meetings this week, 
some of them bearing a slogan 
“The food you save may save a 
life.” One proposed car card said 
bitterly: “Spoiling for a fight; for 
peace save food.” 


Agrees on Rationing 


The full committee has yet to 
pass on the ads. It was agreed 
unanimously, however, on the need 
for a voluntary self-rationing pro- 
gram addressed to housewives, 
individuals, organizations and pub- 
‘ic eating places. 

Mr. Luckman said he would also 


i Iwork through industry, farm and 


consumer groups, most of which 
are represented on the citizens 
committee, to reduce the con- 
sumption of grains and other crit- 
ical foods. 

He learned something about 
Washington press procedures, too, 
at an initial press conference 
Wednesday, when he was heavily 
badgered by reporters who tried 
to probe into various aspects of 
his program. 

Without losing his temper, he 
met questions designed to explore 
his confidence in the program, 


and the danger that it would not 
check the upward spiral of food 
costs. 

Some of the appeals which the 
committee is to address to house- 
wives include: Buy cheaper cuts; 
don’t serve too much; don’t over- 
cook meat; use left-overs; save 
wheat other ways. 

Though many ads are already 


‘at hand, Mr. Luckman will soon 


make a formal request for the as- 
sistance of the Advertising Coun- 
cil. Presumably the Lever agen- 
cies could serve on the council 
task force for the campaign. 

Mr. Luckman and Harry Bullis, 
General Mills president, both 
council directors, are members of 
the citizens committee. Eugene 
Meyer, a member of the council 
public advisory committee, is also 
a member, as is Ted Repplier, 
council president. 


Starts Night-Long Confab 


The Luckman team, including 
Thomas A. Gonser, Lever public 
relations chief, and Richard M. 
Kelly, assistant public relations 
chief, reached National Airport 
here at 5:30 p.m. Monday—four 
days after Mr. Luckman’s appoint- 
ment by the President. 

Twenty minutes later Mr. Luck- 
man was established in_ shirt- 
sleeves in a corner suite at the 
Carlton Hotel, receiving the first 
of a seemingly endless line of cal- 
lers and well wishers on a sched- 
ule arranged before his departure 
from Boston. 

Throughout that night the wait- 


ing room was crowded. Advertis- | 


ing and radio people waited their 


headed young man. 
were brought in during the eve- 
ning when it became evident there 
would be no time for dining. 
Next morning 
team placed its offering before the 
President and the critical cabinet 
committee headed by Commerce 
Secretary Averell Harriman. 
Though he _ received 


Post. 


models. 


column ads. 


the Luckman | 


immediate | 


Last Minute News Flashes 


Emerson Radio Plans Special Drive 

New YorK—Emerson Radio & Phonograph Corporation, via Grady 
& Wagner, is supplementing its usual magazine schedule with a series 
of full-page color ads to run during October, November and December 
in The American Weekly, Collier’s, Life and The Saturday Evening 
The drive will coincide with a stepped-up cooperative news- 
paper campaign, pushing medium and low-price portables and table 


Armour Starts Contest for Dash Dog Food 

Cuicaco — Armour & Co. has started a prize contest for Dash dog 
food, announced in 1,000-line newspaper ads in 60 cities. 
clude eight $400 motor scooters, 20 Ranger bicycles and 1,000 cartons 
of Bub bubble gum. Children are asked to complete a two-line 
jingle. Foote, Cone & Belding is the agency. 


James Succeeds Arnold on ‘Modern Industry’ 

New YorkK—J. L. Arnold, promotion manager of Modern Industry, 
has resigned. He will be succeeded by Parker James, who joined 
the company to edit Modern Distribution and was formerly promo- 
tion director of Standard Outdoor Advertising. 


Paramount to Spend $500,000 on ‘Unconquered’ 
New YorkK—Paramount Pictures will spend more than $500,000 to 
promote “Unconquered,” with eight national magazines scheduled for 
four-color facing pages, 10 for two-color full pages and 10 for one- 
The company is using newspaper magazine, comic and 
roto sections in 11 cities, plus subway and three-sheets here. 
operative newspaper and spot radio campaigns will coincide with its 
opening across the country. Buchanan & Co. has the account. 


Start ‘Magazine of Management’ in November 

NEw YorK—MM, described as “The magazine of management for 
better customer, employe and stockholder relations,” will be launched 
with the November issue by Adlin L. Davis, advertising and sales 
promotion manager, Worthington Pump & Machinery Corporation, 
George A. Frye, vice-president of James Thomas Chirurg Company 
and three other owners whose names were not divulged. MM is of- 
fering 12,000 controlled circulation, with advertising at $440 a page. 
Office is at 350 Plane St., Newark, N. J. 


General Electric Launches Institutional Series 
New York—General Electric Company is using a selected group of 


Prizes in- 


Co- 


\ | Sunday magazine sections in newspapers throughout the country for 
turn to talk to the slight, curly- | an institutional campaign. The full-page four-color ads began in the 


Osborn is the agency. 


of paint and chemical products. 


Sandwiches | New York Times Magazine Sept. 28. 


Batten, Barton, Durstine & 


R&R Gets American-Marietta Account 
Cuicaco—Ruthrauff & Ryan here has been appointed to handle the 
national advertising of American-Marietta Company, manufacturer 


like hell.” 
Even before the Oct. 1 meeting 


administration blessing, Mr. Luck- ‘at the White House, advertising 
man insisted on further consulta- ‘organizations were clearing their 


tion with Republicans to assure 
non-partisan support for his pro- 
gram. 


Ad Layouts All Set 


Representatives of the agencies 
sharing Lever business sweated 
over the weekend on ad layouts. 
Delegations from the various 
agencies waited their turn in the 
anteroom Monday night with the 
material which went to the Presi- 
dent on Tuesday. Lever agencies 
are J. Walter Thompson Company, 
Foote, Cone & Belding, Ruthrauff 
& Ryan, Federal, Young & Rubi- 
cam, and Sullivan, Stauffer, Col- 
well & Bayles. ; 

Envoys from the magazine and 
newspaper publishing groups ap- 
peared to pledge their services 
and the services of the Advertis- 
ing Council. Radio networks sent 
representatives with outlines of 
national and local promotional 
support. A _ special presentation 
whipped together by Good House- 
keeping was sent in showing ways 
to save food. Another special 
survey was prepared by Crowell- 
Collier, and advice and assistance 
came from the Curtis Publishing 
Company, among others. 

Among officials Mr. Luckman 
contacted by phone shortly after 
his appointment were those of 
American Newspaper Publishers 
Association, CBS, Crowell-Collier, 
Curtis, Hearst magazines and 
newspapers, NBC, This Week and 
Time, Ine. He talked to Ben 
Sonnenberg and other public re- 
lations men. 

Several hundred New York ad- 
vertising people did not play golf 
that weekend. R&R put 70 people 
to work on the job. JWT is said 
to have had 100. 

An _ associate told AA that 
“Chuck Luckman was the best 
choice in America for this job... 
He has a fresh point of view, he’s 
dynamic, and he’s willing to work 


| decks for action. The Advertising 
|Council said that it would start 
' work “as soon as we’re told what 
‘to do.” A task force agency and 
volunteer coordinator are yet to 
be chosen. 

The Association of National Ad- 
vertisers is putting the save-food 
program on the agenda for its an- 
nual meeting at Atlantic City this 
week. National Association of 
Magazine Publishers (formerly 
the NPA) is expected to aid, 
among other ways, through its edi- 
torial committee, headed by Wil- 
liam A. Chenery of Collier’s. Ker- 
win H. Fulton, president of Out- 
door Advertising, Incorporated, 
and a council director, said that 
the outdoor medium “definitely” 
will aid the program. 

Heads of the four coast to coast 
networks assured Mr. Luckman of 
their full cooperation. NBC and 
CBS mobilized their promotional 
and programming departments 
shortly after the committee was 
appointed and went to work on a 
presentation which was forwarded 
to Mr. Luckman last Monday. 

Officials working on this coop- 
erative venture included David- 
son Taylor, CBS vice-president 
and director of public affairs, and 
Charles P. Hammond, assistant to 
the executive vice-president at 
NBC. 

The networks’ presentation, in- 
cluding a recording made espe- 
cially for the purpose, outlined 
suggestions for handling the drive, 
particularly from the standpoint 
of radio, in a way that would best 
bring the message home to the 
American public. 


Miller Is Agency V.P. 
George Laflin Miller, known to 
the advertising profession as ‘‘Ae- 
sop Glim,” has been appointed 
vice-president of Doyle, Kitchen & 
McCormick, New York. 


Radio Reps Unite 
to Fight Networks 


New York — Keen competition 
from network spot organizations, 
specifically Columbia’s Radio 
Sales, has brought radio station 
representatives together in an or- 
ganization, an accomplishment 
hitherto considered highly im- 
probable if not impossible. 

Paul H. Raymer, who recently 
lost WRVA, Richmond, to Radio 
Sales, was one of the leaders in 
the organization movement, which 
resulted in the formation of the 
National Association of Radio Sta- 
tion Representatives. He also was 
elected chairman of the group, 
which numbers 22 firms among its 
charter members. 

Other officers of the association, 
which is to meet soon to pass on 
its by-laws, are H. Preston Peters, 
Free & Peters, vice-chairman; 
Joseph Weed, Weed & Co., secre- 
tary, and Lewis Avery, Avery- 
Knodel, treasurer. 


Charter Members 


Member organizations are 
Avery-Knodel, John Blair & Co., 
Bolling Company, Branham Com- 
pany, Burke, Kuipers & Mahoney, 
Burn-Smith Company, Forjoe & 
Co., Free & Peters, Headley-Reed 
Company, George P. Hollingbery 
Company, Katz Agency, McGeehan 
& O’Mara, Joseph Hershey Mc- 
Gillvra, John E. Pearson Company, 
Edward Petry & Co., Radio Ad- 
vertising Company, William G. 
Rambeau Company, Paul H. Ray- 
mer Company, Sears & Ayer, 
Taylor -Howe-Snowden Radio 
Sales, Weed & Co., and Adam J. 
Young Jr., Inc. 


Ayer Drops Farnsworth 


N. W. Ayer & Son, Philadelphia, 
has resigned the Farnsworth Tele- 
vision & Radio Corporation ac- 
count effective Jan. 1. No an- 
nouncement has been made of a 
replacement. 


Coffee Association 
Shoots for Youth 
Market in Drive 


YOSEMITE ParK— The 1947-48 
plans of the Coffee Advertising 
Council will be aimed at the youth 
market, members of the National 
Coffee Association were told here 
last week. 

Don Parsons, Federal Advertis- 
ing Agency account executive, 
presented the fall plans for the 
campaign. They include: (1) 
monthly full pages in Life, start- 
ing in the Oct. 20 issue and fea- 
turing illustrations by Howard 
Scott, and Edgar Guest-style verse 
copy built around the theme “Good 
things happen over coffee’; and 
(2) weekly insertions in Nancy 
Sasser’s “‘Buy~Lines.” 

In addition, the council has 
lined up posters of the Life series 
in 24x36 and 13x20-inch sizes, 
which will be available for brand 
merchandising at the cost of lith- 
ography; a mat _ service; book 
matches (all emphasizing the 
“good things happen over coffee” 


theme) plus the usual council 
gimmicks: coffee measures, a 
movie, iced coffee posters and 


mats, coffee brewing leaflets, radio 
transcriptions, a three-panel dis- 
play unit, and a youth and school 
project material kit. 


Each Ad to Carry Seal 


Besides use of the theme, each 
ad will carry the bureau’s seal of 
recommendation. Over.a period 
of time, Mr. Parsons said, “we can 
hopefully expect more and more 
manufacturers of coffee makers to 
submit their appliances and to 
feature the seal in their advertis- 
ing and promotion.” 

In discussing the coffee market, 
Mr. Parsons noted that economic 
levels seemed to have little to do 
with it, nor does geographic loca- 
tion of the purchaser seem to in- 
fluence his consumption. Age fac- 
tors are important: the peak of 
coffee consumption is the 40-45 
age group, sliding off gradually in 
the upper age brackets. However, 
one-third of all coffee purchasers 
in the 35-45 group are classified 
as “heavy buyers,” and less than 
16% of the “under 35” group come 
into the market as “heavy buyers.” 


To Consolidate Editions 


Newsweek on Jan. 5, 1948, will 
consolidate its Pan America and 
U. S. editions into one magazine 
covering the entire Western Hem- 
isphere. All ad schedules in the 
Pan America edition will remain 
in force through the Dec. 29 issue. 
The consolidation results from 
Latin American demand for the 
full domestic edition. 


FTC Orders Copy Change 


FTC last weekend ordered Pub- 
lishers Service Co., New York, to 
modify its copy for rebus-type 
puzzle contests advertised in news- 
papers throughout the country. 
FTC said ads hid the fact that 
chances of success in the contests 
were frequently no more than one 
in 70,000 or 80,000. 


Grove to Duane Jones 

Grove Laboratories, St. Louis, 
has appointed Duane Jones Com- 
pany, New York, to handle adver- 
tising for Bromo Quinine cold tab- 
lets, which will be in national dis- 
tribution about Dec. 1. The prod- 
uct has not been on the market 
since six years ago, when the U. S. 
took over all quinine stocks. 


Announce Show Annual 
Hearst Magazines, New York, 


has announced that the January, 
1948, annual show number of 
|Motor Boating will be a deluxe 
| $1 issue, the first dollar show num- 
|ber since the war. Publication 


will coincide with opening of the 
| National Boat Show in New York. 
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Bnatnebiatene: 

The whimpering of your dog when he wante 
you to go for a walk with him and your doctor 
says you can’t leave your chair. 

The mailman’s whistle as he brings those 
brightly worded notes from your friends. 
The “poor dear” of your wife when you say, 
“That leg sure hurts today.” 

The polite murmur of your casual acquaint- 
ances when you say, “. . . I’d just stepped 
off the curb...” 

Some of it helps. Some of it doesn’t. 

But there’s one kind of sympathy that’s al- 
ways helpful and always sounds good. 

It is the friendly rustle of those checks from 
the insurance company to reimburse you for 
your accident. 

It is the crisp snap of dollar bills when you 
clean up those doctor bills. 

It is the pleasant clink of coins as you pay 
the druggist his due. 

It is the appetizing sizzle of chicken on the 
stove—paid for with that weekly indemnity 
check. 


Yes, sympathy is grand. It’s human. We all 
need it. But when we have an accident, we 
need most the kind of sympathy that pays 
our bills, 


Morat: Insure in The Travelers. All forms of 
insurance. The Travelers Insurance Company, 
Tas Teavelere Tad ity C 


“We could lire on the money I'm spending for railroad farex! What do you say we try a?” 


The Greatest Reason in the World —~ 


E Ye lAY did you buy life insurance?” I asked him. 

“Well,” he said, “‘it was because once I met a young 
person coming up the stairs of an apartment house with 
her arms full of packages, one of them dangling from a 
slender string. I didn’t think she'd mind, so I offered to 
help her. At the door of her apartment, I saw that she 
was quite pretty. She still is. 

“Because late one night, while she and I were wait- 
ing at a dimly lighted railway station for the Owl to 
take me home, I said, ‘We could live on the money I'm 
spending for railroad fares! What do you say we try 
it?’ We did, and it worked. 

“Because one day I was offered a job by another 
company, and when L told my boss, he promised me 


the boss's generosity, she said, “What do you mean, 
generous? If he knew you were worth that much to 
him, he should have paid it to you before he had to.’ 
So I quit and took the new job. 

“Because one night she woke me up and said, ‘I think 
I'd better go.’ We went, and the last I saw of her that 
night, she was being trundled down a long corridor in 
a wheelchair, in spite of her protests that she could 
walk. When I saw her the next morning, she was lving 
very still and white and with the sweetish smell of 
ether on her breath. A nurse came in and asked, 
“Wouldn't you like to see him?’ But I wasn't interested 
in babies just then—not even dur own. 


“Because one autumn evening. while we were driv- 


smal] white cottage, its windows ablaze with the light 


of the setting sun. She said, ‘What a place this vould be’ 


for us!’ Yes, what a plage it has been for us! 

“It’s because of these memories, and many others 
that I wouldn't tell you and that wouldn't interest you 
even if I did, that I bought life insurance. 

“And if the premiums could be paid in blood, instead 
of money, pernicious anemia would be a pleasure.” 


Moral: Insure in The Travelers. All forms of insurance. 
The Travelers Insurance Company, The Travelers 
Indemnity Company, The Travelers Fire Insurance 


ten dollars more a week if I'd xtay. When I told her of ing leisurely along # country road, we came upon a Company, Hartford, Connecticut. 


ARE CLIENTS SMART ? 


W: THINK SO, 


Each year, we find, a number of good ideas originate 
with our clients. Ideas on copy, art, research, radio, and 
all other phases of the business. 


For instance, take our client, The Travelers Insurance 
Companies. 


Shown above are two of the best-liked, best-read 
Travelers advertisements among the hundreds that have 
appeared since Y&R has had the account. 


The one at the left was created by Young & Rubicam. 


The one at the right was created by The Travelers’ ad- 
vertising department. 


We make it a point to keep our ears open and our 
minds receptive to our clients’ ideas. Not just because 
it makes the clients happy, but because it makes the ad- 
vertising more effective. 


And, after all, making advertising more effective is 


what we’re paid for. 


P.S. When we think the client has a bum idea, we tell 
him so. Politely. 


YOUNG & RUBICAM, INC. Advertising - New York Chicago ‘Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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